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ABSTRACT
Background: Air travel’s growth has generated fierce competition between airline compa-
nies, with different marketing strategies evolving. However, as airlines attempt to emulate
each other worldwide, the marginal benefits of marketing strategies shrink, and airlines are
forced to compete over products and services offered to passengers. One of these competing
services is the in-flight meal. Therefore, a holistic understanding of the impact of in-flight
meal attributes on satisfaction and loyalty in general, and in comparison to other service
quality dimensions, must be understood.
Purpose: The aim of this study is to critically evaluate the relationship between in-flight meal
satisfaction, overall flight satisfaction, and loyalty among long-haul business and economy
passengers of Arabian Gulf full-service carriers.
Methods: A sequential exploratory mixed-method approach was conducted. Purposive,
snowball, and convenience sampling were used to collect data from passengers with experi-
ences of flying long-haul with Emirates or Oman Air and travelled in economy or business
class in the last 12 months. The study yielded 261 online reviews, 24 semi-structured inter-
views, and 419 questionnaires. Qualitative data were analyzed using content and template
analyses with the aid of Nvivo 12. Conceptual model was developed and empirically tested
using Partial Least Structural Equation Modeling (PLS-SEM) guided by SPSS and SmartPLS
3.2, to provide a comprehensive understanding of the factors that affect passengers’ in-flight
meal satisfaction, overall fling satisfaction and loyalty.
Findings: In-flight meal satisfaction was found to significantly contribute to the prediction of
passengers’ flight satisfaction and loyalty, especially meal taste, preferences, and service. The
strength and significance of this prediction varied according to flight details and passengers’
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travel habits and individual characteristics; such as the airline company, seat class, route, trip
purpose, flight duration, flying experience in general and with the airline, travel party, and
passengers’ socio-demographics.
Contribution: The study offers a detailed investigation, in relation to data enquiry and
analysis. It is one of the very few mixed-methods studies in the field, achieving both
within-methods and between-methods triangulation. It is the first study to attempt to use
airline platforms to understand passenger behaviour, specifically in relation to food, and
in so doing represents an important contribution. It uses a novel combination of statistical
measurement techniques to simultaneously validate and assess a set of factors of different
natures and integrates models from two separate disciplines; i.e. service quality and food-
related behaviour. Unlike previous studies that concentrate on one travel stage alone, this
study incorporates factors from both the pre- and in-flight stages.
Conclusion: This study thus advances current service quality and in-flight meal models,
contributing relevant practical knowledge, to not only aviation, but also to the overall service
marketing and management sectors at large.
Keywords: Airline Service Quality, In-flight Meal, Arabian Gulf Carriers
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Chapter 1
Introduction
1.1 Introduction
This chapter introduces the research background and rationale. It commences with a thorough
look at the background of the study, moving into a detailed overview of the knowledge gaps
that form the rationale for conducting this research and its aim and objectives. Lastly, the
chapter outlines the structure of the thesis.
1.2 Research Background
Along with the growing number of travellers worldwide (UNWTO, 2018), there is a growing
demand for tourism activities such as entertainment, education, sightseeing, and transporta-
tion (Goeldner and Ritchie, 2012). Tourism transportation is concerned with moving people
and goods from one place to another or from a point of origin to a destination (Zahari et al.,
2011). Due to its efficiency, safety, and comfort, air travel has become one of the most
important modes of transportation domestically and internationally, especially when long
distance travelling is involved (Oyewole, Sankaran and Choudhury, 2007; Button, 2008;
Perçin, 2018). Before the jet age in the 1950s, air travel was not yet considered as an industry
(Mills and Clay, 2002). Four decades later, in the 1990s, air transport attracted 1.6 billion
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passengers (Goeldner and Ritchie, 2012). More recently, the demand for air passenger
services has grown even more strongly. Airlines, in 2017, carried 4.1 billion passengers on
scheduled services, representing a growth of 7.3% over 2016 (WATS, 2018). Such growth
was supported by improvements in global economic conditions and lower fares, which have
acted as a tailwind for passenger demand since late 2014 (IATA, 2018).
The development of the travel industry has created fierce competition between airline compa-
nies (Pearson et al., 2015). Marketing strategies of airlines have included network expansion
and added routes, frequent flyer programmes, code sharing and alliances, and innovative
reservation systems (Sultan and Simpson, 2000). For instance, in 2018, Qatar Airways added
flights to eight cities in Europe and Asia; Thai Airways now operate a high-end product
including a 34-inch seat pitch in long-haul economy class; and the Qantas-Emirates part-
nership has allowed access to several new destinations in Asia and the Americas (Airlines,
2018). However, as airlines attempt to emulate each other worldwide, the marginal benefits of
marketing strategies reduce (Tsaur, Chang and Yen, 2002). The recognition of this limitation,
along with the entrance of low-cost carriers (LCCs) and the increase in oil prices, has meant
that in order for airlines to survive, they were forced to compete over the quality of the prod-
uct offered to passengers, to augment market share and profitability (Wirtz, 2001). Over the
last few years, airlines performance evaluations have shifted from a management perspective,
based on cost efficiency, to a customer perspective, related to satisfaction and service quality
(SQ) (Gilbert and Wong, 2003; Chou et al., 2011; Li et al., 2017). Airlines have sought a
better understanding of customers’ needs and wants in all stages of service provision (Wafik,
Abou-Shouk and Hewedi, 2017). Similarly, the measurement of passenger satisfaction has
become increasingly popular (Chi Lin, 2003; Tsafarakis, Kokotas and Pantouvakis, 2018).
SQ functions, such as efficient ticketing and check-in, safer travelling, value-added services
(such as on-board services and facilities), luggage handling, and better services for delayed
passengers have all been addressed by airlines (Perçin, 2018). SQ has been pushed even
further with the ever-changing demands of air passengers, resulting in service personalisation
and premium offering to cope with the demand (Oyewole, Sankaran and Choudhury, 2007).
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Central to the air travel service process are in-flight services (Chen and Chang, 2005; Li
et al., 2017), especially in-flight meals. Food is considered an essential part of in-flight
service and plays an important role in the airlines’ marketing communications (Sundarakani,
Abdul Razzak and Manikandan, 2018). Airlines such as Emirates, Singapore, and Cathay
Pacific actively promote their in-flight meals in all types of media, printed and electronic,
including websites, social media, and other advertising as a means to attract more passengers
(Zahari et al., 2011). Air France cooperate with Michelin starred chefs to promote their
cuisine and to personally introduce new menus to business and first class passengers. Virgin
Australia’s consultant chef offers restaurant guests a sample of the airline food. Brazil’s Azul
partners with Sao Paulo’s popular food trucks to design its new on-board menu and promote
it around the streets of USA cities, as do airlines such as Austrian and Air France. JetStar get
participants in television cooking shows to design their new on-board meals (Kollau, 2017).
In today’s competitive environment, the quality of in-flight meals can make a difference
(Jose, 2012). As passengers become more sophisticated and demanding, airlines are investing
heavily in their efforts to differentiate their in-flight catering and food services from each
other (Sundarakani, Abdul Razzak and Manikandan, 2018). Providing separate menus for
each seat class (Mills and Clay, 2001), buffet services on long-haul flights and buffet gate
services on domestic flights (O’Hara and Strugnell, 1997), and also considering passengers’
special dietary and spiritual requirements, such as low sodium, gluten-free, kosher, and halal
food (Mills and Clay, 2001; Al Halaseh and Sundarakani, 2012) have all been employed.
Currently, passengers are becoming aware of what airlines can offer them, and hence have
expectations regarding the quality, consistency, and variety of in-flight menus (Sundarakani,
Abdul Razzak and Manikandan, 2018). Some passengers are even willing to change airlines,
alter travel patterns, or pay more for higher quality in-flight meals (Solomon, 2013). Given
the increasing competition among carriers (Hussain, Al Nasser and Hussain, 2015), operators
use in-flight catering to remain competitive (Jose, 2012). This can be achieved by in-flight
caterers ensuring a successful response to passengers’ expectations and keeping-up with their
changing preferences and tastes (Sahoo, 2012).
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In an attempt to advance this topic, studies have explored the notion of the in-flight meal
and its effect on travellers from several angles. These include in-flight meal acceptance and
intake (Waterhouse et al., 2006; Georgiou, Johan and Jones, 2010), passengers paying for
in-flight meals (Moufakkir, 2010), preference for new food products (Mills et al., 2003),
food safety during travel (Kathirvel, 2016), and how demographics impact on in-flight meal
satisfaction (Kwak and Park, 1999). Zahari et al. (2011) further measured the relationship
between in-flight meal SQ, satisfaction, and loyalty, while Lee and Ko (2016) measured its
relationship to customer value and loyalty. What these studies lack however is a holistic
evaluation of the impact of in-flight meal items on satisfaction and loyalty in general, taking
into account other service quality factors and their effect on the relationship between in-flight
meal satisfaction and loyalty. Furthermore, no published research related to Gulf carriers’
in-flight meal provision has been identified, and this represents one of the knowledge gaps
this research aims to fill. A detailed overview of other gaps in research and further relevance
and rationale is subsequently provided.
1.3 Research Relevance and Rationale
The relevance and rationale of this research is based on gaps identified in the literature review
in three main areas; airline service quality models (ASQMs), in-flight meals, and Arabian
Gulf carriers (AGCs). The following subsections highlight the need for research in these
areas.
1.3.1 Need for Research: Airline Service Quality Models
Due to deregulation, the emergence of low-cost carriers, and increased passenger awareness
of service quality, the air travel market is experiencing intense competition both domestically
and internationally (Tsaur, Chang and Yen, 2002; Koklic, Kukar-Kinney and Vegelj, 2017).
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Airlines cannot increase profitability via the establishment of new routes or price-competition
alone and thus delivering a high-quality service to passengers is essential for survival (Park,
Robertson and Wu, 2004; Chow, 2014). Airline services range from ticket reservation and
purchase in the pre-flight stage to baggage collection at the country of destination (Chen
and Chang, 2005). The question of passenger loyalty in all of these services has received
widespread interest, both in academia and the aviation industry (e.g. Calisir, Basak and
Calisir, 2016; Delbari et al., 2016 and Tsafarakis, Kokotas and Pantouvakis, 2018).
The research on airline service quality (ASQ) modelling and framework construction relies
heavily on previously developed service quality models (SQMs) measured on cardinal or
ordinal scales (Tsaur, Chang and Yen, 2002). Although the descriptive variables differ
extensively according to study objectives, the benchmarks against which quality is assessed
are similar (e.g. satisfaction and loyalty) (Basfirinci and Mitra, 2015; Calisir, Basak and
Calisir, 2016; Rajaguru, 2016). Where satisfaction and loyalty have gained sufficient attention
in the air transport context, factors such as image and service value have been overlooked
(Park, Robertson and Wu, 2004). Also, as passengers spend most of their time airborne,
more attention has been given to in-flight service quality attributes (Chen and Chang, 2005;
Khuong and Uyen, 2014). Little research has been attempted in which elements, such as
passengers’ culture, emotions, travel party, and experience, and their effect on service quality
evaluation, are considered (e.g. Basfirinci and Mitra, 2015; and Wang and Fong, 2016). Only
a handful of studies have paid attention to the issue of routes and how passengers perceive
quality differently on different routes (e.g. Chiou and Chen, 2006; and Wang and Fong, 2016)
as well as in the different travel stages (e.g. Chow, 2014; and Etemad-Sajadi and Bohrer,
2016).
Such omission can lead to problems, for instance, quality modelling may miss-specify and
provide weak predictions (Park, Robertson and Wu, 2004). Therefore, considering factors
beyond those in conventional SQMs will likely enhance the accuracy of SQ evaluation. Thus,
this study will examine and advance the theoretical foundations of the existing ASQMs in
order to comprehensively understand the experiences of air travellers and their decision-
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making influencers. In doing so, it identifies the dimensions of ASQMs and the factors
associated with perceived image, satisfaction and loyalty. This will contribute relevant
practical knowledge not only to airline companies, but also to the sector of service marketing
and management at large.
1.3.2 Need for Research: In-Flight Meals
At the heart of in-flight service is the in-flight meal, as it occupies an essential part of
the passengers’ on-board experience (Moufakkir, 2010). The in-flight meal is usually a
complimentary meal that the airline provides to customers during flight, normally two
courses (Jones, 2004), with the extent of offer depending on flight duration. Typically, a meal
is composed of one main dish, an appetiser, a dessert, and tea or coffee, accompanied with
cutlery, condiments, and a napkin. The selection of such a food and beverage service depends
on many factors; mainly the airline business model, the flight duration, and the seat class
(McCool, 1995; Loretta and Strugnell, 1997; Jones, 2004; Chang and Jones, 2007). With
the intense competition and drive for survival and differentiation, on-board food quality can
be viewed as an invaluable tool to set airlines apart from one another (Baek, 2006; Hussain,
Al Nasser and Hussain, 2015). Two studies conducted by the airline caterer “LSG/SKY
Chefs(1)”, aimed at measuring the impact of improved food service offerings on different
airlines and people’s choice of carrier. In the first study, and after a year of data collection,
the results showed that meal enhancement, such as serving branded products or larger food
portions, affected passengers’ airline preferences and increased profits. The second study, on
a thousand frequent flyers in the United States, demonstrated that nearly 30% of passengers
were willing to switch carrier if they could expect better food (Mills and Clay, 2002).
Despite the recognised importance of food, it is often the very feature compromised when
cost reduction is needed, either through lowering its quality and quantity or entirely removing
(1)LSG Sky Chefs is the brand name of LSG Lufthansa Service Holding AG, which is the world’s largest
provider of airline catering.
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it (Mills et al., 2003; Moufakkir, 2010). Indeed, the discontinuation of in-flight meal service
provision, aside from its ability to reduce costs, is claimed to have many benefits. Firstly, in-
flight meals have been viewed as a security threat since alcohol can trigger violent incidents,
utensils can be used as weapons, and food and beverage services can distract cabin crews
from monitoring passenger behaviour and ensuring safety (Berkley and Ala, 2001). Secondly,
the elimination of free meals on-board can reduce the turnaround time ensuring less delay
and lower fares (Moufakkir, 2010). In contrast, airline companies that never adopted the
pay-for-meal policy, normally Full Service Carriers (FSCs) argue that the provision of free
meals is part of their brand and a tradition appreciated by travellers, and one ingrained in
their expectations (Moufakkir, 2010). The logic goes that, only by maintaining high SQ
standards can loyal customers be retained and created.
Despite the dilemma today of whether an in-flight meal is essential to passenger experience,
satisfaction and choice of airline, little has been written about it. The available studies on
in-flight meals have typically looked into menu alteration and its relationship to traveller
experience (Mills and Clay, 2001; Mills and Clay, 2002; Mills et al., 2003; Laws, 2005), air
passenger meal service experience on long-haul flights (Waterhouse et al., 2006; Georgiou,
Johan and Jones, 2010), the policy of paying for an in-flight meal and its impact on passenger
acceptance (Moufakkir, 2010), and the relationship between airline image and in-flight meal
service (Ahn, Kim and Hyun, 2015). This leaves a gap in the area of the provision of in-flight
meals and loyalty. The study of Zahari et al. (2011) may be considered the first to attempt
to close this gap, but, their study only measured the relationship between in-flight meal
and re-flying intention without taking into account other service quality factors. However,
since the flying experience is so complex, inasmuch as one factor can alter the perception of
another (Wirtz, 2001), further research is needed to understand the importance of in-flight
meals in comparison to other SQ dimensions. Accordingly, this study not only adds to the
theoretical foundations of in-flight meal behaviour, but also extends it into food consumer
behaviour, service marketing, and the management domain more widely.
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1.3.3 Need for Research: Arabian Gulf Carriers
The Gulf Cooperation Council (GCC) states, comprising Bahrain, Kuwait, Oman, Saudi
Arabia, Qatar and the United Arab Emirates (UAE), are among the most competitive in
the Middle East (ME) and North Africa in terms of business environment, infrastructure
and human and natural resources (WTTC, 2018). The region was rapidly integrated within
the world economic order with the burgeoning of the hydrocarbon industry in the 1970s
and states have become more visible at the international level (Khalaf, 2006). Another
defining attribute of these countries is the modernisation of the transport and communication
infrastructure, with airports, in particular in the major cities, providing linkage with the rest
of the world (Murel et al., 2011).
The arrival of air transport into the Gulf region in 1910 marked the beginning of a dramatic
change (Hooper et al., 2011). Soon, Gulf governments began to focus on the aviation
industry as a means to achieve economic diversification (Vespermann, Wald and Gleich,
2008; Henderson, 2014) and routes gradually extended to provide transcontinental linkages
with the West and the ME (Albeshr and Ahmed, 2015). The primary role of these routes was to
provide technical and refuelling stopping points along the way, subsequently eliminated with
improvement of aircraft range. Nevertheless, cities grew up along the routes, which proved
to be important gateways, providing access to regional and national markets (O’Connor,
1995; Hooper et al., 2011). The last three decades have seen a major shift in the global
air transport market, with Middle Eastern carriers, particularly Arabian Gulf-based airlines,
substantially redesigning traffic flows. The Arabian Gulf is now a focal point for aviation
growth. Airlines there have embarked on ambitious growth plans and the hubs created in
this region have become important transfer points for passengers travelling between Europe
and Asia (O’Connell, 2011). Statistically around 4.5 billion people reside within an 8-hour
flight of the ME, which certainly provides this significant part of the world’s population the
possibility of connecting almost anywhere through a single stop (IATA, 2016).
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Most notable in this development is the airport of Dubai and its home carrier Emirates, which
not only serves as a primary hub, but also works out of secondary airports in Europe and
elsewhere. This is followed by Qatar Airways and Etihad (The Big-3) (O’Connell, 2011).
This expansion has broadened the travel choice for passengers bound for the Asia-pacific
and the west, causing European hubs and airlines to be fearful of losing out to competitors
from the Arabian Gulf (Grimme, 2011). The three strategies that AGCs use in assuring
their success are: moving traffic through their respective hubs, offering high-quality in-
flight products, and continuously communicating their brands via advertising and sports
sponsorships (Mintel, 2004). Governments in the Gulf have invested in airports and flag
carriers, thus facilitating airport development to accommodate the inbound traffic to the hubs
(O’Connell, 2011; Derudder, Bassens and Witlox, 2013).
Conversely, the Gulf aviation sector is also challenged in different ways. Firstly, the political
unrest in the region is a barrier to tourism in certain areas and can tarnish the whole region’s
image (Morakabati, 2013). Longer haul travellers are more likely to be affected by this than
the region residents, as the latter are well informed and less influenced by media broadcasts,
which may exaggerate the risk (Tasci and Gartner, 2007). Secondly, the lower oil prices
since 2015 have led to a cutting of expenditure and a reduction in foreign investment and
economic activities in the region (Boeing, 2016). Thirdly, the travel restrictions and the ban
on electronic devices policy that was imposed without warning on travellers from seven
countries and ten airports in the ME and North Africa, negatively impacted the financial
performance of the Middle Eastern carriers in 2017 (IATA, 2018). Finally, the introduction
of a value-added tax (VAT) in January 2017 by the UAE and Saudi Arabia and its planned
introduction by the rest of the GCC members will inevitably raise ticket prices (Anon, 2013;
Arabian Business, 2016, 2017).
All in all, the challenges that the Gulf aviation sector faces, together with the intense
competition in all markets, should emphasise the need to deliver a high-quality service. Most
studies on ASQ have tended to concentrate on Asian countries, with little attention being
given to carriers in other geographical locations, such as the Arabian Gulf. The realisation of
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this limited focus of studies into particular airline contexts may also be a catalyst for research
(Brannen, 2005). Gulf carriers also need to identify the critical success factors in their airline
service offering. This study aims to fill the existing knowledge gap within AGC consumer
behaviour by developing specific SQMs for airlines of the GCC.
1.4 Research Aim and Objectives
The thesis overall aim is defined as follows:
Research Aim
To critically evaluate the relationship between in-flight meal satisfaction, overall flight
satisfaction, and loyalty among long-haul business and economy passengers on-board
Arabian Gulf Full-Service Carriers (AG-FSCs)
To achieve this aim, four objectives were identified (see Table 1.1). These objectives guided
the entire research process by informing the literature review, methodology, data collection
and analysis.
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Table 1.1 Research Objectives of this Study
Research Objectives of this Study
RO1: To establish the dimensions of airline service quality and in-flight meal satisfaction;
RO2: To identify the factors associated with in-flight meal satisfaction and overall flight
satisfaction in long-haul business and economy class on-board AG-FSCs;
RO3: To develop a conceptual model of in-flight meal satisfaction, overall flight satisfac-
tion and loyalty based on literature review and findings of preliminary studies; and
RO4: To determine the importance of in-flight meal satisfaction in predicting overall flight
satisfaction and loyalty in comparison to other SQ factors.
1.5 Scope and Context of the Study
In essence, this study seeks to explore the concept of in-flight meal satisfaction and evaluate
its relationships with flight satisfaction and loyalty among the passengers of AG-FSCs. The
study’s originality lies in it being the first to highlight these concepts and, considering the
scarce literature on passenger in-flight food behaviour, it builds its theoretical foundations
on five different disciplines. These are, ASQ, consumer behaviour, food-related behaviour,
in-flight catering, and airline business models, as presented in Chapters 2, 3, and 4. The
inclusion of these areas not only addresses the knowledge gaps in each research area but also
contributes to providing a wider scope of integration. To determine the comprehensiveness
and boundaries of this study, several decisions had to be taken and are presented below.
As the conceptualisation of ASQ within the service marketing and management disciplines
can be investigated both from providers’ and consumers’ perspectives, this study will be
specifically limited to airline passenger experience. Despite this clear focus, with generalisa-
tions to the wider service quality context therefore limited, certain findings may nevertheless
be transferable to passengers of other modes of transport, such as cruise and train passengers.
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Secondly, it was crucial to recognise that passenger experience is a multi-phase phenomenon.
Thus, experiences not only occur on-board but pre/post-flight stages also form essential
parts of the passenger experience or travel cycle and influence their satisfaction and future
decisions. The travel stages to be included in this study were informed by the results of the
netnography and semi-structured interviews, which highlight the important service aspects
among passengers. Only with this inclusion could a comprehensive exploration and relevant
conceptual model be developed.
As previously indicated, the study context is the AG-FSCs, therefore, the third decision
revolved around whether or not to limit the focus of the investigation to specific airline
companies (e.g. Emirates or Etihad), seat classes (e.g. first, business, or economy), flight
durations (e.g. short-haul or long-haul) (2), flight types (e.g. domestic or international), trip
purposes (e.g. business or leisure), travel parties (e.g. alone or accompanied), or booking
methods (e.g. self-booked or booked by others). As the study commenced with an inductive
exploratory approach, many variables could not be limited to specific categories. In doing
so, an in-depth, preliminary understanding of the phenomenon was enabled. Such variables
included trip purpose, route, experience, travel party, loyalty scheme membership, and ticket
price.
Variables such as airline company, seat class, flight duration, flight type, and booking method
were, however, controlled for. For several reasons and due to time constraints, the study is
limited to Emirates and Oman Air, business and economy classes, long-haul, international,
and self-booked flights. First class passengers are excluded due to difficulties in approaching
them and fewer numbers (An and Noh, 2009; Kim, Kim and Hyun, 2016). Also, as the
study aims to investigate the relationship between in-flight meal and loyalty, short-haul and
domestic flights are excluded, due to the fact that food is not core to their service provision
(Pearson, Pitfield and Ryley, 2015), and non-self-booked trips are excluded, due to potential
differences in passengers’ perceptions since they have not personally paid. The selection of
(2)As Boeing taxonomy has no precise duration of short, medium, and long-haul flights, for the purpose of
this study short haul will be <3 hours, medium haul will be between 3 and 6 hours, and long haul will be >6
hours’ duration, as suggested by Francis et al. (2007)
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these specific variables does not alone permit a focused comparative analysis, but provides
the basis for future research using categorical variables other than those investigated in this
study. Further explanation of the rationale for choosing Emirates and Oman Air is provided
subsequently.
1.5.1 The Rationale for Choosing Emirates and Oman Air
Due to the need for research as highlighted in subsection 1.3.3, Gulf carriers were selected as
the setting of this study; specifically, Emirates and Oman Air. This selection was based on
the following considerations. As previously indicated, Emirates is one of the Big-3 or ME3(3)
airlines in the region and one of the fastest growing full-service airlines in the world (Fan
and Lingblad, 2016). It has the world’s biggest fleet of 265 aircraft including Airbus A380s
and Boeing 777s, which fly to over 155 destinations in more than 80 countries around the
world (Emirates, 2018a). In 2016, Emirates launched its non-stop daily service from Dubai
to Auckland, one of the longest scheduled flights ever (Emirates, 2016). During 2017, three
new destinations were introduced (Newark, Phnom Penh and Zagreb) and Emirates won
several awards including ULTRAS(4), APEX(5), and Skytrax Awards (Emirates, 2018a). In
2017-2018, Emirates reported 8% growth in passenger revenue of AED 74.4 billion, mainly
from Europe (29.3%) and East Asia and Australasia (12%). Revenues from the Arabian
Gulf and ME regions showed a small decline, possibly due to ongoing political instability,
as identified in the company annual report (Emirates, 2018b) and perhaps for other reasons,
which this study seeks to investigate.
Emirates has its own flight catering company, considered to have the largest catering facilities
in the world, serving an average of 225,000 meals daily for 105 airlines (EFC, 2018).
However, the revenue from food and beverage and catering operations remained the same as
the previous year (Emirates, 2018b). During 2017, 110 million meals were served on-board
(3)Middle East three biggest airlines.
(4)The Telegraph’s luxury travel magazines Ultratravel UK and Ultratravel Middle East.
(5)APEX Passenger Choice Awards.
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Emirates, with regionally inspired menus and catering for special events like Chinese New
Year, Christmas, Diwali, and Ramadan. Emirates invested more than AED 540 million in
their wine and spirits programme in 2017/18. Despite the outstanding performance and
the continuous success of Emirates, little research has been done to investigate its critical
success factors (e.g. Ardakani et al., 2015; and Hussain, Al Nasser and Hussain, 2015). Also,
since Emirates is investing heavily in its on-board food and beverage service and marketing
(Zahari et al., 2011), a comprehensive exploration of which food attributes are important to
Emirates passengers could help improve resource allocation and reduce waste. Lastly, the
recent decline in the number of passengers from the Gulf and the ME who chose Emirates is
worth studying. In general, Emirates represents the successful and most prominent actor of
AGCs.
Conversely, Oman Air runs a small fleet of 48 aircraft including Airbuses and Boeings, with
30 Boeing 737 MAX on-order. Oman Air flies to 53 international destinations concentrating
on GCCs, Europe and the Indian subcontinent (Rajasekar and Moideenkutty, 2007). Most
recently, two new destinations were added; namely Nairobi and Manchester and five more
destinations are planned by the end of 2022 (OmanAir, 2018a). The efforts of Oman Air have
resulted in many awards including WTA(6), APEX, and Skytrax awards for best business
and economy classes and best ME airline (APEX, 2018; WTA, 2018). Until 2017, Oman
Air catering relied on a small catering division that is managed and operated by the carrier
company itself. This catering service division produced over 8 million meals for 8.6 million
passengers on-board Oman Air in 2017. Despite Oman Air’s 16% increase in revenue in
2017, the airline reported over 39% increase in loss compared to 2016 (OmanAir, 2018a).
The Oman Aviation Group, comprising Oman Air, Oman Airports, and Oman Aviation
Services was formed in February 2018. Alongside, was the expansion of Muscat International
Airport with a capacity of 12 million passengers per annum and a record of 14 million
passengers in 2017 (IATA, 2018; Oman Airports, 2018). The Oman Catering Company,
a separate entity from Oman Air, was established and provides both in-flight catering and
(6)World Travel Awards.
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logistics to airline customers, as well as catering to non-aviation corporate customers (OAG,
2018). Despite being recognised as a leading airline in several aspects, Oman Air struggles
to compete with its regional rivals (e.g. Emirates, Qatar Airways, and Etihad). Given its
recent expansion and development and the geographical location of Muscat, which could
serve as a similar hub to that of Dubai, as well as the unresolved loss issue mentioned above,
makes Oman Air a suitable study context. It is believed that the study findings will highlight
the main aspects of passenger on-board experience with Oman Air and will provide relevant
recommendations.
Overall, the choice of Emirates and Oman Air provides an appropriate avenue for this research.
Firstly, both companies operate within FSCs business models and provide complimentary on-
board meals. Secondly, choosing them allows a good comparison between a well-performing
and a poor-performing airline company in terms of total scheduled passenger kilometres
flown and revenue (RPK). Thirdly, as both airlines are located in a similar geographical
zone and have similar flight fares to common destinations, choosing them facilitates the
accurate exploration of other factors that can affect passengers’ satisfaction and loyalty, such
as food. This enables the researcher to challenge the popular argument that price is the only
important factor even in FSCs (Wang, Lin and Tseng, 2011; Aydin and Yildirim, 2012). Also,
it helps to explore not only flight characteristics, but also the influence of the airport on airline
choice, given the big difference between Dubai and Muscat Airports in terms of services and
facilities offered (Albeshr and Ahmed, 2015). Fourthly, both airlines are members of several
review platforms such as Airlinequality.com (Skytrax), Airlineratings.com, and Trip Advisor.
This decreases the data collection bias (as the same sources are used to collect data about
both airlines) and increases results comparability. Fifthly, due to other differences between
the two airlines (e.g. fleet size, on-board offerings, destinations, and flights durations)
they make suitable candidates to represent different categories of AG-FSCs. Finally, the
researcher is from Oman, which facilitates access to the study samples for both qualitative
and quantitative stages. Also, it puts the researcher in a better position to understand and
interpret interviewees’ responses, specifically Gulf nationals.
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1.6 Structural Outline of the Thesis
The thesis comprises eight chapters structured as follows:
Chapter 1: Introduction provides a background to the study. It presents the relevance and
rationale by highlighting the need for research in three main areas; namely, ASQ,
in-flight meals, and AGCs. Furthermore, it outlines the overall aim and objectives
guiding this study and, lastly, its scope and context.
Chapter 2: Literature Review I systematically and critically reviews the published studies
on ASQMs since 2005. One of the significant findings of this review is that the models
used in measuring ASQ and the analytical tools associated with these models have been
more diverse than those recognised by previous review articles. Along with Gap-theory
based models, this study highlights a number of new models in the literature. However,
the review shows that no model outperforms others in most situations. Furthermore,
this study recognises some new research directions such as improving the measurement
of ASQ through an integration of models; developing an airline-specific model; and
accounting for neglected elements including passenger cultural sensibilities.
Chapter 3: Literature Review II concentrates on the theoretical and conceptual aspects
related to consumer behaviour and food-related behaviour. Models in these areas have
been revisited to identify the factors related to consumer behaviour, food preference
and acceptance. The chapter concludes with a number of factors that go into the initial
conceptual framework of this study.
Chapter 4: Literature Review III outlines topics related to the airline industry and flight
catering. It overviews airline business models including AGCs and allocates the
importance of food in each of them. The chapter maintains that, although the basic
concept of flight catering has not changed since its inception as meals should be served
to passengers in their aircraft seat, consumer expectations have changed. Today’s
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passengers commonly will select the airline that offers the best food and will possibly
alter their travel plans for a high-quality in-flight meal.
Chapter 5: Methodology outlines the methodology for the research study. It indicates the
researcher’s philosophical stance and the methods chosen to achieve the research
objectives, which are a mix of qualitative and quantitative approaches. Qualitative
phase comprising netrography and interview were employed to explore the conceptual
model’s factors. The need for conducting two qualitative studies is down to limited
research in in-flight meal satisfaction, especially in AGCs. Factors drawn from the
qualitative phase are used to construct the quantitative instrument, which tests the
research hypotheses and answers its questions.
Chapters 6 and 7: Findings present and discuss the findings of the study. Chapter 6 con-
centrates on the findings of Phases 1 and 2 of the study, which consist of netnography
and semi-structured interviews. The integration of their findings forms the conceptual
model of the study. Chapter 7 presents the findings of Phase 3 of the study, which
involves the questionnaires. Its findings evolve around the empirical testing of the
conceptual model including its measurement and structural models.
Chapter 8: Discussion and Conclusion synthesises the findings of the entire study. It starts
with an in-depth discussion of the in-flight meal antecedents, before moving into
discussing the specific effects on the model’s outcomes. Furthermore, it discusses the
thesis contribution at different levels; theoretical, empirical, and practical. The thesis
concludes with outlining limitations and future research recommendations, before
offering some personal reflections and concluding remarks. The structural outline of
the thesis is depicted in Figure 1.1.
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Chapter 2
Literature Review I
Airline Service Quality Models: A Review of Recent
Research
2.1 Introduction
The ever-increasing number of tourists around the world indicates a growing demand for
tourism over the last few decades (UNWTO, 2018). Along with this evolution is a growing
interest in tourism research; from a handful of academic journals that published tourism-
related studies twenty years ago to more than 70 journals today (Song and Li, 2008). As an
important area in tourism research, ASQ has gained popularity among academics. Over the
last decade, a number of review articles on ASQ have been published, which include Seth,
Deshmukh and Vrat (2005); Carrillat, Jaramillo and Mulki (2007); Rhoades and Waguespack
(2008); Waguespack and Rhoades (2014) and Mardani et al. (2015). These reviews evaluate
studies published from 1984-2015. However, the review of Seth, Deshmukh and Vrat (2005)
focuses on 19 SQMs, and airlines were just one of the examples. The study attempted
to highlight the strengths and weaknesses pertinent to the models and observed that the
measurements and outcomes of SQ are heavily dependent on several factors, such as service
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setting, time, situation, and need. It concluded that none of the models satisfied all situations
and that there is a need for further evaluation.
Regarding SQMs in the airline context; the study of Rhoades and Waguespack (2008) and
Waguespack and Rhoades (2014) covered 20-25 years from (1987-2007) and (1987-2012)
respectively. Both studies relied on secondary data from customers’ complaints to measure
ASQ, without referring to SQMs. Perhaps, the first effort to evaluate the validity of SQMs
in airlines was by Carrillat, Jaramillo and Mulki (2007). In their meta-analytical review
of 17 years of research from (1991-2005), they found that the models under investigation
had an equal predictive validity, but their research concentrated on two models only. Most
recently, Mardani et al. (2015) conducted a systematic review of 79 articles on ASQ literature
published from 2001 to 2015. The study ranked quality analysis techniques based on
prevalence, however, it did not include SQMs.
This review chapter does not intend to replicate the work of previous researchers in reviewing
the pre-2005 publications, focusing on publications from 2005. The current review considers
all the approaches used in ASQ modelling and evaluation. Therefore, the main objective
is to investigate the most frequently applied model in measuring ASQ, to determine if
there are any recently emerged models, and to suggest new models and directions based
on variables identified. The author exploited different databases such as Social Science
Citation Index, published articles’ citations, and Google Scholar. Three hundred journal
papers on ASQ since 2005 were collected using keyword terms such as “service, quality,
transportations, aviation, airlines, carriers, flights, dimensions, criteria, items, customers,
passengers, travellers, satisfaction, evaluation, future intentions, purchase intentions, and
loyalty” combined by “Boolean operators” such as ‘AND’, ‘OR’ and ‘NOT’ and “Wildcards”
such as a question mark (?), a symbol ($), and an aesthetic (*), to expand the search results
and improve their accuracy. The collected studies were managed via the bibliographic
software “Endnote” during the review process to aid sorting and extracting references as
well as to identify duplicate records. The 300-studies identified were retrieved and assessed
using the PICOS evaluation technique to ensure their relevance to the research question.
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PICOS is an extensively used framework for knowledge representation and studies’ retrieval,
which was first introduced in epidemiology (Booth, O’Rourke and Ford 2000; Schardt et al.
2007). It stands for Population, Intervention, Comparator, Outcome, and Study settings
and design, and defines the principal components of the research question (Huang, Lin and
Demner-Fushman, 2006; Boland, Cherry and Dickson, 2013), which, for the purpose of this
study, was “What service quality factors affect airline passenger satisfaction and loyalty?
the models and methods of measurement”.
Some researchers have questioned the validity of PICOS as the best working strategy for
qualitative evidence synthesis (Booth, 2001), and hence have proposed other methods, such
as SPICE(1), ECLIPSE(2) and CIMO(3) (Wildridge and Bell, 2002; Booth, 2006; Denyer,
Tranfield and Ernst, 2008). However, none of these tools met the requirement of a general
qualitative paradigm, being designed for a specific group of users (Cooke, Smith and Booth,
2012). To the best of the authors’ knowledge, the latest attempt to design a qualitative
evidence synthesis tool was by Cooke, Smith and Booth (2012) who initiated the SPIDER
framework, based on PICOS. They claimed that a SPIDER(4) design can enhance the quality
of research hits in relation to the research question. Indeed, SPIDER was proven to minimise
the number of total hits by 88% compared to PICOS. However, the proportion of relevant
hits was 20% lower than with PICOS. They concluded that further development and testing
of SPIDER was needed and that PICOS components require a slight adaptation to make them
suitable for qualitative research. Therefore, this review relied on PICOS in retrieving relevant
articles and Appendix A shows a detailed table of the study’s review question and inclusion
criteria.
Of the 300 studies identified, 232 studies were excluded through three stages; the iden-
tification stage, the screening stage, and eligibility stage. In the identification stage, 43
citations were excluded due to duplicity. The titles and abstracts of the remaining 257 studies
(1)SPICE = Setting, Population, Intervention, and Evaluation.
(2)ECLIPSE = Expectation, Client group, Location, Impact, Professionals, and Service.
(3)CIMO = Context, Intervention, Mechanism, and Outcome.
(4)SPIDER = Sample, Phenomenon of Interest, Design, Evaluation, and Research type.
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were screened using PICOS criteria in stage one: “screening stage”, and 136 citations were
excluded due to inappropriate study settings, population, and interventions, also the year
of study. At stage two “eligibility stage”, 121 studies were thoroughly read and evaluated
against the eligibility criteria of PICOS and 53 full-text citations were excluded due to
inappropriateness in population, interventions, comparators, outcomes, and study settings
(see Appendix B). The review is, therefore, based on the 68 remaining articles. A full list of
these articles is shown in Appendix C. The review emphasises the following issues: the SQ
modelling, the most recent methodological developments, the geographical distribution of
studies and the measurement techniques. The discussion, however, starts with some general
observations.
2.2 Empirical Findings of Research
2.2.1 General Observations
The research on ASQ modelling and framework construction relies heavily on previously
constructed SQMs. Although the descriptive variables differ extensively according to study
objectives, the benchmarks against which researchers assess quality are similar (e.g. sat-
isfaction, loyalty, and future intentions). In line with studies in other disciplines such as
banking (Jabnoun and Khalifa, 2005) and telecommunications (Bolton and Drew, 1991),
SERVQUAL has been the most popular model used to measure ASQ since 2005. Among
its dimensions, safety and tangibles appeared to be the most important to passengers (Kuo,
2011; Laming and Mason, 2014; Ali, Dey and Filieri, 2015). Various outcomes have been
used as indicators of ASQ, such as satisfaction (Anderson, Pearo and Widener, 2008; Wang
and Fong, 2016), loyalty and behavioural intentions (Mikulic´ and Prebežac, 2011; Calisir,
Basak and Calisir, 2016), and productivity (Delbari et al., 2016). Other SQ studies in the
airline literature have highlighted the relationship between SQ and issues such as, airline
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choice (Mardani et al., 2015), airline positioning (Wen and Yeh, 2010), business models
(Leong et al., 2015), airline class (Archana and Subha, 2012; Laming and Mason, 2014;
Vlachos and Lin, 2014; Ahn, Kim and Hyun, 2015), and passenger profile and trip purpose
(Gures, 2014; Han and Hwang, 2015; Leong et al., 2015). Since the relationship between SQ,
satisfaction, profitability and other variables was reported, the volume of research in airline
SQ has increased (Suzuki, Tyworth and Novack, 2001; Saha and Theingi, 2009), it is growing
rapidly in the last few years due to the need for companies to establish how to survive in
a competitive environment (Archana and Subha, 2012). In this qualitative synthesis, the
number of studies in airline SQ increased between the years 2005 and 2016, with three peaks
in years 2008, 2011, and 2016. Over the last 12 years, these articles have been published
in a range of key transportation journals such as Journal of Air Transport Management,
Transportation Research Part E and Transportation Planning and Technology. However, other
quality journals, such as International Journal of Quality and Reliability Management and the
Total Quality Management Journal have also published ASQ studies. Table 2.1 summarises
the occurrence rate of ASQ studies published in the above journals between 2005 and 2016.
Table 2.1 Publications on Airline Service Quality Models and Measurement Studies (2005-2016)
Journal Number of Publications
Journal of Air Transport Management 17
Other Transportation Journals 11
Quality Journals 9
Other Hospitality/ Tourism Journals 9
Generic Economic/ Management Journals 10
Other Journals 12
Total 68
Since research on ASQ relies heavily on passengers’ evaluation, the increase in a number
of passengers has attracted study of certain markets. The fast and stable growth of Asian
47
Literature Review I
markets, as well as its predicted promising future by UNWTO, has resulted in increasing
interest in tourism studies (Song and Li, 2008). This has determined, to a large extent, the
geographical areas covered in the last 12 years. China, Taiwan, Japan, and South Korea
were the most researched countries, as both airline and respondent origins. Other Asian
areas including Indonesia, Malaysia, Singapore, and Thailand along with Eastern European
airlines have also gained considerable attention. In addition, traditional international airline
markets such as the USA, Canada, and Western Europe, have continued to attract substantial
attention in recent empirical research. Despite the recent dominancy of Gulf carriers and the
popularity of Gulf states as tourist destinations (Laming and Mason, 2014), little attention in
the literature has been given to them. Table 2.2 shows the most frequently studied airline
nationalities in SQ studies in the period 2005- 2016.
Table 2.2 Most Covered Airlines’ Countries of Origin in Service Quality Studies (2005-2016)
Airline Origin No. of studiesa
Asiab 3
Australia and New Zealand 3
Canada and USA 6
China, Taiwan, Japan and South Korea 24
Western Europe, Germany, Italy and UK 7
Croatia, Greece, Turkey and Cyprus 10
India and Pakistan 4
Indonesia, Malaysia, Singapore, Thailand and Vietnam 11
The Middle East, Iran and UAE 4
Mauritius and Uganda 5
Total 77
a Some studies are counted more than once as they cover more than one country of origin
b Authors did not specify the exact country
With regard to SQ, it has been assumed that full-service airlines are fairly homogeneous (Lee
and Luengo-Prado, 2004). Conversely, Soomro et al. (2012) argued that in different regions
around the world, SQ differs. In this review, several of the identified studies compared
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among airlines (e.g. Nejati, Nejati and Shafaei, 2009; Park, Robertson and Wu, 2009;
and Wen and Yeh, 2010). They found that passengers show significant differences in their
choice motivation toward national and foreign carriers. Khan and Su (2003) suggested that
culture identifies how service is delivered, consumed and perceived. This was confirmed
by the studies of Cunningham, Young and Lee (2002); Laroche et al. (2004); and Prayag
(2007), who all found that cultural values significantly influenced customers perceived SQ
expectations, perceptions, and evaluation. Most interestingly, Lu and Ling (2008) discovered
that passengers from Taiwan and Mainland China had different SQ perceptions, despite
speaking a common language. Sum Chau and Kao (2009), however, found that the cultural
differences between Taiwanese and British passengers had no significant effect on their
ASQ evaluation. Therefore, the importance of culture on SQ perceptions must not be
underestimated (Sultan and Simpson, 2000) and additional insights are required.
2.2.2 Modelling Developments
Service is the composite of many attributes, both tangible and intangible (Chou et al., 2011),
core and peripheral (Anderson, Pearo and Widener, 2008). Its unique characteristics of
intangibility, inseparability, heterogeneity, perishability, and ownership, make it relatively
difficult to accurately define and measure its quality (Zeglat, Ekinci and Lockwood, 2008).
According to Grönroos (1984), SQ is a combination of what to deliver, “technical quality”,
to customers and how to deliver it, “functional quality”. Parasuraman, Zeithaml and Berry
(1985) defined SQ as the discrepancy in degree and direction between consumer expectations
and perceptions of services offered by a firm (Baker, 2013; Costantino, Di Gravio and Tronci,
2013) and how well that firm performs in meeting those expectations (Nakhai and Neves,
2009), in comparison to competitors (Wang, Lin and Tseng, 2011).
Despite the range of SQ definitions, all rely on what customers perceive as important dimen-
sions of quality (Levine, 1987). According to An and Noh (2009), there are two principal
conceptualisations of SQ, a disconfirmation approach as in SERVQUAL, and a performance-
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only approach, as in SERVPERF. The first denotes the models that assess the expectations-
perceptions gap and the second consists of models that measure quality by performance
only. This study will categorise approaches following the review of Seth, Deshmukh and
Vrat (2005), which divided SQ models into two broad categories: Gap /SERVQUAL- based
models (Category A) and other models (Category B). The major difference between these
categories is that models under category A have gap theory as a base and/or SERVQUAL
items as measurement scales of service quality, while category B models include models that
are not based on gap theories or models. Appendix D provides an overview of these models.
In the 68 empirical studies reviewed in this chapter, the Gap-based category was employed
in the majority of studies (n = 39). Of those not using Gap-based models (n = 29)(5),
19 borrowed factors from the literature (e.g. Yang, 2010; De Jager, Van Zyl and Toriola,
2012; Laming and Mason, 2014; and Delbari et al., 2016). Six studies derived factors via
primary and secondary data collection using e.g. Delphi interviews, twitter , IATA(6), and
an Internet-delivered choice experiment (i.e. Feng and Jeng, 2005; Balcombe, Fraser and
Harris, 2009; Mikulic´ and Prebežac, 2011; Misopoulos et al., 2014; Oghojafor and Adebola,
2014; and Delbari et al., 2016) and four studies used other models: Importance-Performance
analysis, (IPA) (i.e. Feng and Jeng, 2005; and Wang and Fong, 2016), the Kano model (i.e.
Wang and Fong, 2016), and the Hierarchical Service Quality Model (HSQM) (i.e. Wu and
Cheng, 2013). Of the studies (n = 39) using a range of Gap/SERVQUAL- based models,
most aimed to evaluate the causal relationships between SQ, satisfaction and loyalty, as well
as identifying the most important SQ dimension(s) for customers. Moreover, ten focused
on validating the reliability and accuracy of the used model and measurement technique,
as in Jeeradist, Thawesaengskulthai and Sangsuwan (2016) and Wang and Fong (2016).
In addition to the studies fitting either to the two aforementioned categories, six studies
employed both categories, mostly a combination of SERVQUAL and other model of category
B. Compared with the published studies prior to 2005 (Carrillat, Jaramillo and Mulki, 2007),
SQ evaluation and measurement methods have encompassed a wider range in the last decade.
(5)Studies that used a combination of category A and B are not counted.
(6)International Air Transport Association.
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Figure 2.1 shows a summary of deployed models and their use in the context of ASQ from
2005-2016.
Note: FBL: factors borrowed from the literature, FEC: factors from experts’ consultation, FIA: factors
from internet applications.
Figure 2.1 Service Quality Models Percentages of Use in ASQ Studies (2005-2016)
2.2.2.1 Gap-Based Models- Category A
The gap model is an evaluation of the difference between expectation and performance
through the identification of quality dimensions. Based on this concept, Parasuraman,
Zeithaml and Berry (1985) developed a service quality model (see Figure 2.2) composed of
5 gaps:
Gap 1: Variance between customers’ expectation and management’s perceptions of them.
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Gap 2: Variance between management perceptions of customers’ expectations and translat-
ing those into SQ specifications.
Gap 3: Variance between the translated specifications and the actual performance.
Gap 4: Variance between what is delivered and what is promised to be delivered.
Gap 5: Variance between consumer’s expected and perceived service, which depends on the
above four gaps.
Figure 2.2 The Gap Model (Source: Adapted from Parasuraman, Zeithaml and Berry (1985))
Accordingly, SQ can be modelled as in Equation (2.1):
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SQ =
n
∑
j−1
(P−E) (2.1)
Source: Adapted from Seth, Deshmukh and Vrat (2005)
Where SQ is overall service quality; n is number of attributes; P is performance; j is attribute;
and E is expectations.
In this review, almost 60% of the studies followed the gap model. Among which, SERVQUAL
was used by 80% followed by SERVPERF, AIRQUAL SERVPEX, and LODGSERV, respec-
tively. Figure 2.3 shows the percentages of studies that used category A models.
Figure 2.3 Percentages of Gap Based Models in ASQ studies (2005-2016)
SERVQUAL is a widely-used method to measure SQ, initially via ten dimensions which were
then reduced to five, namely; Reliability, Assurance, Tangibles, Empathy, and Responsiveness
(RATER). In this model four externalities affect the fifth gap, which are; word of mouth,
personal needs, past experience, and external communication (Parasuraman, Zeithaml and
Berry, 1985; Parasuraman, Zeithaml and Berry, 1988; Parasuraman, Zeithaml and Berry,
1991; Parasuraman, Zeithaml and Berry, 1994a; Parasuraman, Zeithaml and Berry, 1994b).
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In the airline context, SERVQUAL has been argued to be the most valid and reliable method
for evaluating SQ (Tsaur, Chang and Yen, 2002; Sum Chau and Kao, 2009). Versions
of the SERVQUAL model have been applied in almost half of the post-2005 studies in
general, and four-fifths of post-2005 studies that utilised the category A models. Depending
on the objectives of these studies, either the original SERVQUAL or a modified/ adapted
SERVQUAL was used, with the latter becoming increasingly popular over the last few
years, following questions over the universality of its dimensions (Chou et al., 2011). These
dimensions have been restructured to the industry-specific contexts, such as airlines, (Ali,
Dey and Filieri, 2015). For instance, to include airline industry specific aspects of SQ, such as
in-flight meals, timeliness of luggage transport, seat comfort, frequent flyer programs (FFPs)
and the check-in process (Park, Robertson and Wu, 2006; Jeeradist, Thawesaengskulthai and
Sangsuwan, 2016).
Many post-2005 studies regarded SERVQUAL as a basic skeleton for service quality dimen-
sions and tried to improve its performance either by modifying it or combining it with other
models. Of the 36 post-2005 studies that used SERVQUAL, nine used the original version.
Eight of the nine, however, adjusted the model by reducing the 7-point Likert scale proposed
by Parasuraman, Zeithaml and Berry (1985) to 5-points to avoid respondents’ frustration
to increase response rate and accuracy (Prayag, 2007; Kim, Kim and Lee, 2011; Aydin and
Yildirim, 2012; Cures, Arslan and Yucel Tun, 2014; Gures, 2014; Khuong and Uyen, 2014;
Calisir, Basak and Calisir, 2016; Liou, Chuang and Hsu, 2016a). In addition, one followed
Parasuraman, Zeithaml and Berry’s (1991, 1994a,b) recent amendment to SERVQUAL by
asking respondents to rank dimensions by allocating a weight to each of them (Kien-Quoc
and Simpson, 2006). Perhaps, the only study that used the original SERVQUAL dimensions
and Likert scaling is Nejati, Nejati and Shafaei (2009), however, instead of using averages in
measurement they relied on the fuzzy sets approach, discussed later.
Eleven of post-2005 studies that used SERVQUAL, modified its structure (i.e. Park, Robert-
son and Wu, 2005; Park, Robertson and Wu, 2006; Chen, 2008; Clemes et al., 2008; Park,
Robertson and Wu, 2009; Liou et al. 2011a; Liou et al. 2011b; Kee Mun and Ghazali, 2011;
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Hussain, Al Nasser and Hussain, 2015; Min and Min, 2015; and Rajaguru, 2016). They
asserted that due to the unique features of the airline industry, the perceptions of its SQ differ
from other sectors. Many airline-related variables have been ignored in previous studies,
which could reduce the predictive power of SQ models. Therefore, it is essential to modify
the SERVQUAL measurements and dimensions to develop a framework that is commensurate
with the airline industry. The above studies have made modifications either by borrowing
factors from other studies or via interviewing airline experts, employees, and passengers.
Although the issue of SERVQUAL dimensionality has been resolved and the model suc-
cessfully applied in a variety of industries, some criticism of its disconfirmation approach
exists in the literature. There is little evidence that customers assess SQ in terms of an
expectation-performance gap. Also, the capability of (4-5) items within each dimension to
capture SQ has been questioned (Oghojafor and Adebola, 2014). The debate on its superiority
over SERVPERF has been debated over the years (Carrillat, Jaramillo and Mulki, 2007).
SERVPERF is a performance-only model that claims better predictability of SQ through
perceptions only, rather than the performance-expectation gap (Cronin and Taylor, 1992).
According to this model, the SQ can be modelled as in Equation (2.2):
SQ =
n
∑
j−1
P (2.2)
Source: Adapted from Seth, Deshmukh and Vrat (2005)
Where SQ is overall service quality; n is number of attributes P is performance; j is attribute.
Among the post-2005 studies, four studies combined SERVQUAL and SERVPERF in their
SQ measurement. To investigate factors influencing ASQ, An and Noh (2009) used the five
SQ dimensions of Parasuraman, Zeithaml and Berry (1988) and performance only measure
55
Literature Review I
which lead to a better R2(7) than the SERVQUAL measure (Cronin and Taylor, 1992). In
an attempt to test the superiority of these two models, Erdil and Yıldız (2011) used both
weighted and un-weighted SERVQUAL and SERVPERF. They argued that both models had
their own flaws. According to these authors, the SERVQUAL conceptualisation is weak as
it relies on a satisfaction paradigm rather than attitude. However, SERVPERF is also not
based on an attitude model, yet it reduces the number of items that must be measured by 50%
(Cronin and Taylor, 1992) as, unlike SERVQUAL, SQ items are measured only once. Erdil
and Yıldız (2011) found that SERVQUAL and SERVPERF weighted by factor loadings,
explained SQ better than un-weighted SERVQUAL and SERVPERF and that the weighted
SERVPERF scale was the most accurate. This also supports the argument of Pakdil and
Aydın (2007) that measurement via averages is not accurate and that using scores weighted
by factor loadings, produced by factor analysis, can yield more accurate results. In factor
analysis, "a factor load on an observed value is conceptualised as a properly weighted and
summed combination of the scores on factors that underlie it" (Tabachnick and Fidell, 2001,
p. 600).
In this review, only one study depended on SERVPERF per se (i.e. Leong et al., 2015).
Their findings confirmed the claim of Cronin and Taylor (1992) that SERVPERF was able to
explain more overall SQ measurement variation in the service industries than SERVQUAL.
Yet, Parasuraman, Zeithaml and Berry (1994b) maintained that SERVPERF is better, only, if
the aim is to explain variance in a dependent construct. They added that the model measures
satisfaction in a specific transaction rather than a global attitude, as it measures customer
satisfaction -at one point- as a consequence of SQ. Similar to SERVQUAL, SERVPERF
has been criticised for generalisation and failure to capture industry-specific attributes (Ali,
Dey and Filieri, 2015). The meta-analytical work of Carrillat, Jaramillo and Mulki (2007)
that compared 17 studies on SERVPERF and SERVQUAL, found that the two models were
equally valid and reliable.
(7)R- squared is a statistical measure of how close the data are to the fitted regression line between 0 - 100%.
Generally, the higher the R2, the better the model fits the data (Field, 2013).
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Despite the extensive criticism of SERVQUAL and SERVPERF, they remain the most
commonly used models for evaluating SQ (Chen, 2008). Different approaches have been
taken to overcome their limitations. Regarding the issue of dimensionality, four post-2005
studies integrated dimensions from other models such as LODGSERV and AIRQUAL.
LODGSERV is a hotel-specific SQ model that was developed by Kim (2013) to measure
facilities, performance, and staff attitude. LODGSERV was designed by Ekinci and Riley
(1998) consisting of SERVQUAL’s five dimensions but 26 items. AIRQUAL is an airline-
specific model designed by Ekiz, Hussain and Bavik (2006) to deal with the psychometrical
application problems of other quality scales (see Figure 2.4). It has five dimensions i.e.
airline tangibles, terminal tangibles, personnel, empathy, and image, which has been proven
to efficiently measure airline quality perceptions in cross-cultural contexts by Nadiri et al.
(2008); Suki (2014); and Ali, Dey and Filieri (2015). However, Suki (2014) modified the
scale as the model was criticised for failing to capture loyalty attributes such as repurchase
intentions and word of mouth (Kau and Wan-Yiun Loh, 2006; Dean, 2007). Despite being
an airline- specific model, AIRQUAL has not been popular in post-2005 ASQ studies. This
may be because terminal/airport- centred studies were eliminated during the evaluation stage
of this review, and AIRQUAL would probably be applied more frequently in those studies
as it emphasises terminal aspects of service. It seems that little, if any, investigation of
AIRQUAL’s strengths and weaknesses in measuring ASQ has been conducted, hence further
investigation of the model’s validity is required.
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Figure 2.4 The AIRQUAL Model (Source: Adapted from Ekiz, Hussain and Bavik (2006))
Another approach in overcoming the limitations of SERVQUAL and SERVPERF was by
amending the measurement scale. In addressing this problem, Ling, Lin and Lu (2005) and
Lu and Ling (2008) suggested using the SERVPEX scale instead of SERVQUAL. They
claimed that SERVPEX was superior in terms of validity and reliability, as it incorporates
expectations and perceptions into a single scale from “much worse than expected” to “much
better than expected” (Robledo, 2001). Aydin and Pakdil (2008); Chou et al. (2011); Kuo
(2011); Wang, Lin and Tseng (2011); and Ardakani et al. (2015) relied on fuzzy measurement
of SQ. More information can be found in subsection 2.2.3
2.2.2.2 Other Models- Category B
Category B constitutes models other than those depending on Gap approaches. Four studies
fitted this category, although, four others utilised a combination of both categories A and B
models. One of the models used was the Kano model, first presented by Kano et al., 1984.
It comprises three attributes which are “Must be”, “One dimensional”, and “Attractive”,
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represented in two axes; an X-axis (Performance) and a Y-axis (Satisfaction) (see Figure 2.5).
Where “Must be” highlights items that customers want, and customers will not be satisfied
if they are absent, “One dimensional” are the items that customers are satisfied with when
available and dissatisfied when missed, “Attractive” indicates the items that customers do
not expect but lead to satisfaction if provided.
Figure 2.5 The Kano Model (Source: Adapted from Kano et al. (1984) cited in Shen, Tan and Xie
(2000))
Basfirinci and Mitra (2015); Jeeradist, Thawesaengskulthai and Sangsuwan (2016); and
Wang and Fong (2016) emphasised the advantages of using the Kano model in identi-
fying and prioritising the most critical attributes of an SQ; Basfirinci and Mitra (2015)
and Jeeradist, Thawesaengskulthai and Sangsuwan (2016) integrated the Kano model with
SERVQUAL. They suggested that the Kano model approved essentially to solving the linear-
ity of SERVQUAL, as Kano does not assume a linear relationship between SQ dimensions
and customer satisfaction. Additionally, Jeeradist, Thawesaengskulthai and Sangsuwan
(2016) applied TRIZ(8) theory (theory of inventive problem solving), which solves problems
(8)TRIZ is the Russian acronym for "Teoriya Resheniya Izobretatelskikh Zadatch".
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by analysing their predictability, repeatability, and reliability through studying the patterns
of problems and solutions, aiming to simultaneously improve SQ. Wang and Fong (2016),
integrated the Kano with IPA, and IPA was also used by Chen and Chang (2005); and Feng
and Jeng (2005). IPA is an Importance-Performance Analysis model introduced by Martilla
and James (1977). Similar to the Kano model, IPA is a two-dimensional model that represents
the relationship between the degree of satisfaction and importance of each SQ attribute (see
Figure 2.6).
Figure 2.6 The IPA Model (Source: Adapted from Martilla and James (1977))
The most crucial step in defining and delivering quality service is by understanding what
is expected (Zeithaml, Parasuraman and Berry, 1990). IPA gives this opportunity to ser-
vice providers via graphically plotting service attributes in one of its quadrants, namely;
“Concentrate here”, “Keep up the good work”, “Low priority”, and “Possible overkill”,
formed by an intersection between the vertical axis “Importance” and the horizontal axis
“Performance”. All post-2005 studies using IPA highlighted its power to visualising the
strong and weak SQ attributes and areas of recommended improvements. However, it does
not generate importance weights and associated performance ratings.
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Another attempt to overcome the lack of comprehensiveness of models such as SERVQUAL,
SERVPERF, and SERVPEX, Wu and Cheng (2013) suggested that SQ measurement should
be based on a hierarchical concept. They developed a Hierarchical Service Quality Model
(HSQM) that consist of four dimensions of quality, “Interaction, Physical Environment,
Outcome, and Access”, and 11 sub-dimensions (see Figure 2.7). This model identifies the
critical primary and sub-dimensions underlying passengers’ perceptions of ASQ. The authors
found that the model explained SQ better than traditional models such as SERVQUAL,
SERVPERF, and SERVPEX. The hierarchical framework has been adopted by other studies
(e.g. Oghojafor and Adebola, 2014; and Shoaib, Shah and Anjum, 2014), however, these
authors preferred to apply it in a pre-set model such as SERVQUAL, which will be discussed
in the forthcoming section.
Figure 2.7 The Hierarchical Service Quality Model (Source: Adapted from Wu and Cheng (2013))
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2.2.3 Methods of Measurement
Measuring passengers experience has been argued to be a theoretically valid way of measuring
the overall perceived quality of airlines (Grönroos, 2007). This has made questionnaires the
most widely used tool for collecting data (Aydin and Pakdil, 2008; Liou, Yen and Tzeng,
2010). The current review found that all post-2005 studies collected their data via survey
questionnaires except three (i.e. Misopoulos et al., 2014; Delbari et al., 2016; and Jeeradist,
Thawesaengskulthai and Sangsuwan, 2016), which used tweets, observations, and interviews;
respectively.
In analysing the data, 41% (n = 45) of studies used traditional statistical methods such
as Principal Component Analysis (PCA), Maximum Likelihood Estimation (MLE) (Chen,
2008; Kee Mun and Ghazali, 2011; Wu and Cheng, 2013; Suki, 2014), Confirmatory
Factor Analysis (CFA) (An and Noh, 2009; Kee Mun and Ghazali, 2011; Kim, 2013), and
Exploratory Factor Analysis (EFA) (Pakdil and Aydın, 2007; Anderson, Pearo and Widener
(2008); Erdil and Yıldız, 2011; Namukasa, 2013), reliability (Pakdil and Aydın, 2007;
Prayag, 2007; Nadiri et al., 2008; An and Noh, 2009; Kim, 2013), correlations (Clemes et al.,
2008; Nadiri et al., 2008; Erdil and Yıldız, 2011; Laming and Mason, 2014; and Jeeradist,
Thawesaengskulthai and Sangsuwan, 2016), and regression (An and Noh, 2009; Soomro
et al., 2012) analyses.
However, to prioritise SQ factors these methods might be inaccurate because they do not
measure each alternative separately when each is supposed to have a different criterion
of measurement (Liou et al., 2011a). Thus, the majority of post-2005 studies relied on
other methods, such as Structural Equation Modelling (SEM); 29%, Multi-Criteria Decision
Making (MCDM); 14%, Fuzzy logic (5% ), Logit models (5% ), and Big data methods (2% ).
Also, methods such as The Decision-Making Trial and Evaluation Laboratory (DEMATEL);
<1%, Multidimensional Scaling (MDS); <1%, and six sigma (<1% ) were used but will not
be discussed further due to the small number of studies using these approaches.
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SEM is the most popular method of analysing data among post-2005 studies. It contains
two sub-models, the measurement equations and structural equations (Jou et al., 2008a; Jou
et al., 2008b). Ali, Dey and Filieri (2015) asserted that SEM is an efficient analytical method
that simultaneously handles CFA, causal relationships among latent constructs, estimates
of their variance and covariance, as well as testing hypotheses. It has been argued to be
appropriate in highly complex contexts such as human behaviour theory (Hussain, Al Nasser
and Hussain, 2015). The use of CFA is necessary to ensure model fitness to the sample,
data quality, validity, and reliability (Cures, Arslan and Yucel Tun, 2014; Etemad-Sajadi and
Bohrer, 2016; Hapsari, Clemes and Dean, 2016; Rajaguru, 2016). Similarly, Nachtigall et al.
(2003) and Tabachnick and Fidell (2006) argued SEM to be the most reliable method of
finding relationships among variables, as it allows a simultaneous test of all the relationships
when the phenomena of interest are complex and multidimensional. SEM has the ability to
guarantee model and data consistency and to estimate constructs’ influences instantaneously
with the aid of different estimation methods such as MLE and PCA (Chen, 2008; Suki, 2014).
Despite the extensive use of SEM in verifying causal relationships, a contradictious argument
was made claiming that the model is only able to examine linear relationships, which may
sometimes oversimplify the complexities involved in the human decision-making processes
(Leong et al., 2015), hence MCDM was used.
MCDM methods are the second most popular among post-2005-studies. These include
methods such as Analytical Hierarchical Process (AHP), Rough set approach, Technique
for Order Preferences by Similarity to Ideal Solution (TOPSIS), VIKOR(9) Multicriteria
Optimisations and Compromise Solution (MOCS), and Grey methods. Most MCDM methods
follow the same criteria for comparing alternatives in a multi-criteria problem analysis based
on ranking scores. Liou et al. (2011a,b) argue that other methods are only considering the
referential alternatives, which are obtained from a set of existing alternatives that do not
necessarily include all satisfaction indicators, while MCDM considers both referential as
well as aspired “new” alternatives. The most favoured method of MCDM is AHP. AHP was
(9)VIKOR is the Serbian acronym for “Vlserkriter-ijumska Optimizacija I Kompromisno Resenje”.
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developed by Saaty (1987) who stated that despite the original reason for the development of
AHP i.e. to solve MCDM problems “such as customers or suppliers selection problems”, it
has been widely used in other areas such as marketing, due to its versatility and applicability.
AHP allows for ideas and emotions to be quantified on a numeric scale (Taha, 2011). Its
process depends on a pairwise comparison that determines weights and importance among
factors. Authors including Oghojafor and Adebola (2014); Shoaib, Shah and Anjum (2014);
and Delbari et al. (2016) asserted the advantage of this method over others in terms of
modelling real-life situations and handling complex human decision making. However,
conventional MCDM methods assume that each attribute is independent and evaluate multiple
attributes by merely weighing the corresponding importance and performance of each, where
in reality these attributes are interdependent and fuzzy (Liou and Tzeng, 2007).
Many fuzzy methods have been developed and applied to solve real-world problems and
accurately capture the fuzziness in human responses, especially in an intangibly characterised
industry such as airlines. According to Wang, Lin and Tseng (2011), when travellers evaluate
SQ, there is an ambiguity in the recognition of some linguistic variables. Fuzzy logic or
fuzzy sets were first introduced by Zadeh in 1965 (Zadeh, 1999) who used mathematical
expressions to define human knowledge. It eliminates uncertainty via fuzzy numbers and
crisp intervals “a-cut” sets which reflect optimal decisions, according to the decision maker.
In post-2005 studies, Fuzzy integral model, Fuzzy linguistic method, and Fuzzy set theory
have been used. Liou and Tzeng (2007) argued that fuzzy integral model can efficiently
overcome the attribute independency issue of other methods by combining related attributes’
values and developing a new combined performance value.
Aydin and Pakdil (2008); Chou et al. (2011) argue that using Likert scaling to gauge
respondents’ feelings by calculating mean scores is not meaningful when a questionnaire’s
items are ranked in an ordinal scale. In order to enable a better analysis, they used Fuzzy
sets. They transferred SERVQUAL gap scores into trapezoidal fuzzy numbers and then
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calculated the gaps using fuzzy arithmetic and α- cuts(10). The authors argued that this
approach has led to better results from linguistic questionnaires, helped in generalising
results of demographically unequal samples, and allowed managers to evaluate services from
the viewpoint of regular, optimistic, and pessimistic, customers.
In addition to measuring customers’ perceptions and satisfaction with airline services, other
issues have been investigated in these post-2005 studies, hence other methods of analysis
have been utilised. For instance, five studies used different types of Logit models in an
attempt to understand passengers’ choice of an airline in different cultures and routes, via
logit regression (Wang and Fong, 2016). Among these models are MNL (Multinomial Logit
Model) (Jou et al., 2008b; Yang, 2010), Mixed Logit (Balcombe, Fraser and Harris, 2009),
and Logit Choice Model (Zhang, 2012). Also, two studies relied on big data for their analysis,
thus using applicable methods of measurement such as Opinion- mining (Misopoulos et al.,
2014) and Meta-analysis (Carrillat, Jaramillo and Mulki, 2007). In summary, there is no
universally applied method across ASQ studies and the majority of studies integrated more
than one measurement approach to improve the reliability and accuracy of results.
2.3 Chapter Summary
This chapter reviewed 68 studies using ASQMs, published since 2005. Two categories
have been presented to summarise these models: Category A (Gap-based models) and
Category B (non-Gap-based models). Although the latest studies revealed that advanced
SQ models and measurement techniques will, to some extent, result in improved evaluation
accuracy, no clear-cut evidence supports that any single model outperforms others, despite
the extensive use of some models, including SERVQUAL and SERVPERF. This conclusion
confirms the findings of previous review papers. To further improve SQ evaluation, new
attempts have been made through modifying, updating, combining, and integrating models,
(10)α-cuts method is a standard method for performing different arithmetic operations like addition, multipli-
cation, division, and subtraction” (Dutta, Boruah and Ali, 2011, p. 99).
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but limited emphasis has been placed upon AIRQUAL as an airline-specific model and more
investigation in this area is recommended.
There have been few research attempts in which moderating elements such as passengers’
demographics, flight details (e.g. duration and purpose), and travel habits (e.g. experience
and preference of national carrier) were investigated. Moreover, only a handful of post-2005
studies paid attention to the issue of routes and how passengers perceive quality differently
on different routes. Considering factors beyond those in conventional SQ models would
produce more leading results, given the complex system surrounding passengers, which
affects them directly and indirectly.
In addition to models and factors, this review shows a skewness in terms of the geographical
distribution of studies. The majority of studies since 2005 have concentrated on Asian
countries, and little attention has been given to carriers in other areas such as the Arabian
Gulf, Europe, and Australasia. This skewness can be explained by the retrieval process of
this review which included studies in English, only. Therefore, additional efforts need to be
made in this area to understand the critical success factors of carriers in other regions.
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Literature Review II
Consumer Behaviour and Food-Related Models
3.1 Introduction
This chapter reviews the knowledge, principles, and theories on consumer behaviour in
general and food-related behaviour in particular, one of the key bodies of knowledge drawn
upon in this research. In an attempt to capture the salient factors influencing food-related
behaviour, the chapter covers topics involving general knowledge and theories on consumer
behaviour as well as food-related behaviour theories with a focus on food acceptance and
preference.
3.2 Consumer Behaviour
Consumer behaviour refers to the act of searching, purchasing, using, evaluating and dis-
posing of products and services, which customers expect will satisfy their wants and needs
(Schiffman and Kanuk, 2007). It has been defined as the totality of consumer decision-
making process within a certain context (Hoyer and MacInnis, 2010). Research on consumer
behaviour has incorporated a mix of disciplines including anthropology, economics, psy-
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chology, sociology, and social psychology (Demirdjian and Senguder, 2004). In psychology,
consumer behaviour has been interpreted through internal variables such as confidence,
attitude, intention, motives, learning, perceptions and satisfaction to highlight how consumers
deal with information and make decisions (Howard and Seth, 1969). Whilst in sociology,
consumer behaviour has been explained via external variables such as the influence of culture
and society (Blackwell, Miniard and Engel, 2006). This chapter overviews a number of
consumer behaviour models and draws a summary of the general themes.
The simplest model of human behaviour is Loudon and Della Bitta’s (1984) model, which
proposed a direct relationship between stimuli and response. This relationship is influenced by
three types of variables, which are Stimulus variables, Intervening variables, and Response
variables (Loudon and Della Bitta, 1984) (see Figure 3.1). Stimulus variables are the input
variables which come from an external or internal environment. External variables can
force consumers to change their consumption behaviours and habits and can be divided
into tangibles (e.g. product name and brand), and intangibles (e.g. noise, lighting, and
temperature) (Loudon and Della Bitta, 1984; Lee, Moschis and Mathur, 2001). According to
Assael (1998), External variables can be grouped into cultural, face-to-face and situational
determinants. Internal variables include consumer thoughts, individual characteristics,
lifestyle and individual determinants such as motives, preferences, perceptions, and attitudes
(McFadden, 1999).
Figure 3.1 Relationship Between Consumer Behaviour Variables (Source: Adapted from Loudon and
Della Bitta (1984))
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During the stimulation phase, consumer decision making may be explained by three theories
namely; normative, behavioural and naturalistic decision theories (Lye et al., 2005). In
normative theory, consumers are assumed to know their preferences and behave in a way
that achieves the maximum utility. Behavioural theory, however, rejects this assumption and
argues that consumers do not know their full preferences, hence their behaviour depends
on their personality and the context. In addition, naturalistic decision theory emphasises
observing behaviour in its natural settings and states that models should be developed from
real-life behaviours (Klein, 1993). Howard and Seth (1969) asserted that consumers tend to
minimise the complexity of decision making by making repetitive decisions, by routinising
response behaviour. This means that consumers tend to choose the same products, even when
information about alternative options is fully available. This psychological process is termed
a psychology of simplification. However, when consumers get bored with the same choices
they tend to consider other alternatives to complicate their buying situation.
Stimulus variables lead to a certain behaviour towards consuming the product or service or
searching for alternatives. This behaviour is described in Response variables and represents
the activities individuals do as a result of the influence of stimulus variables. These variables
can be observable, like consuming the product, or unobservable, like changing perceptions
of the product or service. The direct causal relationship between stimulus and response
variables is moderated by a set of variables known as Intervening variables. These variables
alter the direct effect of the stimuli on the response and include the cognitive and emotional
behaviour of the consumer. Such behaviour involves thinking, interpreting, and memory
searching, which affect decisions towards undertaking a certain behaviour (Svenson, 1979).
Each of these sets of variables is collectively, or separately, involved in the models discussed
in the coming sections.
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3.3 Consumption Models
A number of models have been developed and adapted to predict and explain consumption
behaviour; these include, the Matching Law, the Optimal Foraging theory, the Expectancy-
Value theory, the theory of Reasoned Action, the theory of Planned Behaviour, and the
Alphabet theory.
3.3.1 The Matching Law
The Matching law derives from psychology and was first introduced by Herrnstein (1961). It
was based on an experiment with pigeons where they were given two concurrent choices,
each of which led to a different food reward. More often, pigeons tended to pick the
choice that yielded the greater reward. The law suggests that the response rate across two
concurrent alternatives tends to equal the relative reinforcement rate they produce. Since
the formulation of this matching equation, behaviourists such as Poling et al. (2011) have
validated the theory by asserting that behaviour is lawfully related to environmental events.
To understand this relation, the initial matching equation by Herrnstein (1961) (the Matching
law; Equation (3.1)) and generalised matching equations (Equations (3.2) and (3.3)) were
used. In the initial equation of Herrnstein, organisms distribute behaviour across alternatives
in the same proportions as reinforcers are distributed across those alternatives. The Matching
law is;
B1(
B1 +B2
) = R1(
R1 +R2
) (3.1)
Where B is behaviour allocated to alternatives 1 and 2; and R is reinforcers received under
alternatives 1 and 2.
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Baum (1974, 1979) stated that Equation 1 does not always provide an accurate description
of the relation between reinforcer and response, and that achieved results slightly deviate
from the predicted strict matching results in three ways: overmatching, under-matching,
and bias. McDowell (2005) also argued that the behaviour-environment invariant behaviour
cannot be described as “law” and that the original matching equation of Herrnstein fails to
precisely describe concurrent-schedule data under a substantial range of conditions, unlike
the generalised equations. Davison and McCarthy (1988) added that Equation (3.1) is
limited as it does not consider reinforcer amount, delay, or quality. The study of Vollmer
and Bourret (2000) to evaluate the allocation of two-and-three-point shots by university
basketball players, found that the matching equation accuracy increased when a larger
number of shots were considered, while in an individual game, shot allocation was less
accurate. As a consequence, in an attempt to better describe the relationship between
response allocation and reinforcement parameters, researchers have offered alternatives to
Equation (3.1). Overall, physical measures of behaviour “response time” have been specified
on the left side of the equal sign and physical input “reinforcement variable” on the right
side, forming Equation (3.2) (the generalised matching law). Equation (3.2) is modelled as;
(B1
B2
)
=C
(R1
R2
)a
(3.2)
Where B is behaviour allocated to alternatives 1 and 2; R is reinforcers received under
alternatives 1 and 2; a is the gradient, and C is the y-intercept of the regression line relating
input and output function.
Further extension of the matching law was performed by adding independent variables such
as magnitude (Neuringer, 1967) and delay and frequency (Chung and Herrnstein, 1967),
forming Equations (3.3) and (3.4), respectively.
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B1(
B1 +B2
) = M1(
M1 +M2
) (3.3)
B1(
B1 +B2
) = D1(
D1 +D2
) (3.4)
Where B is behaviour allocated to alternatives 1 and 2; M is the magnitude of alternatives 1
and 2; and D is the delay of alternatives 1 and 2.
Nevertheless, the application of the Matching law is slightly challenging in terms of identi-
fying the relevant reinforcer that maintains behaviour, its relevant value in comparison to
other concurrently available variables, and the fluctuation in this value momentarily (Vollmer
and Bourret, 2000). In the in-flight meal setting, many factors influence passenger behaviour,
which makes it difficult to anticipate passengers’ attitudes towards food using a single
matching reinforcer, thus the Matching law is not adequate for this study.
3.3.2 The Optimal Foraging Theory
Optimal Foraging theory is another frequently used theory to predict food behaviour. It
assumes optimality of choice in a way that the utilitarian returns of the price forgone is
maximised (Stephens and Krebs, 1986). The theory assumes that organisms forage in a way
that maximises fitness via an increasing energy intake rate (Logue, 1991). This has been
referred to as "energy currency" (Winterhalder, 1981). Winterhalder maintained that optimal
foraging depends on a chosen currency in which the cost/benefit function of obtaining that
currency is measured (e.g. price and time) and the choice is made based on optimum benefit
gained. Krˇivan (2010), however, asserted that realistic models should consider competition,
while Winterhalder’s model considers a single consumer and a resource density not influenced
by competition. For the current study, Optimal Foraging theory is not applicable as it relies
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on the food choice and purchase rather than complimentary in-flight meals where passengers
do not have much of a choice.
3.3.3 The Expectancy-Value Theory
Expectancy-Value theory (EV) is a general human decision-making theory that has been
utilised in food behaviour studies (Olsen, 2001; Ma, Castellanos and Bachman, 2016). The
most common model is the Subjective Expected Utility (SEU) model of Edwards (1954)
theory of decision making. Similar to the Matching law, EV theory states that when a person
has to make a behavioural choice, they are motivated to maximise the chance of making
choices that lead to desirable outcomes (Conner and Armitage, 2006). Mathematically SEU
is expressed as:
SEU =
n
∑
i=1
SPiUi (3.5)
Where SPi is the subjective probability that the choice made will lead to an outcome; Ui is
the subjective utility or value of the outcome; and n is the number of outcomes relevant.
Later, Fishbein and Ajzen (1975) defined SEU as the person’s attitude towards an object
or behaviour that can be determined by a combination of outcome belief (b) and individual
evaluation of that belief (e), as in:
Attitude =
n
∑
i=1
biei (3.6)
As the most popular attitude conceptualiser, SEU asserts that the evaluative meaning of
any concept occurs spontaneously based on the beliefs formed about that object (Ajzen and
Fishbein, 2000). Although an unlimited number of beliefs can be formed, only the ones
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that are accessible in memory can influence attitude. Thus, when expectancy is activated
more frequently, the belief accessibility tends to increase (Higgins, 1996; Olson, Roese
N.J. and Zanna M.P., 1996). The model’s validity, however, has been questioned. Bagozzi
(1984) argue that the scaling method of Fishbein and Ajzen (1975) is misleading as the
use of a unipolar scale (e.g. 1 to 5) or a combination of unipolar and bipolar (e.g. -3 to
3) scales will yield illogical attitudinal outcomes when associated with negative attitude.
However, bipolar scoring of belief items is argued to result in a higher correlation between
belief product and evaluation of the attitudes, than unipolar scales (Sparks, Hedderley and
Shepherd, 1991). Also, the work of Ajzen (2001) on nature and operation of attitudes
shows that the cognitive and affective contribution to object evaluation relies on attitude
object and individual differences. It, also, depends on attitude strength which, according to
Ajzen is particularly evident in mid-life when strong attitudes are formed in association with
accessible beliefs, thus hard to be changed. Hence, the debate over the effect of cognitive and
affective biases of attitudes relating to eating behaviour have yet to be investigated (Pothos
et al., 2009). Despite the criticism, the Expectancy-Value model has continued to offer a
suitable framework for attitude formation and organisation, as well as identifying the salient
outcomes which lead to an overall attitude (Conner and Armitage, 2006).
3.3.4 The Theory of Reasoned Action
Attitude is vital in understanding and predicting any behaviour (Ajzen, 2001), yet problems
in defining and measuring it limit its prediction ability (Fishbein and Ajzen, 1975). In an
attempt to understand and predict behaviour, the theory of Reasoned Action (TRA) was
introduced in 1967 by Fishbein and refined by Fishbein and Ajzen (1975). It assumes that
human beings are rational when deciding to engage or not in a given behaviour, based on
the information available to them. In order to understand anyone’s behaviour, the intentions
towards making that behaviour must be understood. In the TRA, intentions are considered as
immediate determinants of an action. This does not assume a perfect correlation between
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intentions and behaviour due to the unforeseen influences within and surrounding human
beings, yet despite this, people usually act according to their intentions. TRA affirms that
a person’s intention is a result of the interaction between their personal predisposition and
social influences (Fishbein and Ajzen, 1975). The personal predisposition refers to one’s
evaluation or attitude toward a behaviour. The second determinant of intention concerns the
normative influences of a person’s perception of social pressure relating to the behaviours
and subjective norms (Fishbein and Ajzen, 1980) (see Figure 3.2).
Figure 3.2 The Theory of Reasoned Action (Source: Adapted from Fishbein and Ajzen (1980))
The TRA, however, fails to capture other determinants that might influence behaviours such
as personal characteristics, social role, status, and intelligence. Ajzen (2001) suggests that
other predictors should be added to the TRA and that the theory should account for automatic
and habitual aspects of behaviour. However, Fishbein and Ajzen (1975) do not assume these
factors to be integral in controlling consumer behaviour, but rather as external variables,
which differ according to circumstances (Fishbein and Ajzen, 1980).
In relation to food, the TRA is reported to have been successfully applied in food-related
studies (Eves and Cheng, 2007). Recently, Ackermann and Palmer (2014) used the TRA
to predict consumers’ food preferences. They measured both explicit and implicit attitudes
using self-report and an Implicit Association Test. They found a great disjuncture between
the two, which indicates an internal psychological conflict, affecting behaviour. This conflict
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has a negative impact on the predictive validity of the TRA model. An interesting finding
is that implicit attitudes had no significant effect on behavioural intentions regarding food
preferences. Ackermann and Palmer (2014) concluded that the TRA was valid in predicting
explicit attitudes and their intentions, but that the introduction of implicit attitudes, to the
framework, showed no evidence of improvement. This is in line with Ajzen and Fishbein
(2005) and Fazio (2007) who asserted that only explicit attitudes could be measured.
Despite the wide application of TRA, it has been argued that to assume behaviours are
under volitional control does not account for behaviours where individuals have less control
(Conner and Armitage, 2006). For instance, in the in-flight meal context, passengers have
very little control over what to eat and can only choose among limited alternatives. Thus, the
TRA is not suitable for the current study either.
3.3.5 The Theory of Planned Behaviour
The Theory of Planned Behaviour (TPB) is an extension of the TRA. The major difference
between the two theories is that the TPB includes control beliefs and perceived facilitation,
which affect perceived behavioural control as a determinant of behavioural intention (see
Figure 3.3).
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Figure 3.3 The Theory of Planned Behaviour (Source: Adapted from Ajzen (1991))
In a study that attempts to compare the validity of the TRA and TPB, it was found that the
latter predicts behaviour better. However, the model of TPB was found to be a better fit with
a causal path linking subjective norms to attitudes as in Figure 3.4 The attitude and subjective
norm component, however, were not as independent as the original theory suggested (Chang,
1998).
Figure 3.4 Path Linking Subjective Norms and Attitudes in the Theory of Planned Behaviour (Source:
Adapted from Chang (1998))
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People’s intentions depend on their confidence in performing a particular behaviour and the
control they believe to possess over it (Madden, Ellen and Ajzen, 1992). In other words, the
more favourable the attitude and subjective norm towards it and the greater the perceived
control in the ability to perform the behaviour, the stronger the intention to perform it
will be (Ajzen, 1991). Manstead and Parker (1995) who considered two extensions of the
TPB, those of personal norms and affective evaluations agree. They, with other researchers,
question whether attitudes, subjective norms and perceived behavioural control are sufficient
to anticipate intentions and behaviour and attempt to add other constructs in order to enhance
the predictability of the TPB. Among these are, affective beliefs (Manstead and Parker, 1995),
perceived need (Sparks, Guthrie and Shepherd, 1997), past behaviour (Aarts, Verplanken and
Knippenberg, 1998), self-identity (Povey et al., 2000), a willingness to perform a behaviour,
social support, habit formation and lastly, background factors (Ajzen, 2011). Additional
behaviour-specific constructs have been suggested to improve the predictive utility of TPB,
such as perceived threat (Norman, Conner and Bell, 1999), anticipated effect (Richard,
Van and De Vries, 1996) and personality measures (Bermúdez, 1999). Among personality
measures, Conner and Abraham (2001) showed that conscientiousness is consistently related
to intentions and behaviour and that anticipated affective reactions can be an important
predictor of intentions.
The use of TPB in understanding food-related behaviour is common, especially in predicting
food purchase behaviour (e.g. Arvola et al., 2008; Alam and Sayuti, 2011; and Dean, Raats
and Shepherd, 2012). However, its use in the context where food is complimentarily served
is rare, specifically in in-flight-dining. This is an area yet to be investigated as a context for
behavioural models, including TPB.
3.3.6 The Alphabet Theory
Alphabet theory is a recently developed model of consumer behaviour targeting alternative
food choices (Zepeda and Deal, 2009). It is a combination of the (1) Values-Beliefs-Norms
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(VBN) theory developed by Stern et al. (1999) to explain how attitudes are formulated
through explaining several categories of behaviour. These include, activism, non-activist
behaviours (membership and policies support), private sphere behaviours (recycling, buying
organic foods) and behaviours within organisations (promoting energy efficiency) and (2)
Attitude-Behaviour-Context (ABC) theory developed by Guagnano, Stern and Dietz (1995)
to describe how attitudes can translate into behaviours and proposes that attitudes affect
behaviour when the context is neutral (see Figure 3.5). Zepeda and Deal (2009) have
shown the validity of the Alphabet Theory in predicting food purchasing behaviour among
consumers. They found that food purchasing behaviour is mainly motivated by values, beliefs
and norms which shape consumers’ attitudes toward food preferences. Also, knowledge is
found to be a great influencer of attitude, and that knowledge per se is shaped by information-
seeking about food. However, habits (cooking as work, out of need, and for pleasure) and
context (food availability, price) are seen as strong differentiators between different food
choices.
Feldmann and Hamm (2015) evaluated the Alphabet theory and highlighted the linkage
between its components in the context of local food consumption behaviour. They, however,
adapted the model so that habits were excluded based on their claim that habits refer to
something that one does regularly and repeatedly, which is not necessarily applicable to
food purchasing behaviour. In their review of 73 studies, they found that knowledge factors
strongly explain attitude formation towards local foods, as knowledgeable consumers develop
stronger attitudes and hence seek more information on their food options, similar to the ideas
of Zepeda and Deal (2009). They, however, disagree with Zepeda and Deal (2009) in saying
that demographics influence food preference and choice. In terms of attitude formation,
values and beliefs were found to be more involved than norms. The authors explained that
local foods are subject to individual definitions and that they are less socially desirable among
different classes of society, which complicated generalising associations. Therefore, again,
as this study focuses on FSCs that deliver complimentary food on board, this model cannot
be readily applied to it since it largely focuses on food purchasing behaviour.
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Figure 3.5 The Alphabet Theory (Source: Adapted from Zepeda and Deal (2009))
3.4 Food Related Models
Food ranges from being a nutritional source or sensory pleasure to being a social marker, a
source of meaning, a moral entity, and an aesthetic experience (Sijtsema et al., 2002). The
enjoyment of food in the latter sense sees it as an art form, and eating being a main mode
for the material transaction between a person and the world (Rozin, 1996b). Food-related
behaviour is very frequent, thus, although it involves complex systems, the observation of it
is easy as people tend to discuss food readily (Rozin, 1996b).
It takes the form of consumption or intake influenced by preference, acceptance, and choice
(Meiselman, 1996; Meiselman and MacFie, 1996; Meiselman et al., 2000; Meiselman, 2006).
While passengers’ food preference and acceptance exist in the in-flight meal experience,
their food choices are limited (Waterhouse et al., 2006). Moreover, food preferences are
defined as the behavioural measures of food choices (Cardello et al., 2000). Therefore,
food-choice models are not applicable to this study’s context, and only food preferences
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and acceptance models are discussed. Examples of the most popular food-choice models
are the following: the food choice model (Shepherd, 1985), the food choice process model
(Furst et al., 1996), and the model of food eating behaviour (Eertmans, Baeyens and Van
Den Bergh, 2001). The first model focuses on choice-making behaviour, only considering
the food and the individual, without referring to the contextual influences of where the food
is consumed. This focus limits its applicability to this study, given the importance of the
context/environment in food-quality expectations and perceptions (Meiselman, 2003). The
second model looks at food choices in grocery purchase, which are day-to-day behaviour that
differ from the infrequent occasions of eating on-board where food is complimentarily served.
The third model, however, is concerned with choice and preference, which makes it relevant
to this study, and hence, is included in the described food preference models (see Subsection
3.4.1.3). Presented below are food-preference and acceptance models that are relevant to
this research topic, and further critique on their relevancy is provided. To clarify the area
of interest in this research and aid in understanding the differences between food-related
behaviours, the definitions of food preference, acceptance, choice, and consumption are
provided prior to discussing models:
Preference: is the degree of liking and disliking of a food item (Pilgrim, 1975) or food
name (Cardello et al., 2000). Also, it is the behavioural measure of a person’s food choices
and acceptance (Cardello et al., 2000) and the choice people make when multiple foods are
simultaneously available (Rozin and Vollmecke, 1986).
Acceptance: is the "positive attitude experience of an actual purchase or eating occasion"
(Meiselman, Hirsch and Popper, 1988, p. 77).
Choice: is the "selection and consumption of foods and beverages, considering what, how,
when, where and with whom people eat as well as other aspects of their food and eating
behaviours" (Sobal et al., 2006).
Consumption: the actual intake of the food served.
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3.4.1 Food Preference
Food preference is the degree of liking and disliking of a food item (Pilgrim, 1975). It
is a behavioural measure of food choice and acceptance (Cardello et al., 2000) that has
been argued to be the strongest predictor of them, albeit not the only one (Meiselman
and MacFie, 1996). It is formed by a complex interaction of various factors in someone’s
environment, starting from early childhood experiences of eating and positive and negative
exposure to food and biological genetics (Birch, 1999). Human food preferences are largely
determined by socio-cultural factors (Rozin, 1996a). Its acquisition is a significant component
of cultural acquisition and cannot be understood without regarding the social-cultural matrix
(Rozin, 1989). Culture or a person’s ethnic group is the best predictor of human food
preferences, determining the range and cost of foods available (Rozin, 1989). The powerful
basis of preference in the liking and disliking of food taste is considered a preference
predictor. Despite the difference in meaning between likes and preferences, they are often
used interchangeably (Rozin, 1989). In understanding food preference behaviour, the Food
Preference and Consumption Model (Randall and Sanjur, 1981), the Food Preference Model
(Khan and Hackler, 1981) and the Model of Eating Behaviour (Eertmans, Baeyens and
Van Den Bergh, 2001) are all considered. Food preference, however, can be found in other
food-related topics, such as food acceptance and choice, and will be discussed later.
3.4.1.1 Food Preference and Consumption Model
An early attempt to understand food preference as a separate area from acceptance, intake
and choice, was the work of Randall and Sanjur (1981), who described the factors leading to
food preferences, and hence consumption. They focused on three independent variables that
can influence food preference and consumption: namely, characteristics of the individual,
food, and environment, as elaborated in Figure 3.6. Randall and Sanjur (1981) identify
these variables based on the frequency of their occurrence in previous studies. In model
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testing and validation, they find that foods with less preference were strongly associated with
non-consumption compared to those with high preference. The advantage of this model is
that it extensively covers the demographic features of the consumer, which is very important
in understanding consumer behaviour. It does not, however, include the psychological
characteristics of the consumer which are discussed in Pilgrim’s (1975) model of acceptance
(see Section 3.4.2.1). The major disadvantage of Randall and Sanjur’s model is that it
assumes a clear distinction between food, the individual, and the environment when some
of its variables can relate to more than one category. It also neglects how food preferences
change by time, unlike Pilgrim’s model (Sijtsema et al., 2002). Randall and Sanjur (1981)
suggest that in addition to food preference, other factors including, food acceptance, are
highly likely to affect food consumption.
Figure 3.6 Food Preference and Consumption Model (Source: Adapted from Randall and Sanjur
(1981))
3.4.1.2 Food Preference Model
Khan and Hackler’s (1981) model describes seven interrelated groups of factors that influence
food preference and selection related to food, personal and environmental variables (see
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Figure 3.7). Personal factors include familiarity, which Pliner (1982) suggested leads to
food selection, expectations, priorities, others’ influence, personality, appetite, mood and
emotions and feelings attached to food. In socio-economic factors, family income, food cost,
security and society are included, which Shepherd (1985) supported by Khan and Hackler’s
(1981) view in their effect on food preference and selection. Also, Shepherd’s (1985) study
on the relationship between food selection and attitude shows the influence of an individual’s
cultural, religious, and regional factors. Similar to other models, the intrinsic and extrinsic
factors of food are essential determinants of food preference; notably, food appearance,
texture, taste, smell, the environment, situation, and advertisement (Randall and Sanjur, 1981;
Cardello, 1994; Eertmans, Baeyens and Van Den Bergh, 2001).
Figure 3.7 Khan’s Model of Food Preference (Source: Adapted from Khan and Hackler (1981))
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Due to the comprehensiveness of this model, it may usefully serve this research as a reference
to investigate passengers’ perceptions of food on-board and its effect on their overall satisfac-
tion. However, it might be difficult to operationalise all of its factors in one study (Sijtsema
et al., 2002). Therefore, exploratory preliminary studies in the specific study context are
conducted to identify relevant factors.
3.4.1.3 Model of Eating Behaviour
In a study of Western, young to middle-aged people, Eertmans, Baeyens and Van Den Bergh
(2001) devised a model of food eating behaviour. The model grouped the food stimuli
into internal (flavour) and external stimuli (information, social and physical environment),
which are affected by liking, anticipated consequences, and ideational factors to shape eating
behaviour (comprising food choice, selection, preferences, and intake) (see Figure 3.8). The
model focuses on psychological determinants only and does not consider other factors, such
as physiological states (e.g. health conditions) and individual characteristics (e.g. values
and beliefs). Also, other internal variables related to food, such as texture and temperature,
were simply neglected. Eertmans, Baeyens and Van Den Bergh (2001) recognise that
their own model was limited to Western people, which limits its generalisability across
different populations. Thus, this model will not be used in this research as it requires further
determination of its utility and validity.
Figure 3.8 Model of Eating Behaviour (Source: Adapted from Eertmans, Baeyens and Van Den Bergh
(2001))
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3.4.2 Food Acceptance
Throughout the history of studies on food-related behaviour, food preferences alone have been
found to be insufficient in measuring the variance in food consumption (Fiala et al., 2015)
with "food acceptance" being proposed (Schutz, 1994). Food acceptance has been defined as
"a positive attitude experience of an actual purchase or eating occasion" (Meiselman, Hirsch
and Popper, 1988, p. 77) which can be measured by preference. Through the years, many
terms have been used to define food acceptance, such as palatability, hedonic tone, liking
and pleasantness (Pilgrim, 1975; Meiselman and MacFie, 1996). Several models have been
developed incorporating different factors that, they argue, might influence food acceptance.
Despite the similarities between them, their emphasis differs. The models subsequently
discussed are Pilgrim’s Model of Food Acceptance (Pilgrim, 1975), Food Acceptance/
Rejection Model (Booth and Shepherd, 1988), Schematic Model of Food-Related Behaviour
(Cardello, 1994) and Schematic Model of the Sensory Basis of Food Acceptance (Cardello,
1996).
3.4.2.1 Pilgrim’s Model of Food Acceptance
Pilgrim (1975) suggests that food acceptance is mainly influenced by perceptions, made
up of three components: (1) the physiology of the individual, which includes appetite and
hunger, (2) the sensory interaction between stimuli and receptor, which refers to the physical
and chemical properties of food and the perceptions of these, and (3) individual attitudes
formed through opinions and beliefs along with exposure to the environment and learned
over time (see Figure 3.9). This model represents changes in food acceptance over time
and its components are not independent but rather interactive and overlapping (Shepherd,
1989). Compared to the models of Randall and Sanjur (1981) and Khan and Hackler
(1981), it is surprising that physiology and attitudes alone have been used as individual-
related components, which can nevertheless be justified by the limited consumer behaviour
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segmentation at that time. Also, the model does not offer a well-defined structure of individual
and food-related facets. It does, however, incorporate learning and past-experience as well as
being the starting point of food acceptance studies, which is the strongest advantage of this
model (Sijtsema et al., 2002).
Figure 3.9 Pilgrim’s Model of Food Acceptance (Source: Adapted from Pilgrim (1975))
3.4.2.2 Food Acceptance/ Rejection Model
If food is considered particularly offensive, it may be referred to as ‘food disgust’. This
offensiveness may derive from unacceptable sensory clues or anything one’s culture considers
offensive. Disgust evolves culturally from a response that protects the body from harm or
protects a person from the internal conflict that rises from consumption of a culturally or
morally unacceptable food (Rozin, 1996b). Little is known about humans’ likes and dislikes
and the reasons behind their preferences are still vague, however, food likes and dislikes
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develop very frequently and have been best documented and understood using conditioned
taste aversions (Rozin, 1996b). Booth and Shepherd (1988) summarised some of the factors
influencing food acceptance/rejection behaviour, which are divided into food and individual
categories (Shepherd, 1989), (see Figure 3.10).
Figure 3.10 Food Acceptance/ Rejection Model (Source: Adapted from Booth and Shepherd (1988))
According to Fallon and Rozin (1983), there are three reasons for accepting or rejecting
foods. These are sensory-affective factors (e.g. taste, smell and appearance); anticipated
consequences (e.g. sickness, death, or weight gain) and ideational factors (e.g. foods origins
and their symbolic meaning) (see Table 3.1).
Table 3.1 Psychological Categories of Food Acceptance/ Rejection
Categories Rejection Acceptance
Dimensions Distaste Danger Inappropriate Disgust Good taste Beneficial Appropriate Transvalued
Sensory-affective - - + +
Anticipated consequences - +
Ideational - - + +
Examples Beer, chili Allergy foods Grass, sand Faeces, insects Saccharine Medicines Ritual foods
Leavings of
heroes or deities
Source: Adapted from Fallon and Rozin (1983)
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This model is complementary to that of Booth and Shepherd (1988) as it covers consumers’
psychological reactions to food which were neglected in Booth and Shepherd’s model (Peter
and Olson, 2010). Both models, however, ignore the environment in which the food is served
and in particular for this study of in-flight meals, food-related sensory attributes which differ
at high altitudes (Jones, 2004).
3.4.2.3 Schematic Model of Food-Related Behaviour
Figure 3.11 shows a schematic model of food-related behaviour. In this model, food relates
to the sensory stimulus resulting from ingredients, which fall in the domain of technology
and science. In the human-food interaction, the physiochemical characteristics of food
(taste, smell, texture and appearance), interact with psychosocial, cognitive, and cultural
influences, which affects the food acceptance/rejection process, leading on to food choice
and consumption. Sensory and hedonic experiences feed into post-consumption behaviour,
affecting learning and memory (Cardello, 1994).
Figure 3.11 Schematic Model of Food Related Behaviour (Source: Adapted from Cardello (1994))
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The main concern of Cardello’s study is the effect of expectations on food acceptance. His
model explains how the sensory attributes of food, as well as its preparation, packaging
and storage, affect the consumer’s confirmation and disconfirmation of their expectations,
which influence food acceptance and satisfaction. These expectations can be affected by past
experience, where the consumer makes an association with the product name and the expected
sensory experience of it (Cardello, 1994). Many studies have stressed the importance of food
sensory factors to food satisfaction such as taste and smell (Zellner et al., 1988), texture
(Szczesniak, 1991), packaging (Hutchings, 1977), as well as the context in which the food
is eaten (Lawless, Glatter and Hohn, 1991). Cardello’s model of food-related behaviour is
comprehensive and thus applicable to the scope of this research since it has been tested in a
context similar to that of FSCs (an army institution), where limited food choice is available
and consumers do not pay directly for their food.
3.4.2.4 Schematic Model of the Sensory Basis of Food Acceptance
This model suggests an interaction between the basic sensory and perceptual information
involved in food acceptance behaviour. It shows the transduction of the physiochemical
characteristics of food via the peripheral nervous system (vision, hearing, touch, taste and
smell) (Stage 1), which conveys basic sensory data about the food quality (sweet, hot)
magnitude (strong, weak) and duration (Stage 2). The perceptions of food appearance,
texture and flavour are influenced by the individual’s learning and memory, which leads to
food recognition (Stage 3). At this stage of perceptual processing (Stage 4), the hedonic
experience is evoked in terms of whether the experience is pleasant or unpleasant (see
Figure 3.12). This hedonic result is subject to many elements unrelated to the stimulus itself,
such as previous experience, culture, context, physiological status, and perceptions (Cardello
et al., 2000). This model focuses only on the sensory perceptions of food determinants and
ignores other aspects, such as the physiological state of the body and the eating context. In
high altitudes, where the in-flight meal is consumed, the physiological state is changed and
can affect the sensory receptors of the individual, rather than a hedonic rating of the food
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(Jones, 2004). Also, the model relies on measuring the amount of food consumed, difficult
to achieve on board airplanes with regulations as they are. Altogether, make the model less
applicable to in-flight meals.
Figure 3.12 Schematic Model of The Sensory Basis of Food Acceptance (Source: Adapted from
Cardello (1996))
3.5 Other Factors Influencing Food Related Behaviour
Different models of food acceptance and preferences have been used to anticipate behaviour
and future intentions (Meiselman, 1996). Researchers, however, tend to overlook some
variables and thus some models are not comprehensive. Howard and Seth (1969) suggest that
researchers must look beyond existing models and search for other meanings and probabilities.
In recent years, there has been an increasing interest in the salient influencers of food
consumption and a considerable number of studies have been conducted to comprehensively
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identify influencing factors. Several attempts have been made to group these factors into
broad categories such as (1) socio-cultural and personal effects (Rozin, 1996b); (2) the food,
the situation, and the individual (Meiselman and MacFie, 1996); (3) the individual, the
social environmental, the physical environmental, and the macro-systems (societal) (Story,
Neumark-Sztainer and French, 2002); (4) meal situation, social interaction, and physical
environment (King et al., 2007); and (5) personal- experience-based factors, context-based
factors, and food-based factors (Blake et al., 2007). Connors et al. (2001) stated that food
consumption goes through a personal system of food-related values including health, taste,
cost, time and social relationships. They added that the symbolism of food, the ethics related
to it, its variety, safety, quality and waste are all salient factors of food preference, choice, and
consumption in any personal system. Other researchers, however, trace these factors beyond
personal and geographical systems (e.g. tourists in a tourist destination). They provide a
different set of categories including motivational, demographic and physiological factors
(Kim, Eves and Scarles, 2009) as well as the tourist environment (Mak et al., 2012). Mak et al.
(2012), also, identified five major socio-cultural and phsychological factors influencing food
consumption; namely, cultural-religious, socio-demographic, food-related personality traits,
exposure and past-experience, and motivational factors. It appears from the aforementioned
categorisation that food consumption can be grouped into four clusters. These are the food
itself, the individual, the social environment, and the physical environment; elements shown
in Table 3.2.
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Table 3.2 Factors and Related Concepts of the Contextual Influences on Eating Behaviour
Factors Related Concepts Key Authors
The food Variety of items and the interactions among them;
Sensory appeal (presentation, taste, smell, temper-
ature); Portion size; Culinary context; Foods eth-
nic identity; Preparation time; Physical character-
istics; Quality; Safety and Biological factors
(Rozin and Vollmecke, 1986; Meiselman, 1996;
Neumark-Sztainer et al., 1999; Connors et al.,
2001; Blake et al., 2007; Kim, Eves and Scarles,
2009; Cohen and Babey, 2012; and Kim and Eves,
2012)
The individual Demographic features (age, gender, education, in-
come, socio-economic class); Beliefs and atti-
tudes; Knowledge, opinions and meanings; Body
image; Habits; Preference; Food neophilia and
food neophobia; Experience; Health concern; The
psychological status and Identity
(Rozin and Vollmecke, 1986; Meiselman, 1996;
Rozin, 1996b; Bisogni et al., 2002; Blake et al.,
2007; Kim, Eves and Scarles, 2009; Kim and
Eves, 2012; Fiala et al., 2015; and Sengel et al.,
2015)
The social environment Social interactions and relationships; Interper-
sonal relation; Food meanings; Symbolism; Es-
cape from routine; Prestige; Togetherness; Learn-
ing knowledge; Authentic experience; Socializa-
tion; Norms; Media, family and role models; Cul-
ture; Ethnic identity and religion
(Rozin and Vollmecke, 1986; Meiselman, 1996;
Rozin, 1996b; Connors et al., 2001; Eves and
Cheng, 2007; Kim, Eves and Scarles, 2009; Kim
and Eves, 2012; and Cantarero et al., 2013)
The physical environment Location; Quality; Surroundings (aesthetics,
lighting, layout, temperature, sound); Availabil-
ity; Physical settings; Convenience; Ambience;
Dining settings and Time allowed for intake
(Meiselman, 1996; Jaeger and Meiselman, 2004;
Blake et al., 2007; Kim, Eves and Scarles, 2009;
and Cohen and Babey, 2012)
3.6 Chapter Summary
Food consumption is a collection of contextual and social practices, where food is not
merely a nutritional source but a way to connect and relate to others, socially, culturally,
and politically. In the travel and tourism context, food experience is a unique touristic
activity that incorporates all five senses, offering a pleasant sensation that can shape the
travelling experience (Mak, Lumbers and Eves, 2011). In this chapter, a number of factors
affecting a consumer’s food-related behaviour, such as food preference, acceptance and
intake, have been identified. They form a theoretical basis for the exploration of passengers’
food consumption in in-flight dining. From section 3.5, it can be noticed that three main
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categories incorporate the various food-related factors and form a general framework. These
are; the individual, the food and the environment. Table 3.3 provides a summary of the
factors extracted from the food-related models reviewed in this chapter. Other factors include
how food can modify passengers’ negative emotions towards flying and how perceptions of
food differ according to the travel party, as well as distinguish a foodie from a non-foodie
person. As these factors have not been highlighted in these models, an exploratory research
is conducted to complement the main study in order to understand how passengers perceive
and interpret their in-flight dining experience.
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Airline Industry and Flight Catering
4.1 Introduction
Despite the challenges that airlines experience and since the global financial crisis, air
transport has proved robust, with an RPK growth of 8.1% in 2017 (Pearce, 2012; Boeing,
2019), the fastest growth since 2005 and well above the long run average of 5.5% (IATA,
2018). Focusing on achieving this value in a highly sensitive and competitive environment is
a key challenge for the airline industry (Bieger, Wittmer and Laesser, 2007). However, the
pressure to achieve increasing numbers of passengers and to survive the intense competition
has not stopped airlines evolving and improving (Jones, 2004). For example, the Charter
boom in 1963, oil crisis in 1974, deregulation in 1978, recession in 1982, first gulf war in
1991, 9/11 incident in 2001, and the recent growth of AGCs, have all shaped the operations of
the airline industry via cost reduction and efforts to ensure passengers’ retention (Johan and
Jones, 2008; Airports Commission, 2013). In this chapter, a general background to the world
airline industry, the different types of airline business models, and the growth of AGCs are
overviewed. Then, the development of flight catering operations and in-flight meal studies
are thoroughly discussed, closing with a concluding summary.
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4.2 Development of the Airline Industry
The development of the world airline industry initially started in 1909 when the manufactured
airships were first operated by the German Airship Transport Cooperation (Franklin, 1980).
In 1914, the industry started to grow with the launch of its first commercial flight in the
United States of America (USA) on Saint Petersburg routes and then developed in Chicago,
San Francisco, Los Angeles, and New York. European countries followed including Finland,
France, Netherlands, and the United Kingdom (UK) and the world’s first regular international
flight was from London to Paris, operated by Imperial Airways in 1927 (Jones, 2004). At
that time, Fokker, Dornier, and Junkers were the type of aircraft operated by many companies
(Skapinker, 1999; Hooper et al., 2011). With the introduction of Boeing 247 and Douglas
DC-3 in the 1930s, the airline industry grew rapidly in other parts of the world such as Asia
and Africa.
In Asia, Indian Tata Airlines, founded in 1932, was the first to embrace international air
transport in a flight from Karachi to Bombay (Solomon, 2002). Soon after, Philippine
Airlines was founded in 1941 and provided daily services between Manila and Baguio using
Douglas DC-3 and Viker Viscount. In Africa, the operations started with Kenyan Airways in
1942, which operated transcontinental flights across most African countries using a single
Beech Model 18 NPC-54 which later expanded to Boeing 767-300 and 737-700 (Rhoades
and Waguespack Jr, 2004). In 1959, the first transcontinental jet was introduced by American
Airlines to increase capacity and speed, especially on long-haul flights (Czipura and Jolly,
2007). This was quickly followed by an expansion in jet airplanes such as jumbo jets in the
1960s, which, through various airline companies, have carried billions of passengers every
year at high speed, safety, comfort, and punctuality. This has served in the increment of
passenger loads, revenue, and route network expansion (Sadi and Henderson, 2000).
Until 1978, airline networks (market access and market entry) were regulated in bilateral
agreements between governments. These agreements state that markets were closed for
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airlines other than the ones to which traffic rights were allocated. By 2006, 1500 bilateral
agreements were still active to control price inflation (Doganis, 2010). To overcome the
disadvantages of regulation such as inefficiency due to weak competition and markets
monopoly, deregulation was initiated. One of the effects of deregulation was the emergence
of hub-and-spoke networks. However, its costs exceed point-to-point networks due to the
transfer traffic, which needs luggage transfer and subsequent extra staff requirements. To
control costs, airlines operate under the strategy of density economies, referring to the
reduction of cost per passenger or seat as the number of passengers or seat increases. To
enhance density economies, airlines started concentrating on more profitable routes, thus
competition took place only in thick markets between hubs or very big destinations. Airlines
expanded their networks through alliances, mergers, and takeovers, which gave them the
opportunity to exploit density economies by channelling passengers in their alliance’s partner
network through their own network. Since competition is higher between hubs and in large
destinations, alliances will logically dissolve the competition (Pels, 2008). Perhaps, the most
obvious positive consequence of deregulation is the emergence of LCCs in the so-called
“Low-cost airlines revolution”. These airlines have a different strategy than conventional
airlines in terms of business models, routes, and network strategies (e.g. Southwest in the
USA and Ryanair in Europe).
4.3 Airline Business Models
“The pursuit of sustainable profitability and competitive advantages has been changing
different business models over the last decades” (Herszenhaut, 2010, p.7). While the term
business model has been widely used in business jargon for years, there is no broadly accepted
definition of it. It is used to refer to the business philosophy or to the way the company
operates and often appears to include strategies, economic models and revenue models
(Casadesus-Masanell and Ricart, 2007). The understanding of how business models create
values for different stakeholders has become the major quest of management researchers in
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recent years. The study of Dasilva and Trkman (2014) and Akamavi et al. (2015) on business
models showed that for companies to outperform competitors, in the long run, they have
to choose the right business model, using a combination of resources and transactions, to
effectively execute their models, develop them, and modify them over time.
Operating more than one business model at a time has been cited as a reason for business
failure (Casadesus-Masanell and Tarzijan, 2012). Airlines, however, often serve different
customer segments, with different business models operating in tandem for stronger competi-
tion, market expansion, and making the maximum use of aircraft. For example, for FSCs to
meet success, they are bound to serve premium travellers, who account for most of the profit,
economy travellers to make use of the space in craft and cover costs, and to –sometimes-
introduce no-frills offerings to undercut LCCs (Hansson, Ringbeck and Franke, 2002a). A
good example of a multiple business models airline is LAN(1) Airlines, which operates an
international full-service airline business model, domestic no-frills airline business model,
and an air cargo business model (Casadesus-Masanell and Tarzijan, 2012). The following
subsections concentrate on passengers-related business models only, cargo and air freight are
beyond the scope of this research.
4.3.1 Business Models and Network Competition
Three broad airline business models exist; full-service airline model (conventional, tradi-
tional, incumbents, and flag carrier), charter airline model, and low-cost airline model
(Gillen, 2006). FSC often uses hub-and-spoke networks, bringing customers to an array of
destinations, offering flexibility and capacity to accommodate different routings, and high
flight frequencies (Pels, 2008). To provide this, a variety of aircraft are needed, with different
performance characteristics and sizes, which requires time, labour, and resources. The FSC
business model favours a high service level and a large bundle of services (e.g. in-flight
entertainment, food, ticketing counters). This serves to maximise revenue returned from
(1)Now is called LATAM Airlines, Chile.
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business and long-haul travel, and -in order to maximise density economies- these airlines
fill the empty seats with customers willing to fly for discounted fares and on indirect routes
(Pels, 2008). The cost index per premium passenger is more than the double of the economy
(Doganis, 2010), yet the revenue brought-in from premium passengers exceeds that from
the economy, despite a large number of passengers from the latter (Claussen and O’Higgins,
2010). Researchers stressed that the FSC business model will continue to exist despite its
declining profits (Hansson, Ringbeck and Franke, 2002b). However, its market share might
be taken over by LCCs (Tretheway, 2004, 2011).
The business model of LCCs emphasises on a network structure that ensures short to medium
haul connectivity (Dobruszkes, 2006), but with a lower level of service featuring trade-offs
such as: less frequency, no meals and beverages, more passengers per flight, no pre-assigned
seats, and less leg room (Gillen, 2006). The original low-cost airline model is the charter
carrier, which was mainly developed to transport tourists or leisure travellers to holiday
destinations, with low fares, on routes that were not served by legacy carriers. Charters prove
that LCCs can fly long-haul-low-cost (LHLC) and are feasible for scheduled service (Pels,
2008). The LCC business model survives on a cost-saving strategy, by focusing on the local
origin and destination market (point-to-point city-pair flights) rather than hub systems. They
distribute their flights among secondary airports to minimise the costs of staffing, ground
handling, landing and terminal fees to allow faster turnaround times and maximise utilisation
of crafts (Gilbert, Child and Bennett, 2001). As a means of cost reduction, LCCs focus on a
homogeneous aircraft fleet that lowers the cost of maintaining different types (Gillen, 2006).
Two basic dimensions can be used to classify airline business models; services fulfilment
and sophistication, and the flights’ length. According to Boeing (2016), services are divided
into low cost, mixed offering, and full service, and length is divided into short haul, medium
haul, and long haul. These models, however, overlap, as there is no clear division between
them. Airlines are no longer traditionally split as either FSCs or LCCs, with many of hybrid
airlines now combining attributes from both the models (Jarach, Zerbini and Miniero, 2009;
Lohmann and Koo, 2013). For example; FSCs such as Lufthansa, does not offer a business
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class in its non-hub European flights, KLM announced charges for checked baggage in
European routes, and Air France is continuously cutting its air cargo. On the other hand,
LCCs such as easyJet and Norwegian Air operate across continents flights, and the hybrid
carrier “Air Berlin” joined the one-world alliance (Daft and Albers, 2015). More broadly,
LCCs are pursuing practices previously thought to be part of the FSC model such as the use
of global distribution systems, frequent-flyer programmes, connecting or feeder traffic from,
sometimes, LHLC (IATA, 2018).
Furthermore, other models have been introduced attempting to serve a niche market of
passengers (Akamavi et al., 2015), among which is the business class long-haul only model,
such as Eos, MaxJet and SilverJet, which specifically cater to business clientele on long-
haul trips from London to New York. Likewise, Air Mauritius offers long-haul niche trips
(LHNC) for holidaymakers (Heinz and O’Connell, 2013). Another model is the Established
Regional Carrier (ERC), which offers feeder services, hub-and-spoke services, or point to
point niche services. The ERC differs from FSC in its confined geographical route networks,
and from LCCs in its niche point-to-point market. With these attempts at differentiation,
airlines became rather similar in terms of their business models. This study, however, does
not attempt to explore deeper into the elements of each model and rather highlights the
main differences of the broad groups, which, according to Dobruszkes (2006), are; hub and
spoke/FSCs/ main airports and point-to-point/LCCs/secondary airports. The differences that
can be identified are in terms of passengers’ characteristics, and food and services on-board.
The next subsection will features the different characteristics of passengers flying on FSCs or
LCCs.
4.3.2 Business Models and Passenger Characteristics
Air transport passengers can be segmented into business-driven, leisure, and visiting friends
and relatives (VFRs). Business travellers can be classified into three groups; large corpo-
rations, small and medium enterprises (SMEs), and self-employed (Shaw, 2011; Mauricio,
102
Literature Review III
2014). As most of the FSCs income is generated by business class passengers, it is essential
to understand the needs and characteristics of business travellers in order to know their
demands. Price is not necessarily the most important factor for all travellers in business
class. Convenience of schedule and FFPs can be of higher importance to some (Claussen
and O’Higgins, 2010). In line with this argument, Mason (2001) maintained that short-haul
business travellers are becoming more price sensitive and their decision between FSCs and
LCCs is largely influenced by the size of the company they work for. Also, with leisure
travellers in business class who pay for their flights, finding flights with reasonable prices is
more important than punctuality and frequency. In return, travellers in business class demand
a high level of comfort in-flight and on-ground (lounges), flexible connectivity between
flights and, most importantly, punctuality (Claussen and O’Higgins, 2010). The study of
O’Connell and Williams (2005) showed that passengers perceptions of FSCs and LCCs are
similar in different business markets, which indicates that business models can possibly be
replicated across continents, yet these perceptions differ between models.
As previously mentioned, deregulation has been the main impetus for the LCCs’ introduction,
it is, however, not sufficient in fostering their success. The nature of the market demands
plays a key role in LCCs success, with more customers becoming price-conscious (Francis
et al., 2006). The findings of Ryan and Birks (2006) supports the notion that the success
of LCCs relies on its low-price offering, and the passengers’ willingness to trade off a loss
of comfort and high-quality service for the lower price. A whole cluster of their sample
posited that low prices are the sole important motive for flying. In addition to low prices,
respondents asserted the need for fast, accurate, and friendly check-in services. The finding
is consistent with the study of Fourie and Lubbe (2006), which investigated the influence of
service attributes and price among South African, UK, and Brazilian business travellers flying
LCCs or FSCs. They found that, besides price, business travellers in both models viewed
service attributes, such as schedule frequency, FFPs, in-flight service, and business lounge
to be equally important. The South Africans, however, showed less price sensitivity, with
prices not affecting their decision to fly either FSCs or LCCs, unlike the UK and Brazilian
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travellers. In line, Shaw (2011) argued that passengers should be seen against the country,
culture, or the background they come from rather than the purpose of their trip. They added
that passengers’ expectations of services are greatly influenced by their culture and their
airline choice is highly determined by the country of their origin. However, understanding
passengers’ characteristics alone has been claimed to be insufficient in determining motives
behind airline selection and airline products that influence travel decision making should be,
carefully, studied (Doganis, 2010). Among these products are in-flight meals, which this
study focusses on.
The above discussion shows that despite FSCs and LCCs passengers sharing similar char-
acteristics in some circumstances, most LCC passengers are highly price-sensitive while
FSCs are more services-conscious. Since this study looks at the satisfaction and loyalty of
passengers as a result of their in-flight meal perceptions, only FSCs long-haul passengers are
studied.
4.4 Rise of the Arabian Gulf Carriers
The ME is defined by the area stretching from Iran and Iraq in the north, Sudan and Saudi
in the south, Oman and Yemen in the east, and Egypt and Lebanon on the Mediterranean
(Hooper et al., 2011). This comes very close to the International Civil Aviation Organisation
(ICAO) and United Nations classification of ME, except that ICAO includes Libya and
Cyprus, and the United Nations excludes Iran (UNWTO, 2019). The regional grouping of
ME nations are the “Arabian Gulf” or “Western Asia” that constitutes the six “GCC nations”,
as well as Iran, Iraq and Yemen, the Levant, and Egypt (Vespermann, Wald and Gleich, 2008;
Al-Sayeh, 2014).
Owing to the colonial powers of Britain and France and the limited range of aircraft in
the early 20th century, ME was established as a technical stopping point between Asia and
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Europe (Hooper et al., 2011). With the end of colonial presence and the discovery of oil, new
nations began to form, and the aviation infrastructure expanded quickly, especially in the
Arabian Gulf (Hooper et al., 2011; Al-Sayeh, 2014). In 1950, “Gulf Air” was established
as the first commercial airline in the region, known as Gulf Aviation Company and based
in Bahrain before it was taken over by British Overseas Airways Cooperation (BOAC). In
1973, the governments of Abu Dhabi, Oman, Bahrain, and Qatar bought the BOAC’s share
and in 1974 the company became “Gulf Air”, the national carrier of four countries. In the
2000s, Qatar, UAE, and Oman withdrew, and Bahrain became the sole owner of Gulf Air
(Rajasekar and Moideenkutty, 2007; GulfAir, 2019). This withdrawal, coupled with air
industry liberalisation, has resulted in the establishment of Arabian Gulf full-service and
low-cost carriers (Hooper et al., 2011; Al-Sayeh, 2014).
Since then, the aviation industry has been the focus of Arabian Gulf governments as a means
of diversifications in the face of diminishing oil reserves, through substantial investments
in their long-haul fleet and the recruitment of experienced industry personnel (Vespermann,
Wald and Gleich, 2008; O’Connell, 2011). The Gulf region benefited from its central position
between Europe and Asia and its top seven airline companies (i.e. Emirates, Etihad Airways,
Gulf Air, Kuwait Airways, Oman Air, Qatar Airways, and Saudi Airlines) redirected traffic
via their hubs (Alwahaishi, Snášel and Nehari-Talet, 2009). The region is no longer defined
as an intermediate portion of the east-west flows. Instead, they occupy a central place in
travel flows, building upon social and economic development in the regions, and re-shaping
global network (Hooper et al., 2011).
4.4.1 Relevant Studies on Arabian Gulf Carriers
Due to the recent recognition of AGCs’ performance, studies on them are relatively new. The
industry attention was first caught following the AGCs’ widebody aircraft order in the early
2000s in multiple international air shows (Al-Sayeh, 2014). The focus was initially on Dubai
as the fast-growing city of business and trade, owing a large proportion of its development
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to the Airlines of Emirates, which injects the city with millions of dollars annually and
links it to the world (Matly and Dillon, 2007; Swan, 2007; Nassar, Blackburn and Whyatt,
2014). With the global economic and recurring oil crises, accompanied with fluctuating
prices and revenues (Henderson, 2006, 2014), Emirates airlines have prospered when many
carriers across the world reported losses and struggled to survive (Henderson 2006; Squalli,
2014). The economic crises’ impact was claimed to might have been reduced by the effective
hubbing strategies of Emirates and other ME carriers (Dobruszkes and Van Hamme, 2011).
Since then, the attention on AGCs increased and many studies have been conducted on their
growth and performance (Vespermann, Wald and Gleich, 2008; O’Connell, 2011). In 2007,
Rajasekar and Moideenkutty studied the business strategy repositioning of Oman Air after
its withdrawal from Gulf Air. They stated that the direct air travel market in Oman could
be divided into four main categories: UK and Europe, ME, the Indian subcontinent, and
the Far East. Furthermore, while Oman Air short-haul regional strategy is successful, it
faces intense competition in the long-haul market. Oman Air competes with three types
of airlines. First, fellow AGCs such as Emirates, Etihad, and Qatar Airways, which offer
convenient connections to almost all destinations in the world through their hubs. Second,
Western airlines such as British Airways, Lufthansa, and Swiss International, which are well
established with good networks and brand identities. Third, LCCs such as Air Arabia, Air
India Express, and Jazeera Airways.
This was in line with the work of Vespermann, Wald and Gleich (2008) who listed three
sources of passenger traffic for Gulf players. First, domestic traffic, originating in the Gulf
region, and who demand the travel both within and from the Gulf. Second, foreign leisure
and business traffic from other regions, that are bound for Gulf countries. Third, stop-over
travellers who are heading to destinations beyond the Gulf countries and using their airports
as hubs, which, to the authors, is presumably the most important possibility to fill the region’s
airports and aircraft. They concluded that the growth of AGCs is more likely to impact
flag-carriers in Europe and Asia and their airports, especially with the low-cost unity base
from the cheap labour force and pro-business tax regimes. They added that responding to the
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AGCs growth via cost-cutting is an insufficient strategy. A similar conclusion was drawn by
O’Connell (2011) who stated that the unique geographical position of ME carriers and their
mega-hubs plans have reshaped the competitive dynamics of industry and traffic flow. As
the study was investigating Emirates business model, the author revealed three underpinning
strategies that are responsible for Emirates continued success, which are, the creation of
Dubai as a mega-hub, the airline low-cost structure, and its investment in brand development
and marketing.
Much of the literature on AGCs concentrated on the effect of their emergence on established
flag carriers and traffic flows. For instance, Surovitskikh and Lubbe (2008) analysed the
positioning of four ME airlines in South African business and leisure travel market, which
are Etihad, Emirates, Gulf Air, and Qatar Airways. They stated that the positioning strategy
of Etihad is based on reliability and augmentation of service offering, Emirates focus on
product innovativeness and customisation, Gulf Air follows superior product offering through
technology and customisation of services, and Qatar Airways on personal service and
augmented product. Also, Vespermann, Wald and Gleich (2008) showcased the immediate
reaction of Lufthansa German Airlines to ME aviation growth. Lufthansa tried to persuade
the regulatory authorities to refuse additional landing rights to the Gulf states. Lufthansa is
endangered on routes to South East Asia and Oceania as Emirates, for example, is offering
prices that 12% and 37% undercut those offered by Lufthansa on these routes. They also
studied the effect on Frankfurt Airport and suggested that for the airport to excel in the
face of Gulf-based airports, additional infrastructure and services need to be implemented.
However, Lufthansa sought to compete with Emirates in first and business class travellers’
market who demand direct flights from Europe and Asia. Similarly, Grimme (2011) analysed
the presence of AGCs in Germany and compared their routings to Lufthansa. They argued
that due to geographic and scheduling constraints, services via the Gulf does not constitute a
perfect substitute for time-sensitive travellers.
Vespermann, Wald and Gleich (2008) concluded that the aviation future is about a competition
of systems, comprising airlines and their respective hub airport. This has been noted by
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Lohmann et al. (2009) who analysed Dubai and Singapore aviation-based transformation
and found that both cases developed complex network systems to transform airport hubs
into destinations via the interaction of attractions, transport, and accommodation sectors.
Both destinations, in their views, enjoyed a first-mover advantage in the model they adopted,
but other hubs with similar geographical features can gradually erode it, such as Doha, Abu
Dhabi, and Muscat. However, Qatar Airways and Etihad are focusing on governmental and
business travel rather than transfer passengers and mass tourism, and Oman Air is a very
small competitor. In another study on airlines reaction to the ME carriers’ expansion, it was
shown that it is difficult for Singapore and other airlines to compete with the ME carriers for
extensive market scope, even with the use of small, long-haul aircraft. Instead, they should
focus on carving out niches in their products.
The concentration on the AGCs’ hubbing systems continued in the most recent studies. For
instance, O’Connell and Bueno (2018) assessed the hub-and-spoke system efficiency of
Emirates, Qatar Airways, and Etihad and compared it to major European hubbing airlines,
British Airways, Lufthansa, Air France, and KLM, based on schedule coordination and
geographical location. The analysis demonstrated that more than 6% of Etihad and Qatar
Airways connections are within 150 minutes after the arriving flight, which represent a high
weighted connectivity ratio through efficient timetable coordination and adequate spatial
connectivity. Also, among AGCs, Emirates has the lowest connectivity ratio albeit better
than European hubbing airlines, except Air France. Emirates geographical position, however,
captures around 67% of the world’s population with an eight-hour flight radius of Dubai.
Another work was that of Piltz, Voltes-Dorta and Suau-Sanchez (2018) which ascertained
that the ME hubs’ share of intercontinental passenger connections from Eastern US to South
Asia and South-East Asia have increased between 2013 and 2016, at the expense of European
hubs. Specifically, ME hubs can offer competitive options in terms of total travel time due
to short connection times. For example, Dubai provides lower average travel time than
Tokyo Narita, the market leader in South-East Asia. These results disprove the argument
that ME hubs offer slow hub connections in markets to Asia, and hence is not attractive to
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time-oriented travellers as argued by Grimme (2011) and Vespermann, Wald and Gleich
(2008).
In addition to AGCs competing with the well-established incumbents, they are also competing
with each other in a very small market. Hence, to position themselves they need to understand
passengers’ expectations and base their strategies accordingly (Surovitskikh and Lubbe,
2008). Among these expectations is the in-flight meal which is discussed in the coming
sections.
4.5 Development of the Flight Catering
Catering is defined as an activity of supplying food and beverages for a recipient (Collin,
2006) to be consumed either on the caterer’s premises or elsewhere (Davis et al., 2012).
Horner and Swarbrooke (2012) highlighted 12 types of catering, most of them are related
to hospitality and tourism industry such as catering at visitor attractions, cafés, bars and
restaurants, hotels and resorts, and transport catering. Transport catering includes airlines,
ferries, trains, and motorway service areas and is one of the direct examples of on-premise
(e.g. airport) and off-premise (e.g. in-flight) catering, where the food and drink consumption
is the most common non-aeronautical activity of passengers (Castillo-Manzano and López-
Valpuesta, 2013).
Since the very first air passenger flights, there has been on-board service (Chang and Jones,
2007). The advent of what might be regarded as in-flight catering appeared when Imperial
Airways served tea and coffee, in the 1920s, followed by Air Union which served cold meals
in 1927 (Franklin, 1980). In the mid-1930s hot meals became available with the introduction
of galleys in 1936. However, restricted space in these galleys made it necessary to serve
prepared food, in most cases (O’Hara and Strugnell, 1997). In-flight catering, as we know it
today, was originated by Bill Marriot in 1937 and adopted by many airlines (Marriot, 2019).
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For example, Imperial Airways set up the first catering centre, United Airlines and Pan
America had fully fitted galley, and Air Canada and British Airways introduced the double
deck airline service, which provided more space for in-flight meals storage and service
(Zahari et al., 2011).
There were no heating and refrigerating facilities available on crafts until the mid-1950s,
when the interior design of Boeing 737 incorporated sophisticated catering equipment, such
as ovens and refrigerators. It allowed airlines to serve complete food range comprising cold
and hot meals and different types of beverages (O’Hara and Strugnell, 1997). Since then,
and as a response to passengers needs, the in-flight catering industry thrived, and serious
attention has been given to catering operations worldwide (Pincus, 2001). In the 1980s, most
airlines had their own catering division, which soon (in 1990s) had changed to outsourcing
from specialised flight catering companies such as LSG Sky Chefs, Gate Gourmet, Marriot
In-Flight Service, and Alpha Flight Services (Jones, 2004). This was explained by King
(2001) that airlines wanted to fully concentrate on other flight operations, especially with the
variation in passengers’ needs in different seat classes.
Flight catering is the process of planning and preparation of meals and the assembly of meal
trays designed to be served on-board an aircraft. It starts with understanding passengers’
needs via marketing research. Accordingly, food products, meals, and equipment are deter-
mined for each route and service class. Consumable and non-consumable items are prepared
in on-ground kitchens, transported, and uplifted on-board (Jones, 2004). King (2001) asserted
that flight catering is all about the logistics of items provision, while Ho and Leung (2010);
Sze, Chiew and Suk-Fong (2012), argued that flight catering is more about design, production,
and service of appealing foods. Once on-board, the food and beverage products and services
become the responsibility of the cabin crew. In-flight service is a demonstrative service
where a direct face to face encounter between customers and service providers occurs and
among the five main categories of in-flight experiential services is food service or in-flight
dining experience, along with entertainment, physical environment, physical appearance, and
flight attendants’ performance (Park, 2007; Kim, Kim and Hyun, 2016). Crew members are
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one of the most important elements in the in-flight dining experience (Pedrick, Babakus and
Richardson, 1993), and one of the focal points to the success of catering business (Scanlon,
2007; Osaili et al., 2013; Hattersley and King, 2014; Pichler et al., 2014).
Nevertheless, the provision of an in-flight meal is not an easy task and the process is made
difficult with several constraints that must be carefully dealt with to ensure safety, security,
and satisfaction. These limitations are; the mixed markets that are served at one time, effect of
flying at high altitudes on passengers’ physiological and psychological states, flight duration,
time allowed for food service and consumption, sound, smell, and limited space of the cabin,
food durability, and staff competence (Jones, 2004). Moreover, the food-related service
strategy adopted varies depending on the flight type or business model. These are the no-frills
low-cost flights where a full retail sale strategy is adopted; chartered flights where a meal
is part of the package but passengers’ choices are limited –if any-, and scheduled flights
where passengers are offered a range of meals options (Baker, 2000). There is, however, no
evidence that airlines use these three strategies only, as nowadays strategies can range from
no food provision at all to branded food products and chefs on board (OBH, 2016).
4.6 Relevant Studies on In-Flight Meals
The discussion on the in-flight meal and in-flight dining experience can be tracked down
to the work of Green and Butts (1945) on food acceptability differences on-ground and
on-board. Thirty menus were tested in both environments and the amount of each item eaten
was calculated, yielding a record of 100 acceptable food items. Their study indicated that the
acceptability of foodstuff differs on-ground and in the air. Later, Jones (1995) investigated
the alternative approaches to new products and services development in in-flight catering. He
noted that through the unique characteristics of the airline industry, products innovativeness
is easily imitated among companies when airlines are supposed to modify existing products
and services based on customer feedback. To do so, he suggested the supply and catering
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sectors and the airlines they serve, to systematically work together on new products/service
innovation. In 1997, O’Hara and Strugnell traced the development of in-flight meals from
1920 to 1997 and listed the factors that airlines need to bear in mind when designing a tray
set or developing a new product/service, such as passengers specifications (ethnic origin and
dietary requirements), menu balance, dish specification, overall tray presentation, and the
effect of delay on loading meals on to the aircraft. Similarly suggested by Frapin-Beaugé,
Bennett and Wood (1994) who investigated issues in airline catering and recommended that
flight caterers should develop new meals based on current trends and innovative ideas that
can be adopted by the flight catering industry.
In the 2000s, Mills and Clay (2001) examined consumer attitude toward adding quick service
food (QSF) to domestic economy class and found that passengers who are satisfied with the
current airline food do not support the idea. In 2002, they conducted the same study among
frequent flyers and found that they consider QSF a better alternative to the currently provided
meals. Furthermore, Mills et al. (2003) investigated passengers’ preferences for brand name
foods and found that some brands are accepted more than others based on their familiarity.
Lee and Luengo-Prado (2004) studied passengers’ satisfaction level of in-flight food services
on short-haul North-East Asia flights and found that expectations differ by market segments
rather than by airlines, destinations, and departure times. In the prospect of flight duration,
Laws (2005) found that on long-haul flights, passengers demand a greater level of meals
variety and safety. In line, Waterhouse et al. (2006) found that most of the passengers in their
study consumed their offered meals due to the boredom on long flights, and their level of
meal acceptance is mainly influenced by the circumstances and the time of meal service.
The need for more variety of food items was equally highlighted by Moufakkir (2010) who
evaluated passengers willingness to pay for in-flight meals and found that they consider fares
to be high enough and do not support the pay-for-meal policy. The degree of passengers
willingness to pay for services, including meal-related, was argued to vary according to their
socio-economic characteristics (Balcombe, Fraser and Harris, 2009). Similarly, Georgiou
et al. (2010) discovered that the pattern of alcoholic consumption is influenced by many
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factors related to passenger and flight, such as demographic factors and trip duration. The
most recent and relevant research is the work of Zahari et al. (2011) which investigated
passengers’ perceptions and acceptance of in-flight meal and the latter relationship with flight
satisfaction and re-booking intention. They found that in-flight meals not only contribute
to the prediction of satisfaction but slightly influence re-booking intentions. In this notion,
Moufakkir (2010) added that when choosing a carrier, passengers give less attention to
food, but still consider it important to create or destroy their satisfaction. Also, Baek (2006)
found that the meal itself was less influential to passengers’ in-flight meal perceptions than
meal service. Also, he noted that many airlines recognised the opportunity of using food to
promote their product and act as a competitive advantage to the company.
Besides being the centric focus of a study, other studies on ASQ have incorporated food as one
of the potential drivers of passenger behavioural intentions, e.g. satisfaction, recommendation,
and re-booking. For instance, in-flight service and image have significant relationships to
intentions (Park, Robertson and Wu, 2005), cabin food may not be as critical as other services
on-board but was still important to some passengers when choosing the airline to fly with
(Feng and Jeng, 2005; Laming and Mason, 2014), in-flight service was found most important
to passengers’ satisfaction (Park, 2007; Archana and Subha, 2012). Also, the importance of
in-flight meal and service varies according to passengers’ seat classes (An and Noh, 2009),
cultures (De Jager, Van Zyl and Toriola, 2012; Basfirinci and Mitra, 2015), purpose (Gilbert
and Wong, 2003; Feng and Jeng, 2005), and stages of travel journey (Namukasa, 2013).
Lastly, food and crew performance has a significant effect on perceived airline innovativeness
(Kim, Kim and Hyun, 2016). Published in-flight meal studies are listed in Table 4.1.
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Table 4.1 Published In-Flight Meal Studies
Author(s)(year) Sample/Method Key Findings
Zahari et al. (2011)
242 questionnaires on Malaysian
Airlines passengers
Food not only contributes to the predictions of passengers’ flying satis-
faction but also to in-fluence re-flying intentions. Freshness, taste, and
appearance of in-flight meals and menu choices were important to pas-
sengers, especially on long-haul flights.
Georgiou, Johan and
Jones (2010)
236 questionnaires on British pas-
sengers via Cyprus Airways
In-flight drinking behaviour was affected by trip duration, cultural and
social factors, demographic factors (age, gender, marital status), per-
sonal factors (habits, emotions, and preferences), the surroundings, and
group size.
Moufakkir (2010)
217 questionnaires on random trav-
ellers in Amsterdam Schiphol Air-
port
Passengers required more variety of items and did not support paying
for in-flight meals. When choosing a carrier, passengers give less at-
tention to food, but still, consider it important to create or destroy their
satisfaction.
Baek (2006)
367 questionnaires on Korean and
foreign-based airlines passengers
Food was found less influential to passengers’ in-flight meal perceptions
than service, e.g. crew attentiveness, courtesy, prompt meal service, and
sensitivity to passengers’ meal requests. Food is an important element
for airlines to prompt their product and act competitively.
Waterhouse et al. (2006)
374 questionnaires on China Air-
lines passengers
Passengers emotions, the context where food is served, and time of ser-
vice, determined food acceptance. However, limited choices and meal
size played a minor role in the determination
Mills et al. (2003)
388 online questionnaires on US do-
mestic monthly flyers
Familiarity and preference for branded foods enhance their acceptance
on-board. Serving preferred food to passengers’ helps to eliminate fly-
ing fears and security concerns.
Mills and Clay (2002)
176 questionnaires on USA domes-
tic economy class frequent flyers
Frequent flyers considered quick service food a better alternative to cur-
rent in-flight meals. They asserted on elements of food quality, variety,
portion size, and safety. They also emphasized on providing special
diets to groups with special requirements and ethnic backgrounds.
Mills and Clay (2001)
94 questionnaires on USA domestic
economy class frequent flyers
Passengers who are satisfied with the current airline food do not support
the notion of adding quick service foods, while others do. Passengers
familiarity with food determines their acceptance/ rejection of adding
new food items to in-flight meals.
4.7 Chapter Summary
This chapter sought to provide background information on the airline industry and flight
catering operations. It covered areas related to business models and network competition and
passengers’ characteristics in these models and in different service classes. The conclusion
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drawn from this chapter is two-fold. First, with the increasing studies on AGCs performance
and business models, it can be noticed that the success of these carriers is heavily attributed
to their geographical position and governmental support that are believed to allow them
to serve as connecting hubs with minimum fares. Little attention is given to other aspects
such as passenger experience and satisfaction. Second, although the basic concept of flight
catering has not changed since its inception as meals should be served to passengers in their
aircraft seat, consumers’ expectations have changed. Despite its low ranking as an airline
choice motivator, its role in creating a good flying experience is significant.
Through this chapter and the previous chapters, it is noticed that few studies have tried to
understand passengers’ acceptance, preference, and consumption of in-flight meals. However,
the contribution of its specific attributes to the prediction of flight satisfaction and loyalty, in
the existence of other service quality factors, and through several stages of the travel journey,
is yet to be uncovered. Therefore, it is the intention of this study to fill this void in knowledge
in the context of competitive and strongly emerging players such as AGCs. The literature
review chapters resulted in a preliminary model represented in Figure 4.1. The model
integrates factors from three diferent disciplines i.e. in-flight meal, food-related models, and
ASQ models. It informs qualitative data analysis via brining forward the predicted variables
and their relationships, thus helping identify the initial coding scheme and broader categories.
More details are given in Chapter 5 (see page 146). Table 4.2 lists the sources of the model’s
constructs.
115
Literature Review III
Figure 4.1 Preliminary Conceptual Model
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Table 4.2 Preliminary Conceptual Model Constructs’ Source
Construct In-Flight Meal & Flight Catering Literature Food-Related Literature ASQ Literature
Meal service
(Baek, 2006; Waterhouse et al., 2006; Lee
and Ko, 2016)
(Meiselman, 1996; Jaeger and Meiselman,
2004; Blake et al., 2007; Kim, Eves and Scar-
les, 2009; Cohen and Babey, 2012)
(Park, Robertson and Wu, 2005; Pakdil and Aydın, 2007; An and Noh,
2009; Liou et al., 2011a; Liou et al., 2011b; Archana and Subha, 2012;
De Jager, Van Zyl and Toriola, 2012; De Jager, 2013; Kim, Kim and
Hyun, 2016)
Meal intrinsic factors
(Mills and Clay, 2002; Mills et al., 2003;
Georgiou, Johan and Jones, 2010; Zahari
et al., 2011)
(Khan and Hackler, 1981; Randall and
Sanjur, 1981; Cardello, 1994; Eertmans,
Baeyens and Van Den Bergh, 2001)
(Feng and Jeng, 2005; An and Noh, 2009; De Jager, Van Zyl and Tori-
ola, 2012; Namukasa, 2013; Laming and Mason, 2014)
Meal extrinsic factors
(Green and Butts, 1945; Jones, 1995;
O’Hara and Strugnell, 1997; Mills and Clay,
2002; Laws, 2005; Khan, 2010;Moufakkir,
2010; Zahari et al., 2011; Lee and Ko, 2016;
Sundarakani, Abdul Razzak and Manikan-
dan, 2018)
(Khan and Hackler, 1981; Randall and
Sanjur, 1981; Booth and Shepherd, 1988;
Cardello, 1994; Eertmans, Baeyens and Van
Den Bergh, 2001)
(Park, Robertson and Wu, 2005; Anderson, Pearo and Widener, 2008;
Archana and Subha, 2012; Kim, Kim and Hyun, 2016)
Individual Requirements
(Mills and Clay, 2002; Mills et al., 2003; Wa-
terhouse et al., 2006; Georgiou, Johan and
Jones, 2010)
(Khan and Hackler, 1981; Randall and
Sanjur, 1981; Rozin and Vollmecke, 1986;
Cardello, 1994; Cardello and Schutz, 1996;
Bisogni et al., 2002; Blake et al., 2007;
Chen, 2007; Kim, Baek and Yang, 2009;
Mak et al., 2012; Fiala et al., 2015; Sengel
et al., 2015)
(Prayag, 2007; Anderson, Pearo and Widener, 2008; Balcombe, Fraser
and Harris, 2009; Sum Chau and Kao, 2009; Basfirinci and Mitra, 2015)
Price
(Park, Robertson and Wu, 2005; Balcombe, Fraser and Harris, 2009;
Park, Robertson and Wu, 2009; Mikulic´ and Prebežac, 2011; Kee Mun
and Ghazali, 2011; Wang, Lin and Tseng, 2011; Aydin and Yildirim,
2012; Laming and Mason, 2014; Delbari et al., 2016; Hapsari, Clemes
and Dean, 2016; Rajaguru, 2016)
Timing
(Feng and Jeng, 2005; Park, Robertson and Wu, 2005; Pakdil and Aydın,
2007; Chou et al., 2011; Liou et al., 2011a; Liou et al., 2011b; Soomro
et al., 2012; Zhang, 2012; De Jager, 2013; Kim and Choi, 2013; Ar-
dakani et al., 2015)
Crew
(Pakdil and Aydın, 2007; Park, 2007; Sum Chau and Kao, 2009; Erdil
and Yıldız, 2011; Kim, Kim and Lee, 2011; Kim and Choi, 2013; Ogho-
jafor and Adebola, 2014; Suki, 2014)
Airport
(Soomro et al., 2012; Namukasa, 2013; Misopoulos et al., 2014; Wang
and Fong, 2016)
Aircraft (Park, 2007; De Jager, Van Zyl and Toriola, 2012; Wu and Cheng, 2013)
Image
(Liou and Tzeng, 2007; Aydin and Pakdil, 2008; Clemes et al., 2008;
Jou et al., 2008a; Jou et al., 2008b; Nejati, Nejati and Shafaei, 2009;
Wen and Yeh, 2010; Kuo, 2011; Mikulic´ and Prebežac, 2011; Aydin
and Yildirim, 2012; Khuong and Uyen, 2014; Ali, Dey and Filieri,
2015; Basfirinci and Mitra, 2015; Hussain, Al Nasser and Hussain,
2015; Min and Min, 2015; Calisir, Basak and Calisir, 2016; Jeeradist,
Thawesaengskulthai and Sangsuwan, 2016)
Advertising (Kim, Kim and Hyun, 2016)
Policy (Moufakkir, 2010) (Balcombe, Fraser and Harris, 2009)
Passenger characteristics
(Park, Robertson and Wu, 2005; Pakdil and Aydın, 2007; Lu and Ling,
2008; Wen and Yeh, 2010; De Jager, Van Zyl and Toriola, 2012; Gures,
2014; Laming and Mason, 2014; Leong et al., 2015)
Trip details
(Feng and Jeng, 2005; Pakdil and Aydın, 2007; An and Noh, 2009; Ne-
jati, Nejati and Shafaei, 2009; Park, Robertson and Wu, 2009; Gures,
2014; Laming and Mason, 2014; Leong et al., 2015)
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Methodology
5.1 Introduction
Chapter 5 outlines the research methodological underpinnings. It provides a discussion of the
ontological and epistemological assumptions underpinning the research and its paradigmatic
stance. The overall aim and the four research objectives are addressed through a mix
of qualitative and quantitative methods, which are thoroughly discussed in terms of their
adoption rationale, design, data collection and analysis, as well as their order and stage of
integration. The chapter concludes with a disscussion of research validity and reliability,
ethics, health and safety considerations.
5.2 Research Aim and Objectives
This study aims to critically evaluate the relationship between in-flight meal satisfaction,
overall flight satisfaction, and loyalty among long-haul business and economy passengers
on-board Arabian Gulf Full-Service Carriers (AG-FSCs).
To achieve this aim, four specific objectives were established:
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1. To establish the dimensions of airline service quality and in-flight meal satisfaction;
2. To identify the factors associated with in-flight meal satisfaction and overall flight
satisfaction in long-haul business and economy class on-board AG-FSCs;
3. To develop a conceptual model of in-flight meal satisfaction, overall flight satisfaction
and loyalty based on literature review and findings of preliminary studies; and
4. To determine the importance of in-flight meal satisfaction in predicting overall flight
satisfaction and loyalty in comparison to other SQ factors.
Crotty (1998, p. 3) describes methodology as “the strategy, plan of action, processer design
lying behind the choice and use of particular methods and linking the choice and use of
methods to the desired outcomes”. Echoed in this study, the exploration and identification
of attributes related to in-flight meal satisfaction, overall flight satisfaction and loyalty is
addressed by critically reviewing the literature of ASQ, consumer behaviour, and food
preference and acceptance models. Informed by exploratory studies of netnography and
interviews to confirm the findings of the literature review, a questionnaire was developed.
5.3 Research Philosophy
The nature of a research paradigm is shaped by the assumptions of three stances making
a research philosophy (Guba, 1990). The latter refers to a system of assumptions and
beliefs about the development of knowledge (Saunders, Lewis and Thornhill, 2016). Its
classifications of ontology, epistemology, and axiology (Collis and Hussey, 2009; Teddlie and
Tashakkori, 2010) and their conflicting application to the quantitative - qualitative dichotomy
debates, are a major dilemma among researchers (Mkansi and Acheampong, 2012). Ontology
refers to the nature of reality and how many realities exist. Literature suggests two main
ontological positions: objectivism and subjectivism. Objectivism portrays the position that
social entities exist in reality external to social actors, while subjectivism holds that the
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perceptions and actions of the social actors is what creates the social phenomena (Moufakkir,
2010; Saunders, Lewis and Thornhill, 2016). Epistemology, in contrast, surrounds what
constitutes acceptable and legitimate knowledge, and the way this knowledge is acquired and
communicated to others (Teddlie and Tashakkori, 2010). It seeks to understand “the meaning
of the term knowledge, the limits and scope of knowledge and what constitute a valid claim
to know something” (Tribe, 2004, p. 46). The third philosophical stance is axiology, which is
concerned about the role of researcher reflexivity and values in the research process (Holden
and Lynch, 2004; Teddlie and Tashakkori, 2010).
The most prevalent philosophies within the scope of business and management and social
sciences are: positivism, interpretivism, critical theory or postmodernism, pragmatism, and
critical realism (Phillips et al., 2000; Saunders, Lewis and Thornhill, 2016). While these
comprise the most dominantly discussed philosophies, they are by no means exhaustive,
but rather embody the most commonly applied paradigmatic doctrines, in a wider range
of paradigms. Other classifications have been emphasised to offer valuable paradigmatic
perspectives for a spectrum of research enquiries, i.e. post-positivism (Petroski, 2011) and
social constructionism (Crotty, 1998; Alvesson and Sköldberg, 2009), which are considered
an extreme variation of interpretivism and the opposite of positivism. Table 5.1 (see page
122) provides a summary of the five major philosophies, overviewing their ontological,
epistemological, and axiological entities and their applicable method(s).
The concept of correct and incorrect approach is deceiving and paradigm appropriateness
is rather defined by the scope, aim and research objectives (Saunders, Lewis and Thornhill,
2016). In practice, a simple distinction between qualitative- inductive and quantitative-
deductive, rarely exists, and studies arise from a much more pragmatic point of view (Johnson
and Onwuegbuzie, 2004). In a pragmatic approach, researchers believe that organisms are
constantly trying to adapt to the new situation, hence they constantly try to improve from the
past understandings in a way that fits the current world (Johnson and Onwuegbuzie, 2004).
Taking a non-purist, mixed position allows a researcher to mix design components in a way
that fulfils research objectives and questions (Johnson and Onwuegbuzie, 2004).
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In this research, the main objective is to identify factors related to in-flight meal satisfaction,
overall flight satisfaction and measure their causal relationships with loyalty, taking account
of the influence of passenger and flight-related factors. With this premise in mind, this study
adopts the pragmatic philosophical stance in a form of a sequential exploratory mixed method
approach from qualitative (Phase 1: deductive and Phase 2: inductive) and quantitative
(Phase 3: deductive) paradigms.
The mixed methods iteration of a mixed logic of inquiry, inductive and deductive (Teddlie
and Tashakkori, 2010) is adopted by this study combining induction (pattern discovery
from systematic review and interviews), deduction (netnography and testing hypotheses via
questionnaire) and abduction (results interpretation combining netnography, interviews, and
questionnaire). The overall conceptual framework development and testing occurred in a
deductive- inductive- deductive manner, as summarise in Table 5.2 (see page 123).
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Table 5.1 Comparison of Five Research Philosophies
Ontology Epistemology Axiology Typical Method
Positivism
One true reality Observable and measurable
facts.
Contributes in causal explana-
tion and prediction
Value-free research Deductive, quantitative meth-
ods of analysis, highly struc-
tured, large samples
Critical realism
The truth is stratified and
layered into the empirical/
the actual and the real
Facts are social constructs.
Contributes in historical causal
explanation
Researchers’ world views, cul-
tural experiences and upbring-
ings are acknowledged to cause
bias.
Researcher is as objective as
possible and tries to minimise
bias
Retroductive, in-depth his-
torically situated analysis of
pre-existing structures and
emerging ones.
Range of methods as subject re-
quires
Interpretivism
Multiple meanings, interpre-
tations and realities
Focuses on narratives and inter-
pretations and assume theories
and concepts to be so simplis-
tic.
Contributes in new worldviews
and understandings
Subjective and value-bound re-
search.
Researcher is part of the sub-
ject and their interpretations
are key to contribution.
Researcher is reflexive
Inductive, small samples, in-
depth investigations, qualita-
tive methods of analysis and
high interpretation volume
Postmodernism
Complex and socially con-
structed through power rela-
tions.
Some meanings, interpreta-
tions and realities are more
dominant than others
What counts as reality and truth
is decided by the dominant ide-
ology.
Focuses on absent and silent in-
terpretations and voices.
Contributes in exposure of
power relations and challenge
the dominant views
Researcher is value-bound and
seeks to reveal injustice.
Researcher is deeply reflexive
Deconstructive, reading texts
and realities against oneself, in-
depth investigations, typically
qualitative methods of analysis
Pragmatism
Complex, rich and external.
Reality is the practical con-
sequence of ideas
True theories and knowledge
are those that enable successful
actions.
Focuses on problems, practices
and relevance.
Contributes in problem solving
and informs future practice
Value-oriented research.
Researcher value and doubts
initiate the research.
Researcher reflexive
Following research problem
and question, mixed, multiple,
qualitative, quantitative, action
research.
Emphasis on practical solu-
tions and outcomes
Source: Onwuegbuzie, Johnson and Collins (2009); Saunders, Lewis and Thornhill (2016)
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Table 5.2 Conceptual Framework Development Logic
Research Phase Purpose Logic of Enquiry
Phase 0: Systematic Review Systematic analysis of journal articles Inductive
Phase 1: Netnography Empirical identification of related factors Deductive
Phase 2: Semi-Structured Interviews
Further identification and explanation of re-
lated factors
Inductive
Phase 3: Questionnaires Testing relationships Deductive
5.4 Research Approach
The main assumption, held by the researcher, that guided the research design was that the
influence of in-flight meal on satisfaction and loyalty is greater than reported in the literature
(Mills and Clay, 2002; Zahari et al., 2011). Glass (1976) highlighted the importance of
secondary data analysis in developing a thorough understanding of the research area. This
enables a comparison with new research and facilitates new discoveries (Veal, 2011; Saunders,
Lewis and Thornhill, 2016). Thus, an extensive literature review was conducted to identify
the relative importance of the in-flight meal in relation to other service quality attributes. The
in-flight meal was found to lack evaluation in ASQ studies, despite passengers’ emphasis
on its significance in some studies, as such Feng and Jeng (2005); An and Noh (2009); De
Jager (2013); Namukasa (2013); and Laming and Mason (2014). Alongside, were the limited
studies on AGCs which were selected as the data collection context, detailed in Chapter 2.
Furthermore, it was noticed that most of the studies were conducted using a mono-method,
which was questionnaires, and few studies depended on mixed methods (e.g. Delbari et al.,
2016; and Jeeradist, Thawesaengskulthai and Sangsuwan, 2016). The utilisation of a mixed
method approach reflects the flexibility of the pragmatic philosophy (Denscombe, 2008) that
this study adopts.
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As this study is mainly concerned about relationships between variables, merely relying
on existing knowledge can lead to omitting certain phenomena or variables (Confirmation
bias). The local context of the study, i.e. passengers on-board AG-FSCs, means that the
knowledge used may be too abstract and general for direct application to such a specific
situation (Johnson and Onwuegbuzie, 2004). This applies to what has been previously
discussed, that very little academic research is available on the factors that influence in-flight
meal satisfaction and its relationship to overall satisfaction and loyalty (e.g. re-booking,
recommendation, positive word of mouth). Thus, an exploratory qualitative approach was
adopted in Phases 1 and 2 to explore and identify constructs and hypotheses, hence support
Phase 3.
This need for a qualitative study is supported by Creswell et al. (2003) and Onwuegbuzie,
Bustamante and Nelson (2010) when little information on the subject is available, when
there is a need to narrow and focus the possible variables or to maximise appropriateness and
utility of the instrument used. The qualitative approaches utilised to gain in-depth insights
about the topic are netnography of online passenger reviews and semi-structured interviews
with passengers. In previous studies of ASQ and in-flight meals, netnography has only been
used once by Misopoulos et al. (2014) who used tweets to uncover customer experiences
using opinion mining to analyse the data. At the time this was a very new way to explore the
area of airline satisfaction. This study, however, adopted a purely qualitative data analysis
technique, which is content analysis. Further detail is given in subsection 5.8.5. Figure 5.1
summarises the sequential research process of the study.
To generate robust conclusions and generalise findings to a larger sample and infer results to
a population, the comprehensive qualitative enquiry was complemented with a quantitative
method, i.e. questionnaire (Creswell et al., 2003). The strength of the questionnaire lies
in its quickness, intensiveness (Saunders, Lewis and Thornhill, 2016), and effectiveness
to measure opinions and attitudes (Johnson and Turner, 2003). Moreover, the quantitative
approach and especially the questionnaire, was the mostly used data collection tool in ASQ
studies reviewed in Chapter 2 and has proven successful in obtaining data from large samples.
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Hence, it is suitable for this study where the sample is passengers and model’s development
and comprehension of its variables’ relationships, is the aim.
Figure 5.1 Overall Research Process
5.4.1 Mixed Methods Order, Dominancy and Integration
In any mixed method design, three aspects must be clearly addressed, namely; time order,
status of dominancy, and stage of integration (Miles and Huberman, 1994; Johnson and
Onwuegbuzie, 2004; Brannen, 2005; Johnson, Onwuegbuzie and Turner, 2007; Creswell,
2007; Punch, 2013; Abeza et al., 2015). Regarding time order, combining qualitative and
quantitative approaches should highlight whether data collection will occur sequentially (in
multiple phases) or concurrently (one-off). Sequential mixed method designs enfold at least
two stages of data collection that occur chronologically (QUAL → QUAN or QUAN →
QUAL), where the conclusions of the first stage lead to the formulation of questions, data
collection, and data analysis of the second stage, and the final inference is, therefore, based
on the results of both stages (Teddlie and Tashakkori, 2006). In this research, sequential
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exploratory mixed method design was applied. This decision was taken due to very limited
studies in an under-researched area where research questions are relatively unformulated and
knowledge is not expected to be complete (Hammond, 2005; Creswell, 2009), and to use the
data derived to draw in more variables to build an instrument (Creswell et al., 2003). In this
study, themes, constructs, and indicators drawn from the literature review, online reviews
and semi-structured interviews were used to inform survey design. Figure 5.2 represents the
research design, where qual stands for qualitative, QUAN for quantitative, "→" for sequential,
capital letters denote dominancy, high priority or weight, and lower-case letters denote the
opposite.
Figure 5.2 Mixed Methods Design
Status of dominancy refers to priority given to one method over the other based on the
researcher interests and study objectives. Although both methods are of importance to the
success of this study, as they complement each other, the main methodological approach
generating findings is quantitative (Teddlie and Tashakkori, 2006). Further, stage of inte-
gration, is when and where a combination of approaches is applied. As per Punch (2013),
mixed method combinations come in three forms: combined methods, combined data and
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combined findings. Whilst Creswell et al. (2003) maintained that integration can be in
research question, data collection, and/or data analysis and interpretation. In this study,
method integration is realised via qualitative methods informing the instrument design, data
collection integration occurs in the qualitative open ended questions and comments space
in the survey form, and data analysis and interpretation integration in the way that both
methods’ findings will be combined when discussing results, so words give meaning to
numbers and numbers give precision to words (Johnson and Onwuegbuzie, 2004; Teddlie and
Tashakkori, 2006). As argued by Yin (2006), the stronger the methods integrate throughout
the procedures; the more benefit can be drawn from using a mixed method approach. With
this level of integration, some have argued that the term “mixed model” is more appropriate
in which mixing goes beyond the type and number of methods (Caracelli and Greene, 1997;
Bazeley, 2004). Throughout this research, mixed methods is used to indicate any type of
mixing and integration, at all stages.
5.5 Research Design
Guided by the past literature and research objectives, a mixed design of qualitative and
quantitative methods is employed in this research. The implementation of both approaches
in a single study has gained popularity as a research methodology "continues to evolve
and develop, and mixed methods is another step forward, utilizing the strengths of both
qualitative and quantitative research" (Creswell, 2009, p. 203). Mixed methods research has
been defined as the third methodological paradigm that combines intellectual and practical
strengths of qualitative and quantitative research to provide the most informative and useful
results (Johnson, Onwuegbuzie and Turner, 2007). Denscombe (2008) and Onwuegbuzie,
Bustamante and Nelson (2010) provided five purposes for mixing methods: to reach better
data accuracy; to produce a more completed picture by combining information; to avoid
biases intrinsic to single method approaches; to produce a stronger analysis by contrasting
data; and to use one method as an aid for instrumental construct and sample screening.
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Other advantages from using the two approaches combined have been listed in Johnson,
Onwuegbuzie and Turner (2007) and Creswell (2013), more importantly the comprehensive-
ness gained. This comprehensiveness gives a strength of using a mixed method approach
in a single study in a way that allows 1) one method strength to overcome other method
weakness; 2) broader range of questions to be answered; 3) expanded understanding of
research problems; 4) numbers to add precision to words and words to explain numbers; 5)
adding more insights and understanding; 6) producing more complete knowledge to inform
theory and practice; stronger conclusions via findings convergence.
5.6 Research Methods
According to Jennings (2005, p. 103), "a method is constituted of the tool for data collection
and analysis". This study is an exploratory research that uses mixed methods to collect
data. As stated by Onwuegbuzie, Johnson and Collins (2009), stances and assumptions
influence inquiry decisions, among which is the method of data collection and analysis.
As a pragmatist, the researcher is not committed to any single system of philosophy and
has freedom to choose methods that best meet the research needs (Creswell, 2007). As
previously mentioned, methods to be used for this study are netnography, interviews and
questionnaires. Table 5.3 shows methods used and the data collection plan. A detailed data
collection schedule is also provided in Appendix E.
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5.7 Phase 0: Literature Review
A critical literature review was conducted, which aimed at assessing the existing frameworks
of ASQ and food related behaviour, identifying prevalent gaps in knowledge and acting as
an initial step in development of the study’s conceptual framework. As part of the literature
review, a systematic review of 68 journal articles on ASQ models was carried out to feed into
research conceptualisation and gaps identification. The analysis not only identified existing
knowledge of ASQ models, but it also provided a comprehensive overview of methods
utilised in previous studies, which informed selection of approaches for this study (see
Figure 5.3). By doing so, Research Objective 1 was realised (see Chapter 2).
Figure 5.3 Research Design: Systematic Review
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Research Objective 1
To establish the dimensions of airline service quality and in-flight meal satisfaction
5.8 Phase 1: Netnography
In a mixed methods research, much is contributed by the qualitative part of the research.
Qualitative studies can make contexts explicit and aid the development of quantitative
measures, especially when measures are limited or subject to change. However, beyond
the supportive and auxiliary role of qualitative research in contributing to enquiry of the
quantitative research, it provides deeper meanings and understandings (Creswell et al., 2006).
For these purposes, this study starts with a qualitative phase divided into a netnography phase
1 and interviews phase 2 to explore passengers’ experiences. This section presents Research
Phase 1, the netnographic approach, which aims to identify factors associated with in-flight
meal and overall flight satisfaction (Research Objective 2). It first provides the rationale for
the method choice, followed by the netnographic research design, its stages and strategies.
Research Objective 2
To identify the factors associated with in-flight meal satisfaction and overall flight
satisfaction in long-haul business and economy class on-board AG-FSCs
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5.8.1 Overview: Netnography
Initiated by Robert Kozinets in 1995, netnography emerged as an adaptation of ethnography
to observe and study online communities and cultures (Kozinets, 1997, 2002). It is also
referred to as virtual ethnography, webnography, digital ethnography, and cyber-anthropology
(Kozinets, 2012). Initial netnographic research aimed at observing consumers in order to
construct a thick description of their identities (Geertz, 1973). Netnography, however, can
go beyond simple gathering and descriptive mapping of data around numbers and themes,
into interpretation and deeper explanation (Kozinets, 2015). Four archetypal practices of
netnography exist; symbolic, digital, auto, and humanist. While the most human role of
interpretation is favoured over computerised tools in symbolic and auto netnographies, digital
netnography uses a technical, highly calculative approach to download, capture and analyse
online cultures. In auto-netnography, self-networks and private communications and thoughts
are traced out, highlighting the participative role of the netnographer in the research. As a
different type of practice, humanist netnography deploys technologies and humanises them
to take real cultures into virtual, making them accessible to a wider social audience through
social media (Kozinets, 2015). This study practices symbolic and digital netnography in
observing passengers’ experiences, utilising a computer-assisted, as well as human voices, in
analyses and decision making.
5.8.2 Rationale: Netnography
Online interaction is a form of culture that has become an increasingly important source of
data of consumption and buying behaviour data in the age of the internet (Fang et al., 2016).
With the emergence of communication technologies, millions of consumers interact through
online spheres and cyber-cultures (La Rocca, Mandelli and Snehota, 2014) forming ideas
and decisions about products and destinations (Liu, Wu and Li, 2018). The fact that these
communications take place virtually does not make their effect less real. Rather, boundaries
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between the virtual and the real have become fuzzy and inseparable. Online activities are
part of the real presence of their performers, including consumers serving to order and direct
their behaviour (Jones, 1995; Kozinets, 1998; Kozinets, 2010). Communication technologies
continuously contribute to shaping consumer-company relationships (Brown, Kozinets and
Sherry, 2003; Dholakia and Zhang, 2004; Sun et al., 2006). Consumers not only share their
opinion but continuously redefine the meaning of these companies and products to their lives
(Cova and Cova, 2001).
Passengers’ high internet usage and the large number of platforms where flying experiences
are shared and airlines are reviewed, provide a rich platform for data collection (Lacic,
Kowald and Lex, 2016; Xiang et al., 2017). Using the internet expands the search for indica-
tors, constructs, and outcomes from naturally occurring data that have not been influenced by
the researcher (Kozinets, 2002). The ability to capture the unedited voice of the consumer,
that is richer and more revealing, is the foremost advantage of netnography (Taylor, 2000).
Other advantages are; the convenient and accessible data, that is anonymous by nature, ready
to be downloaded in its existing format, and trackable at any point of time (Wittel, 2000;
Kozinets, 2002; Dholakia and Zhang, 2004; O’Reilly et al., 2007; Whalen, 2018). Besides its
various advantages, netnography has some disadvantages including the difficulty of inclusion
and exclusion given such rich and diverse data, (Wittel, 2000; Kozinets, 2002; Dholakia
and Zhang, 2004; O’Reilly et al., 2007), the unidentified informant, which questions trust-
worthiness and accuracy, especially in online sites where users are not verified (Shin et al.,
2018), and the limitations in understanding cultural meanings and personal preferences from
behind the screen (Stamolampros et al., 2018). In seeking to diminish the effect of these
disadvantages on this research, a second exploratory phase followed (Phase 2 Interviews).
5.8.3 Research Design: Netnography
As guided by Kozinets (2002); Langer and Beckman (2005); and Kozinets (2010), a netno-
graphic research project constitutes three major blocks; prepare and design, entrée and collect,
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and analyse and present. Figure 5.4 depicts the detailed plan of this study incorporating these
three main blocks and their subsequent stages.
Figure 5.4 Research Design: Netnography
Three stages make the prepare and design block, introspection, investigation, and information.
As the name indicates, the purpose of this stage is to prepare the research and direct its
enquiry in a way that enables subsequent stages to achieve the desired objective (Kozinets,
2002).
1. Introspection: researcher’s motivation and interest
Prior to any netnographic study, one should begin with an introspective look at one’s
own self. As netnography is mainly about exploring human experiences in an online
environment that is observed by the researcher, the social and psychological position
of the researcher is at the very foundation of the netnographic endeavour. Social
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introspection or axiology is about how the individual differences can inform ethno-
graphically driven introspection. Minowa, Visconti and Maclaran (2012) developed an
approach called Xenoheteroglossic Autoethnography (XHAE). This focuses on how
cultural and situational diversity can orient reflexivity toward insights generation and
the researcher’s relation to other researchers and informants. XHAE differs from the
auto-netnography previously explained in section 5.8.1 in a way that XHAE looks at re-
searcher’s self-values and beliefs to direct the research quest whereas auto-netnography
as an archetype of netnography seeks to use the perspective of netnographic reflexivity
as a contribution to theory and knowledge (Kozinets, 2015). In any autoethnography, it
is important to attain distance between being part of a social or cultural phenomenon
and, at the same time, being an objective part of the scholarly group (Kozinets, 2015).
In this study, the researcher’s belief that there is much more to know about the topics
of interest than reported in the literature, especially in less explored continuums such
as online sites, and the desire to develop a framework dedicated to the Arabian Gulf
air travel market, drives the netnographic phase of this research. In this stage, it is
important to constantly be aware of the bias caused by axiology and prior knowledge of
the inquiry that inevitably directs the attention and focus of the researcher. Therefore,
and for further validation, a second exploration phase of interviews followed. Further
details on researcher reflexivity are found in Chapter 8.
2. Investigation: research question formulation
A focused research question is the first step of a netnographic study. The formulation
of this question is inevitably shaped by a variety of forces, not only the profound
desire for knowledge and curiosity, which was explained in introspection stage, but
also the existing theory and data in the field of interest (Kozinets, 2015). Although the
final research question may differ from the initial one, it is still useful to begin with a
research question, which can evolve through the investigation process (Belk, Fischer
and Kozinets, 2013). In Creswell (2009), five guidelines on formulating a research
question are presented. Adapting these guidelines to netnography, one should start
with a single broad guiding question, that is amendable to the online netnographic
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inquiry. This question can further be divided into sub-questions that elaborate parts of
the broad question. The question wording should reflect the interest of the research,
e.g. where for locating people and topics in online sites, how and when if the interest is
in processes, who if informants themselves are the focus of the inquiry, what as the
most useful question when description of things and types is the concern, and rarely,
why for when the aim is to find evidence. In this study, the main question that the
netnographic phase aims to answer is What are the factors associated with in-flight
meal satisfaction, overall flight satisfaction, and loyalty among passengers’ on-board
AG-FSCs? (Research Objective 2).
3. Information: Ethical considerations
A research design that considers ethics as an afterthought to entrée and data collection
is misleading. Instead, ensuring an ethical research stance must be a foremost step in
any netnographic project planning. This is because ethics shape decisions in all the
research stages, from approaching people to presenting results (Kozinets, 2015). In his
handbook on virtual ethnographies, Boellstroff (2013) offers nine general guidelines
on ethical contemplations grouped into rapport and interaction, informed consent, legal
risk, and anonymity. These guidelines, however, do not entirely apply to the situation
of this study where the netnographer is taking a passive rather than a participative role.
The general assumption that public data, including consumer reviews, is a public
property is mistaken (Zimmer, 2010). The fact that people’s postings are public, does
not automatically lead to the conclusion that embedded unspoken consent is given for
any use of the data (Kozinets, 2015). However, and according to the internet research
pioneer Walther (2002), people who post material on a publicly available communica-
tion system should realise it is public, not confidential or private. Additionally, Hudson
and Bruckman (2004); LeBesco (2004); and Bakardjieva (2005) who conducted a
research in potential harm in online chatrooms studies argued that informing consent
is impractical and consent waiver is appropriate most of the cases. In line with this,
Johns, Chen and Hall (2003, p. 159) reported that "many list owners and newsgroup
members deeply resent the presence of researchers and journalists in their groups".
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Unlike participative netnography, where human subjects research protocols about
informed consents and related permissions pertain, the use of archival materials is more
liberal. Bassett and O’Riordan (2002) suggested gaining consent to online published
opinions is not always possible, as commenters cannot be continuously accessible.
They added that research of textual materials that individuals have chosen to output
via the internet should not be overly complicated. This stance not only highlights the
issue of ethics in terms of informed consents, but refers to data marginalisation in the
inclusion/exclusion process due to overly protective research ethics.
From a legal standpoint, and as stated by Markham and Buchanan (2012, p. 2) in
their Committee Report “no official guidance or “answer” regarding internet research
ethics have been adopted at any national or international level”. Analysing archives
does not constitute human subjects research, specifically, when the researcher does
not record the identity of the communicators and when the researcher can legally
gain public access to these archives. However, not recording identities no longer
suffices due to the simplicity of tracing direct quotes through search engines (Zimmer,
2010). Legal scholar, (Lipinski, 2006, 2008) suggested that netnographers should
avoid identifying individuals through their names, pseudonyms, or other identifying
information. Nevertheless, even when individuals happen to be identified, no liability
of privacy invasion should be claimed, because online communication media is legally-
viewed as public. Thus, in this study, and to provide sufficient data anonymisation,
no names, pseudonyms, direct and even modified quotations from online websites
were used and the analysis of contents solely relied on numbers and frequencies of
indicators’ occurrence.
5.8.4 Data Collection: Netnography
After a proper identification of the research purpose and question, netnographic data collec-
tion starts with selecting the suitable-for-investigation online communities. The identification
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of preferred communities starts with data familiarisation, websites evaluation, and selection,
constituting the second block of this netnographic study (see Figure 5.4, page 134).
4. Interview: Data familiarisation
The major diversion point at this stage is whether the researcher knows exactly where to
collect data from. If online sites are predefined, then data collection should immediately
begin. However, when the researcher is not certain which sites to use and which are
most relevant to the research question and focus, the guidelines of Kozinets (2015)
can guide the research quest. First, break search question into keywords, enter these
keywords and their variations into any favourable search engine, preferably all. Second,
thoroughly investigate every website that seems even remotely relevant and move from
general and broad sites to more specific and narrow ones. Finally, choose particular
routes and pursue them guided by your research question and the discoveries made
along the way. In this study, despite initially identified popular online data collection
sites that serve the research purpose e.g. Skytrax and Airlinratings.com, the main
drive of the netnographic phase is a comprehensive capture of indicators from a
wide network of sites, hence looking beyond forefronts is important. Search engines
Google search, Bing, and Yahoo search were used. Keywords used to identify possible
relevant websites were; Passenger experience, tourist experience, passenger reviews,
airlines ratings, passenger satisfaction index, select an airline. Table 5.4 represents
the initial selection of 20 communities where discussions on flight satisfaction take
place. Only independent review sites within the air travel industry were considered for
data collection and airlines’ official websites were excluded as they contain no reviews
on them. The table gives details on users’ number, traffic volume and forums names
where applicable.
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Table 5.4 Websites and Number of Passengers’ Reviews of Emirates and Oman Air as in March 2017
Website No. of Users(000) Traffic (No. of Posts) Total Location Forum
Emirates Oman Air
www.tripadvisor.com 340,000 9732 468 10,200 USA Air Travel Forum
www.airlinequality.com 972 1091 228 1,319 UK A-Z Airline reviews
www.seatplans.com 288 900 168 1,068 USA Airlines Reviews
www.consumeraffairs.com 7,700 414 0 414 USA Airlines Travel
www.instagram.com/inflightfeed
www.inflightfeed.com
15 396 main posts 396 USA In-flight feed
www.airlineratings.com 324 265 28 293 Australia Passenger Reviews
www.opodo.co.uk 1,400 212 16 228 UK Airlines
www.productreview.com.au 4,700 212 2 214 International Airlines
www.seatguru 4,300 190 4 194 USA -
www.airlines-inform.com 100
38 160
dis.
6 11 dis.
44 171
dis.
Russia Airline Reviews
www.yelp.com 160,000 40 0 40 USA -
www.airlines.wanderbat.com 186 22 4 26 USA
Air Travel & Rewards Programs/
Airlines
www.fly.co.uk 77 10 10 20 UK
www.silvertraveladvisor.com 69 13 0 13 UK Reviews
www.frequentflier.coma 660 26,990,450b - USA -
www.which.co.uk 9,500
Access
req.
Access
req.
- UK -
twitter.com 317,000 Many forums and hashtags - USA -
www.airliners.net 237 9,097,323b - USA Trip reports
www.virtualtourist.com 1,300 22,884 50,309 74,493 USA Travel answers
www.air-valid.co.uk 256 2175 74 2249 UK Evaluated airlines
a www.flyertalk.com.
b The number indicates all posts and no specification to Emirates and Oman Air was possible to dictate.
5. Inspection: Websites evaluation and selection
Once potential websites are identified, it is necessary to select which to specifically
use for data collection. To aid such a decision, a comparison between websites takes
place. Websites are compared in terms of their relevancy, activeness, interactive nature,
substantiality, heterogeneity, and richness. Table 5.5 provides a concise definition of
each criterion prior to using them to compare between sites.
Applying these criteria to the websites from stage 4 facilitated the choice of two
major websites that will serve the focus of Phase 1 of this research. Airline specific
websites that are of active and updated nature and contain verified reviews, were
chosen; Airlinequality.com (Skytrax) and Airlineratings.com. Both websites provide
free text review content, a recommendation binary indicator and several five-star ratings
categories, which are Airline, Airport, Lounge, and Seat in Skytrax and Value for money,
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Seat and Cabin Space, Customer Service, In-Flight Entertainment, and Meals and
Beverages in Airlineratings.com, as can be seen from Figure 5.5.
Table 5.5 Criteria for Websites Selection
A website that has
Relevancy data that are relevant to the research question and focus
Activeness recent and regular communications
Interactive a flow of communications between members
Substantiality a mass of communicators
Heterogeneity similar type of participants, composing a strong social sense
Richness detailed and descriptive rich data, e.g. postings, podcasts, or videos
Source: Kozinets (2015)
Note: Review and ratings showed in these figures are authored by the researcher herself for elicitation
purposes.
Figure 5.5 Skytrax and Airline Ratings Review Interfaces
Despite the direct information given by the star-rated items, review text sentiments
are found to highly correlate to traveller satisfaction (Lacic, Kowald and Lex, 2016).
Therefore, and for the purpose of identifying indicators for this research, only textual
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reviews were evaluated. A review is an unstructured and complex text initiated by
reviewers and distributed into a series of complete sentences called comments (Lei
and Law, 2015). Reviews included are those concerned with Emirates and Oman Air;
business and economy classes; long-haul flights (6 hours and longer); leisure purposed
trips; which are not older than a year as of March 2017 when data collection started.
The reasoning for defining these criteria is explained subsequently and in detail in
Chapter 1. Table 5.6 provides a descriptive comparison among online sites and the
final decision of inclusion or exclusion.
Table 5.6 Assessment of Online Sites for Inclusion/Exclusion
Website Included Reason of Inclusion/ Exclusion
www.tripadvisor.com No Not airline specific
www.airlinequality.com (Skytrax) Yes Airline specific, popular, active, updated
www.seatplans.com No Outdated
www.consumeraffairs.com No Not airline specific, no reviews on Oman Air
www.inflightfeed.com No Not airline specific
www.airlineratings.com Yes Airline specific, popular, active, updated
www.opodo.co.uk No Not airline specific
www.productreview.com.au No Not airline specific
www.seatguru.com No Seat related only
www.airlines-inform.com No Not airline specific
www.yelp.com No Not airline specific
www.airlines.wanderbat.com No Not airline specific
www.fly.co.uk No Closed
www.silvertraveladvisor.com No Not airline specific, no reviews on Oman Air
www.frequentflier.com No Questions and discussion board, not reviews
www.which.co.uk No Private platform
Twitter No Not airline specific
www.airliners.net No Closed
www.virtualtours.com No Closed
www.air-valid.co.uk No Outdated
6. Indexing: Data collection strategy
The main concern of any web-based study is the lack of a sampling frame (Hewson,
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2003) and no clear discussion on netnography sampling has been referenced (Kozinets,
2002). Rather, careful choice of forums and message threads is what netnography
sampling aims to achieve (Kozinets, 2002). Therefore, purposive, non-probability
sampling is chosen, which is common in internet based studies (Schonlau, Ronald Jr
and Elliott, 2002; Sue and Ritter, 2007). Taylor (2000) addressed the generalisability
and representativeness of this method of sampling. He argued, in line with Holtz,
Kronberger and Wagner (2012), that despite the generalisability limitation due to the
failure to include people with no access to internet, the same threat can be found in any
other type of sampling method and data collection (e.g. telephone surveys and printed
questionnaires). Therefore, this phase is supported by interviews phase.
From the two websites selected for data collection, eligible reviews, that matched the
sample criteria, have been gleaned. The researcher directly copied data from the online
communications of communities’ members; and drew insights from observing their
interactions and meanings (Kozinets, 2002). With the plentiful amount of data that can
automatically be transcribed when downloaded, the netnographer’s choice of what to
select is critical and should be guided by the research purpose and available resources
(Kozinets, 2015). Therefore, to be certain that no inclusion bias was introduced, Phase
2 Interviews followed for confirmation purposes.
In March 2017, netnographic data collection started. Reviews gleaned where those
concerning flights from March 2016 to March 2017. Reviews of short-haul flights, as
well as the flights that were reviewed within the data collection period but concerned
older flights, were excluded. Also, business trips were excluded due to difficulty in
differentiating whether the business trip was self-funded or employer covered, yielding
a total of 261 reviews included (see Table 5.7). All details related to these reviews have
been extracted and tabulated in Microsoft Excel and then imported into NVivo 12 for
coding. The use of Excel is maintained to be a useful tool in a mixed methods research
as it enables synthesis of varied forms of data from different sources (Niglas, 2007).
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Table 5.7 Assessment of Skytrax and Airline Ratings Online Reviews
Active Verified Airline company No. of reviews on trips from March 2016-2017
Included Excluded
All
Economy class Business class First class
Short-haul
<6 hours
Trip purpose-
Business
Other
Skytrax (www.airlinequality.com)
Emirates 276 151 61 9 19 36
Y Y
Oman Air 40 21 5 1 9 4
Airline Ratings (www.airlineratings.com)
4 5b
Emirates 114 19 0 2
78b 5b
1c
Y Ya
Oman Air 12 3 1 0 4b 4b
Total: 261 Reviews
a Verification included deleting offensive and unrelated reviews.
b Unknown trip duration and purpose.
c Cancelled trip.
5.8.5 Data Analysis: Netnography
The third block of the netnographic study design is the analysis and interpretation block.
Three stages make up this block: interpretation, instantiation and contribution. This sec-
tion concentrates on the interpretation stage only and instantiation and contribution are
highlighted in Chapters 6, 7, and 8.
7. Interpretation: Data analysis and interpretation
Phase 1 Content Analysis was conducted between February- April 2017. The purpose
of the data analysis was to generate an understanding about the views and experiences
of leisure passengers travel on-board Emirates and Oman Air. Websites were analysed
to their full extent and postings/reviews were repeatedly read for complete comprehen-
sion. Despite data saturation became gradually evident before all reviews from Skytrax
were analysed, which manifested itself in repetition of indicators and concepts, the
analysis of all identified reviews was performed for completeness. Extracted data to
Excel spreadsheet was then imported in NVivo 12 (2018) QSR International’s qualita-
tive data analysis Software, where it was classified into eight main groups constituting
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2x websites (Skytrax and Airline Ratings), 2x airline companies (Emirates and Oman
Air), and 2x seat classes (Business and Economy). Reviews in all classifications have
been carefully and repeatedly read, manually coded, and grouped into indicators and
overarching concepts. Further, counting was performed, as frequency is a natural
indicator of the subject significance (Guthrie et al., 2004). Text analysis, however,
went beyond merely counting words to examining language intensity and classifying
the large amount of text into categories that represented similar meanings (Hsieh and
Shannon, 2005).
Content analysis was initially used as a quantitative method. Its first popular use was
to code texts and statistically describe them, referred to as quantitative content analysis
of qualitative data (Morgan, 1993). However, qualitative content analysis goes beyond
numerical description of text to exploration of meanings (Drisko and Maschi, 2016).
Three approaches to qualitatively analyse textual data have been elaborated by Hsieh
and Shannon (2005) according to the involvement of researcher’s inductive reasoning,
namely; Conventional, Directed, and Summative.
In practice, approaches to qualitative content analysis are not mutually exclusive and
can be used in combination (Saunders, Lewis and Thornhill, 2016). They require a
similar analytical process of research question formulation, sample selection, categories
definition, coding delineation, trustworthiness determination, and coding analysis
(Neuendorf, 2017). The key difference among them centres on how initial codes are
developed. While codes are purely derived from the data in conventional content
analysis, they are identified before and during data collection in the directed and
summative approaches. The summative approach, however, is fundamentally different
from the other two approaches as it concentrates on certain words rather than looking
at the data text as a whole (Hsieh and Shannon, 2005).
In this study, Directed Qualitative Content Analysis was used. This approach is used
when existing knowledge and prior research to the phenomenon is incomplete and
would benefit from further explanation (Hsieh and Shannon, 2005; Holtz, Kronberger
and Wagner, 2012). Existing theories in ASQ and food satisfaction helped in bringing
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forward the research question and predicting variables of interest and their relation-
ships, thus helping identify an initial coding scheme and broader categories (A priori)
(Mayring, 2000). The second step was to define determined categories using theory to
serve as an initial framework to identify further codes and categories. Codes brought
forward from the literature of in-flight meal and ASQ are presented in Table 5.8.
Next, using the predetermined codes, online passages were read and first impressions
to represent instances of phenomena under investigation were highlighted. Categories
that are additional to the codebook were given a new code representing a new category
or sub-category (O’Reilly et al., 2007; Fonteyn et al., 2008). Allowing emergent codes
and categories minimises potential coding subjectivity and increases trustworthiness
(Hsieh and Shannon, 2005). The findings of any directed content analysis aim to offer
support or non-support evidence for a theory. As coded data cannot be meaningfully
compared using statistical tests, the use of frequency of codes is more appropriate
(Curtis et al., 2001). Thus, items’ frequencies are the outcome of the netnographic
phase. The results of this phase, the elements of the passenger experience, meal and
overall flight satisfaction and intention to re-book, are presented in Chapter 6.
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Table 5.8 A priori Codebook from the Literature
Overall Category Variables Sub-variables
1 Airline
1.1 Advertising
1.2 Aircraft
1.2.1 Cabin features
1.2.2 Seat class
1.3 Crew
1.4 Image 1.4.1 Safety
1.5 Origin
1.6 Policy
1.7 Price
1.8 Timing
2 Passenger
2.1 Socio-demographics 2.1.1 Culture
2.2 Experience
2.2.1 Experience with airline
2.2.2 Experience with flying
3 Meal
3.1 Meal intrinsic factors
3.1.1 Appearance
3.1.2 Freshness
3.1.3 Portion size
3.1.4 Preparation
3.1.5 Presentation
3.1.6 Quality
3.1.7 Smell
3.1.8 Taste
3.1.9 Temperature
3.2 Meal extrinsic factors
3.2.1 Ethnicity
3.2.2 Menu
3.2.3 Variety
3.3 Passenger requirements
3.3.1 Convenience
3.3.2 Dietary requirements
3.3.3 Familiarity
3.3.4 Food safety/ health
3.3.5 Physical/ emotional state
3.3.6 Preferences
3.4 Meal service
3.4.1 Ability to choose
3.4.2 Responsiveness
3.4.3 Time of meal service
4 Other products 4.1 Airport
5 Satisfaction 5.1 Satisfaction
6 Loyalty
6.1 Recommendation
6.2 Re-book intention
7 Trip details
7.1 Flight duration
7.2 Travel party
7.3 Trip purpose
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5.8.5.1 Computer-Assisted Qualitative Data Analysis
The use of customised software is not a requirement in conducting a robust qualitative
analysis. Its use, however, enables a better illustrated analysis than when working manually
(Silver and Lewins, 2014b). Computer-Assisted Qualitative Data Analysis Software (CAQ-
DAS) is essentially project management package that performs several tasks such as data
storing, organising, coding, retrieval, and visualisation (Di Gregorio and Davidson, 2009;
Kozinets, 2015). Despite their advantages, CAQDAS have become exclusively employed to
deal with overloaded data (Bazeley and Jackson, 2013; Seale, 2013) and their other capabil-
ities remained underestimated (Miles and Huberman, 1994). Bazeley and Jackson (2013)
highlighted one of the most important advantages favouring computer-assisted analysis over
manual analysis in that the former can maintain data-researcher distance, which reduced the
risk of being lost in the extensive data and its potential loss of meanings.
Among CAQDAS packages are ATLAS.ti, QDA Miner, Transana, and NVivo. All share the
same advantage of dictating the choice of tools and their sequence, hence the decision on
what tools to employ rests entirely with the researcher, informed by the interplay between
purpose, methodology, and analytic strategy (Silver and Lewins, 2014a). As a package of
CAQDAS, NVivo is a code-based system that is distinguished from other packages by its
well-developed supportive platform and functionality to incorporate materials from other
applications such as bibliographic and webpages (Leech and Onwuegbuzie, 2011; Silver
and Lewins, 2014b). Thus, NVivo contributes to this study in organising codes derived
from internet forums Phase 1 as well as interview transcripts Phase 2, and systematically
processing these codes in combination with researcher’s memos, annotations, and literature.
Using NVivo not only maintained flexibility and transparency in codes’ emergence as the
project evolved, but most importantly, minimised coding subjectivity, and hence enhanced
study rigour and validity (Bazeley and Jackson, 2013).
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5.9 Phase 2: Semi-Structured Interviews
This section outlines the Research Phase 2, the semi-structured interviews with airline
passengers. The phase aims at supporting Phase 1 Netnography to further identify factors
associated with in-flight meal and flight satisfaction and loyalty as well as to develop a
profound understanding of the imbedded meanings in numbers generated from Phase 1
Netnography and Phase 3 Questionnaires. The section starts with the rationale for the
method, before communicating the research design, data collection and analysis, and finally,
intercoder reliability check.
5.9.1 Rationale: Semi-Structured Interviews
A number of challenges have been highlighted in the netnographic phase in relation to website
and review selection, anonymity, generalisability, trustworthiness, and understanding cultural
meanings from behind the screens. To tackle these challenges, Kozinets (1998) suggests
complementing netnographic studies with other studies utilising different approaches and
techniques. Hence, in this study, a confirmatory phase of interviews was employed. The
research interview is a purposeful conversation between two or more people in a questioning-
answering environment, ranging from unstructured to structured interviews based on required
flexibility (Qu and Dumay, 2011). Semi-structured interview contains pre-defined themes, but
allows sufficient flexibility for emergent ones (Frochot and Batat, 2013; Saunders, Lewis and
Thornhill, 2016). It is a strong tool used in exploratory studies to provide deeper meanings
and explanations (Johnson and Turner, 2003).
Unlike focus groups and qualitative surveys, interviews are the best method when participants
have a personal stake in the topic, such as experiences (Gaskell, 2000). Moreover, they
suit researches of factor-type questions where factors influencing a particular decision is
the main research topic (Braun and Clarke, 2013). In the literature of ASQ, interview has
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proven successful in factor allocation and influence exploration (e.g. Wen and Yeh, 2010;
Calisir, Basak and Calisir, 2016; Delbari et al., 2016; and Jeeradist, Thawesaengskulthai and
Sangsuwan, 2016). Therefore, as the underlying theoretical constructs are known from the
literature and Phase 1, and as the study seeks to provide additional insights into the proposed
constructs (Wu and Cheng, 2013) and eventually fulfil Research Objective 2, semi-structured
interviews were selected for Phase 2.
Research Objective 2
To identify the factors associated with in-flight meal satisfaction and overall flight
satisfaction in long-haul business and economy class on-board AG-FSCs
5.9.2 Research Design: Semi-Structured Interviews
Qualitative research is not a linear process. A good qualitative research design is one where
the data collection method enables data analysis and the latter appropriately answers the
research questions (Braun and Clarke, 2013). In this study, a number of critical consider-
ations were encompassed in the research design of semi-structured interviews, including
research question, sampling, instrument, data collection and analysis. The research design is
represented in Figure 5.6.
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Figure 5.6 Research Design: Semi-Structured Interviews
1. Research Question Formulation
As an extension to Phase 1 Netnography, semi-structured interviews served the purpose
of answering the research question "What are the factors associated with in-flight meal
satisfaction, overall flight satisfaction, and loyalty among passengers’ on-board AG-
FSCs?”.
2. Definition of Sampling Strategy
The sampling strategy followed a mixture of purposive and snowball sampling. A
purposive sample is advocated when a clear focus is there for selecting the sample
(Saunders, Lewis and Thornhill, 2016) which in this study refers to leisure or self
funded business passengers recent experience of Oman Air and Emirates. Unlike ran-
dom sampling in quantitative studies that aims at generalisability, a purposive sampling
strategy aims at generating insights and in-depth understanding (Patton, 2002; Bryman,
2008). However, as individual cases were difficult to identify and reach, a snowball
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sampling tactic was adopted (Saunders, Lewis and Thornhill, 2016). It allowed par-
ticipants’ recruitment starting from the closer network of the researcher outwards
(Braun and Clarke, 2013). Although researchers tend to use snowball sampling when
other means of obtaining data are unavailable, it is still a valid sampling technique
that is widely used in qualitative research (Biernacki and Waldorf, 1981; Noy, 2008).
Therefore, purposive sampling was found to be necessary to recruit people matching
pre-defined criteria, based on the research scope and purpose, aided with a snowball
tactic to recruit an appropriate sample.
3. Sampling Criteria
A sample profile of passengers was defined in order to recruit eligible participants,
comprising two main criteria: Passenger demographics and Flight characteristics
(see Table 5.9). First, in relation to passenger demographics, a participant must be an
airline passenger; who is 18 years or older. This is to ensure that other passengers are
not mistakenly included and that only adults are targeted. Second, in terms of flight
characteristics, passengers who flew on-board Emirates or Oman Air in the last 12
months, as of May 2017 for a flight of 6 hours or longer in business or economy class
and have been served a complimentary meal, were recruited.
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Table 5.9 Passengers Participant Profile
Criteria Items Who is eligible
Passenger demographics
Passenger type Airline passenger
Age 18 years old or more
Flight characteristics
Airline company
Emirates
Oman Air
Seat class
Business
Economy
Duration Long-haul of 6+ hours
Flight date
Within the last 12 months as in
May 2017
Travel purpose
Leisure
Self-funded business
In-flight meal Provision Served a complimentary meal
4. Definition of Sample Size
As qualitative inquiry typically focusses on the information depth, no rule for sample
size is required. A single case can serve the purpose if selected carefully (Patton,
2002). Several ranges of sample sizes have, however, been suggested, depending
on the purpose of the inquiry, study design, accessibility, credibility, and the time
and resources available (Morse, 2000; Patton, 2002; Braun and Clarke, 2013). For
instance, Kuzel (1999) suggested that the sample size in qualitative method can be
anything between 5 to 20, while Creswell (2013) suggested a range from 25 to 30. The
most widely used rationale for sample sizes required to suffice truthful and complete
qualitative inquiries is Saturation (Bowen, 2008). Saturation or data saturation denotes
the point of data collection where qualitative data repeats itself and fails to generate
new information (Bowen, 2008; Onwuegbuzie, Johnson and Collins, 2009). Saunders,
Lewis and Thornhill (2016) argued that saturation can, normally, be reached having
collected data from 4 to 12 participants. In contrary, Guest, Bunce and Johnson (2006)
in their research empirically exploring the ideal number of interviews, suggested that
saturation seems to be reached after 12 interviews, which falls within the range of
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10-30 recommended by Thomson (2011), as a conclusion of 50 reviewed articles. In
ASQ studies, where most studies have relied on questionnaires and semi-structured
interviews were only used once, researchers recruited 30 experts as their study sample
(Delbari et al., 2016). In line with these suggestions, 12 to 30 interviews were antic-
ipated as a necessary sample size to capture a comprehensive picture of the subject
explored.
5. Interview location
In order to find participants who fitted the sampling criteria, selecting a geographical
location with a potentially high concentration of passengers using Emirates and Oman
Air was essential. Therefore, the Sultanate of Oman and UAE were selected for
participant recruitment. As snowball sampling was followed, recruitment started from
the researcher’s close network. Potential participants were approached and assessed for
inclusion using yes/no screening questions in relation to the sampling criteria. Eligible
participants were invited for an interview appointment at their convenience. At the
end of each interview, participants were asked to recommend a potential participant
that they thought would meet the inclusion pre-requisites. Following Lynch and Mah
(2017) and Braun and Clarke (2013), to enhance the level of interactivity and trust,
and to encourage participants to better express themselves, the researcher travelled to
different cities in the two countries and interviews were conducted in a face-to-face
manner in May-July 2017.
6. Language considerations
One aspect this study tries to highlight is the relationship between passenger nationality
and airline origin, and whether one would prefer an airline just because it is a national
carrier (Nejati, Nejati and Shafaei, 2009; Park, Robertson and Wu, 2009; Wen and Yeh,
2010; Basfirinci and Mitra, 2015). Consequently, and because data collection took
place mainly in Oman and UAE, most interviews were conducted in Arabic. The use
of a native language is argued to cause problems when texts are translated back and
forth (Temple and Edwards, 2002; Filep, 2009). However, most academics perceive
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it as a technical problem only (Temple, 2005). Worldwide, scholars at local levels,
who seek cultural meanings, are confronted with the need for translation (Filep, 2009).
Translation is a text transcription from a source language to a target language. It goes
beyond literal transfer of information following dictionaries, to understanding the
language ties to local realities and changing identities (Temple and Edwards, 2002;
Al-Amer et al., 2016). Therefore, to target Arabic speaking participants, all related
interview documents i.e. interview instrument, participant information sheet, and
consent form were translated into Arabic by the researcher herself (Arabic being her
first language), double checked by another English-Arabic bilingual person, and back
translated by a certified translator. A sample of an officially back translated document
is found in Appendix F.
5.9.3 Data Collection: Semi-Structured Interviews
This section outlines details of the semi-structured interview data collection process. It
highlights the interview guide development, stages of the interview process, and includes
pilot and actual data collection stages.
5.9.3.1 Interview Guide Development
Rapport and well-planned questions are the key for successful interview-based qualitative
research, delivered through a well-structured interview guide (Braun and Clarke, 2013).
The latter refers to a series of questions that guide the interviewer-participant conversation.
Following the principles of Johnson and Turner (2003); Berg (2004); and Braun and Clarke
(2013), a number of principles in building a reliable interview guide to generate rich and
detailed accounts to inform the research question, have been taken. Complying with these
principles the interview guide started with an opening question, followed by open-ended
questions that were simple, direct, and sequenced naturally from general to specific. Leading
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questions were avoided, props were used as applicable for elicitation and clarity, and a closing
question was employed to end the interview.
Two sources fed into the design of the interview guide, literature review and findings of the
netnographic study. During data collection, an iterative approach was applied to enable data
analysis from preceding interview to inform all proceeding interviews. This approach has
been argued to be a valuable technique in qualitative research to ensure confidence in themes
in a way that contradictory evidences can be further explained in subsequent interviews
(Patton, 2002). Table 5.10 provides an overview of the underlying themes that have been
incorporated in the interview data collection process and the final interview guide can be
found in Appendix G.
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Table 5.10 Interview Guide Themes
Themes Scope Sources
Airline Company
Flight experience and the airline com-
pany
Netnography& Mikulic´ and Prebežac
(2011); Hussain, Al Nasser and Hussain
(2015); and Calisir, Basak and Calisir
(2016)
Flight experience and seat class Netnography& Park (2007); and An and
Noh (2009)
Reasons of choosing an airline company Soomro et al. (2012)
Airline booking behaviour Soomro et al. (2012); and De Jager
(2013)
Passenger
Companions effect on flight perceptions
and requirements
Netnography
Personal and cultural influences Anderson, Pearo and Widener (2008);
Sum Chau and Kao (2009); and Basfir-
inci and Mitra (2015)
Airport
Importance of airport services and oper-
ations in flying experiences and airline
choice
Netnography& Etemad-Sajadi and
Bohrer (2016); and Wang and Fong
(2016)
Importance of flight routes in flying ex-
periences and airline choice
Netnography
Food
In-flight meal perceptions Netnography & De Jager, Van Zyl and
Toriola (2012); Namukasa (2013); and
Laming and Mason (2014)
Meal relationship to overall flying expe-
rience
An and Noh (2009); Zahari et al. (2011);
and Archana and Subha (2012)
Satisfaction
Overall flight satisfaction Netnography & Wang and Fong (2016)
Perceived value for money Netnography & Wang et al. (2011); Cal-
isir, Basak and Calisir (2016); Hapsari,
Clemes and Dean (2016); and Rajaguru
(2016)
Future Behaviour Influencers of future intentions Netnography & Park (2007); and Wang
and Fong (2016)
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5.9.3.2 Interview Process
This subsection covers the pilot interview stage and the main stage of interviewing partici-
pants.
1. Pilot Interview Stage
Prior to actual interviews, pilot interviews were conducted. Piloting an interview
instrument is the process of pre-testing it for adequacy in eliciting what it intends to
elicit (Kvale, 2008). By doing so, the risk of a project failing due to inappropriate
instrument design is minimised (De Vaus, 2013). Other advantages of a pilot study are
listed in Van Teijlingen and Hundley (2002) and include assessing the researcher skills
of data collection. Similar participants to the main interview stage should be recruited
in the pilot stage (Turner III, 2010). Accordingly, three interview participants who
represented an eligible sample were informed of the pilot-testing process and purpose
and thereafter recruited.
Direct feedback from the participants was obtained. The feedback concerned the
questions, the interviewer and the overarching themes. A few comments on the
wording and structure of some questions were provided. Consequently, questions
were simplified and restructured. Having the research purpose in-mind, participants
approved the relevance of themes and questions. Other benefits of the pilot stage were
the assessment of time and researcher’s skills of interviewing (Van Teijlingen and
Hundley, 2002). Further assessment of the interview guide was conducted, iteratively,
throughout the main data collection (Braun and Clarke, 2013).
2. Main Interview Stage
Following the pilot stage, and once participants were recruited following the pre-
defined selection criteria, the main interview stage began. Interviews were conducted in
a semi-structured style following the interview etiquette of Berg (2004) and Braun and
Clarke (2013) including location, informative instructions, and ethical considerations.
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As previously mentioned, interviews took place in different cities in Oman, UAE,
and the UK(1). The researcher made sure to conduct interviews in places preferred
by the participants to enhance their comfort and trust for example private homes and
public places. As the interview process commenced, a reminder short introduction
about the researcher was given followed by comprehensive instructions based on the
participant information sheet (see Appendix H), including details about the researcher,
the research topic and purpose, the reason behind their selection as participants, and
the anticipated interview length (one hour), which was essential to give the participants
a sense of the required depth of the information provided (Elliot, 2005).
With the participant information sheet are assurance of data anonymity and confi-
dentiality, potential risk, and confirmation of the withdrawal right. Participants were
notified about data analysis and dissemination. Once all details were explained and par-
ticipant queries were answered, a written consent form was collected, (see Appendix I).
Interviews started with a grand tour question inviting participants to recall their most
recent experience with Emirates or Oman Air, hence providing a mental anchor for
them to relate their answers to (Leech, 2002; Obenour et al., 2006). All interviews were
digitally recorded using a voice recorder with permission and subsequently transcribed
verbatim. As the immediate transcription aided in early formation of ideas around
themes and concepts across interviews, it also helped the researcher to detect potential
flaws and limitations in the instrument and correct them. This approach, however,
was not possible throughout the entire data collection process as eventually more than
one interview were conducted in a single day. In these cases, interview recordings
were listened to by the researcher to investigate emergent themes and explore potential
relationships, and hence to refine the interview instrument on an on-going basis.
In order to extract complete stories of participants experiences and draw out further
narratives, probing questions were used (Berg, 2004). Interviewees were probed for
elicitation and clarity using questions such as; Could you tell me more? Then, what
happened? Can you give me an example? when necessary (Johnson and Turner, 2003;
(1)The interviewee had to travel to the UK and therefore, the interview place changed from Oman to the UK.
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Braun and Clarke, 2013). These questions helped to keep the conversation going,
provided the researcher with clarity and a thorough understanding.
5.9.3.3 Interview Duration and Saturation
A range of 12-30 semi-structured interviews was estimated to satisfy the research inquiry.
Data saturation became gradually evident after the 20th interview, where answers and concepts
started reappearing and very limited additional insights emerged. This was more evident
after the 22nd interview. However, two additional interviews were conducted to test whether
existing themes and categories were sufficient (Marshall et al., 2013). In addition to the
number of interviews conducted, interview sampling incorporates the number of contacts with
each participant and the length of each contact (Onwuegbuzie and Leech, 2007a). A simple
multiplication of the three establishes the total contact time. In this study, interviews lasted
between 12 to 40 minutes, with an average interview length of 20 minutes. Unlike in-depth
interviews, which require a length between 60-90 minutes (Elliot, 2005; Marshall et al., 2013;
Taylor, Bogdan and DeVault, 2015), 30 minutes has been argued sufficient in semi-structured
interviews (DiCicco-Bloom and Crabtree, 2006). However, when interviewers are focused in
what they intend to report (Charmaz, 2006) and semi-structured interviews are not the sole
data source (DiCicco-Bloom and Crabtree, 2006), as the case in this study, 30 minutes may
be plenty. Consequently, a total of 8 hours’ audio-recordings were obtained and transformed
via transcription into a written format using Microsoft Word document processor, being a
powerful word processing software (Saunders, Lewis and Thornhill, 2016). This yielded a
sum of 60,932 words in 119 single-spaced pages, which provided a wealth of materials to
analyse and examine (Table 5.11).
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Table 5.11 Interview and Transcription Duration
No. Participant
Interview Time
(≈ min)
Transcript
Word Count
Transcript
Page Count
1 OA1 29 3540 7
2 OA2 15 1742 4
3 E1 12 1345 4
4 E2 16 1935 4
5 E3 17 1992 4
6 E4 16 1915 4
7 E5 14 1930 4
8 OA3 19 2339 4
9 E6 12 1866 6
10 OA4 39 4302 7
11 OA5 38 4166 7
12 OA6 28 3896 6
13 E7 22 2726 5
14 E8 13 1709 4
15 E9 15 2159 4
16 E10 12 2014 5
17 E11 16 2411 5
18 E12 12 1579 4
19 E13 16 1989 5
20 E14 24 3417 6
21 E15 14 2023 4
22 OA7 29 3961 6
23 E16 24 2821 5
24 OA8 33 3155 5
Total 485 60932 119
Total Contact Time ≈ 8 hours
Average Contact Length = 20 minutes
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5.9.4 Data Analysis: Semi-Structured Interviews
This section outlines the semi-structured interview data analysis process. It highlights areas
related to transcription, coding, and method of analysis. Three months were required to
conduct the interview data analysis, from July to September 2017.
5.9.4.1 Transcription Process
All semi-structured interviews were audio-recorded using a SONY hand-held voice recorder
and then transcribed verbatim using a Microsoft word processor. The use of a voice recorder
allowed the recordings to be re-listened to as often as required, hence facilitating the actual
transcription process (Rubin and Rubin, 2011). Interviews were manually transcribed by the
researcher herself at a pace of 56 words per minute and with the aid of Anytune software that
helped rewinding, forwarding, and slowing records. In a slow track speed, interviews were
listened to and transcription was completely done, followed by another round with a normal
sound speed, for monitoring and accuracy checking. This resulted in a ratio of five hours
transcription for a one-hour interview, summing in a total of 40 hours. On the occasions
where accuracy for interview transcription was required, participants were contacted. Their
consents to be contacted for transcription clarifications and future participations were initially
taken, prior to conducting the interviews.
The manual transcription allowed the researcher to familiarise with and immerse herself in
the data (Rubin and Rubin, 2011). As a result, and on a continuous basis, conceptual ideas
were built and reshaped, the instrument was modified, and emerging questions were added.
All interviews were transcribed fully, including the researcher and the participant comments.
As a verbatim style was followed, spoken words and other sounds in the recorded data were
transcribed, including, annotations, emphasis, pauses, movements, and sentiments (Braun
and Clarke, 2013) which, in terms of the Arabic-spoken interviews, required high linguistic
and social skills. In Table 5.12, several instances of verbal and non-verbal transcribed
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annotations are showcased. Two samples of a complete interview transcript (one from each
airline company) are included in Appendices J and K.
Table 5.12 Verbal and Non-Verbal Transcription
Annotation Transcription
Smiling and Laughter
Expressing sarcasm
“. . . . . . so that’s, that’s the most important topic of the interview
(laughter), What did I, what did not I, what did, uh, not I like is
food in particular” (OA6).
Word Emphasis
Reflecting importance
“Well, there was no choice because it was an emergency trip.
So, I have to PAY for that one, because I was running after
time. . . ” (E6)
Silence and Hesitation
Expressing uncertainty
“Um, uh, (long silence) I guess, that will be it. . . .” (E14)
5.9.4.2 Qualitative Template Analysis Method
Data from the interviews were coded to generate themes in order to explain participants’
views of the phenomenon under investigation. In general, codes were derived from phrases
and keywords in the transcribed data, then grouped into categories and themes, as suggested
by Evans et al. (2014). Going about data analysis in this way is referred to as thematic
analysis. Thematic analysis has been defined as “a method of identifying, analysing, and
reporting patterns (themes) within data” (Braun and Clarke, 2006, p. 79). It considers the
search for repeated patterns of meanings across data in a flexible back and forth movement.
Despite thematic analysis being claimed to be a poorly branded method that does not exist
as a separately named method, unlike narrative analysis and grounded theory, it has been
argued that much analysis is basically thematic (Braun and Clarke, 2013). In addition to
its promoted flexibility and incomplexity, the main strength of thematic analysis is that it is
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often not wedded to any pre-existing theoretical framework, hence it can become very useful
when less is known about the topic.
Unlike generic styles, such as framework analysis (Spencer and Ritchie, 2002), matrix
analysis (Nadin and Cassell, 2004), and some forms of content analysis (Hsieh and Shannon,
2005), thematic analysis is not bounded to any methodological approaches and underlying
philosophies. Rather it describes a way of data analysis based on the researcher position
(King and Brooks, 2017). Another form of a generic thematic analysis is Template Analysis,
initiated by Miles and Huberman (1994). In template analysis, an inductive-deductive balance
is adopted. Its greatest strength lies in its ability to represent a flexible method possessing
pre-defined structures and study requirements (King and Brooks, 2017), through the use of A
priori themes and a preliminary template (Miles and Huberman, 1994). Because this phase
of the research aims at finalising the study conceptual framework by integrating pre-defined
constructs with emerging ones, via themes revising, redefining and, if necessary, completely
discarding (King and Brooks, 2017), template analysis was deemed appropriate.
Central to the template analysis technique is the development of a coding template. The
coding template is usually initiated in the early stages of the data analysis, which is then
applied to the remaining data, revised, refined and reapplied (King and Brooks, 2017). In this
study, the coding template will be the extended version of A priori codebook indicated in
subsection 5.8.5. The extension includes themes defined from the literature review as well as
those emerged from Phase 1 Netnography. Table 5.13 illustrates seven A priori themes, 23 A
priori codes and 29 A priori sub-codes. An eighth theme called miscellaneous was initiated
to encompass ambiguous and unidentifiable codes, which in subsequent coding steps, can be
related to other themes or ignored.
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Table 5.13 A priori Coding Template
A priori Themes A priori Codes A priori Sub-codes
1 Airline
1.1 Advertising
1.2 Aircraft 1.2.1 Cabin features
1.3 Crew
1.4 Image 1.4.1 Safety
1.5 Origin
1.6 Price
1.7 Policy
1.8 Timing
2 Passenger
2.1 Socio-demographics 2.1.1 Culture
2.2 Experience
2.2.1 Experience with airline
2.2.2 Experience with flying
3 Meal
3.1 Meal intrinsic factors
3.1.1 Appearance
3.1.2 Freshness
3.1.3 Portion size
3.1.4 Preparation
3.1.5 Presentation
3.1.6 Quality
3.1.7 Smell
3.1.8 Taste
3.1.9 Temperature
3.2 Meal extrinsic factors
3.2.1 Availability
3.2.2 Ethnicity
3.2.3 Menu
3.2.4 Meal frequency
3.2.5 Variety
3.3 Passenger requirements
3.3.1 Convenience
3.3.2 Dietary requirements
3.3.3 Expectations
3.3.4 Familiarity
3.3.5 Food safety/ health
3.3.6 Physical/ emotional states
3.3.7 Preferences
3.4 Meal service
3.4.1 Ability to choose
3.4.2 Responsiveness
3.4.3 Time of meal service
4 Other products 4.1 Airport
5 Satisfaction 5.1 Satisfaction
6 Loyalty
6.1 Recommendation
6.2 Re-book intention
7 Trip details
7.1 Flight duration
7.2 Travel party
7.3 Trip purpose
7.4 Route
7.5 Seat class
8 Miscellaneous 8.1 Others
Note: Codes and sub-codes emerged from Phase 1 Netnography are presented in italic.
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5.9.4.3 Qualitative Analysis Strategy
With the coding template completed, the qualitative coding process started. Coding is the
procedure of identifying themes and attaching labels (codes) to index them (Brooks and King,
2014). From an “undigested complexity of reality” (Patton, 2002, p. 463), which refers to the
raw and transcribed interviews, coding is the critical link between data collection and their
meaning explanation (Charmaz, 2001). It is the process of linking data to ideas (Richards,
2015) to form overarching themes (Miles and Huberman, 1994). Braun and Clarke (2006,
2013) proposed a five-level approach to coding data starting from data familiarising, gener-
ating initial codes and themes, searching for themes, reviewing the themes and generating
thematic maps, to finally, defining and naming themes and reporting the data.
Following the guidelines of Miles and Huberman (1994) and King and Brooks (2017) this
study adopted a rigorous six-stage coding and analysis strategy (see Figure 5.7). Stage 1
represents a prior to actual coding phase including transcription, data familiarisation, and
importing into QSR NVivo 12 software. Actual coding started with applying and refining the
A priori coding template (Stage 2), coding-on and branching (Stage 3), clustering and themes
development (Stage 4), refining and validating themes (Stage 5) and finalising the coding
template and themes, and conceptual framework development (Stage 6). The distinction of
this coding strategy is that it goes deep into coding data passages instead of grouping blocks
of data into generic and broad themes. With this it allowed a capture of the finer nuances of
meanings around sentences (Bazeley and Jackson, 2013). For instance, instead of assigning
all data to the overarching theme of “Meal perceptions”, three specific codes were used which
are “Meal intrinsic factors”, “Meal extrinsic factors”, and “Passenger requirements” with 24
sub-codes. Next, the six-stage coding strategy is detailed.
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Figure 5.7 Coding and Analysis Strategy
Stage 1: Transcription, Familiarisation, and Importing
The analysis process started with a verbatim transcription of the audio-files as outlined
in subsection 5.9.4.1. While transcribing and upon completion, data familiarisation
took place in a form of note taking and idea generation. This was followed by a process
of importing transcripts in a Word document and PDF formats into NVivo 12. PDF
files were used to facilitate the process of coding the Arabic transcripts in a form of a
picture coding as NVivo does not support right-left scripts. Once imported, a second
round of digitalised note taking took place. In NVivo, note taking is referred to as
Memos. Memos are the theorising write up of ideas about codes and their relationships,
tying together different data into a meaningful cluster (Miles and Huberman, 1994).
While transcribing, they helped capturing initial themes and early conceptualisations
(Bazeley and Jackson, 2013).
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Stage 2: A priori Coding Template
After the researcher has gained familiarity with the empirical material, codes were
identified using the source language following the guidelines of Squires (2009) and
Esfehani and Walters (2018). Following the template analysis method, the actual
coding process started with an A priori coding template. Passages were coded against
the eight A priori themes, 24 A priori codes and 29 A priori sub-codes that made the
template. This accelerated the initial coding phase of the analysis, a process which
is rather time consuming. A soft A priori approach was adopted in order to allow
for the existing codes to be redefined, reoccurring codes and themes to be added,
and the overall structure to be maintained (King and Brooks, 2017). To successfully
complete this, broad-brush or bucket coding was used. As the name denotes broad-
brush indicates a type of coding where text is grouped into broad topic areas, such as
A priori themes, as a first step to have a generic overview and identify the relevant
and irrelevant themes (Bazeley and Jackson, 2013). Following this coding technique
allowed for coded texts to be re-coded and for frequencies and word counts to be used
to allocate codes’ prevalence (Leech and Onwuegbuzie, 2011). Table 5.14 shows the A
priori themes that emerged from the initial coding of all interviews.
Table 5.14 NVivo A priori Themes
A priori Themes No. of Interviews No. of References
1 Airline 24 356
2 Passenger 18 73
3 Meal perceptions 24 485
4 Other airline products 24 119
5 Satisfaction 24 24
6 Loyalty 24 136
7 Trip details 24 113
8 Miscellaneous 24 156
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Stage 3: Coding-on and Branching
After broad bucket coding, detailed line-by-line coding was implemented. At this
stage, coding was slow, reflective and deep. Coded data were revisited, and texts
were broken-open, reading between lines, identifying concepts and thinking about
all possible meanings and connections (Bazeley and Jackson, 2013; Woolf, 2018).
Multiple codes were used to capture what was happening in a single passage of text,
before slicing the data by taking a layered view of all codes across text comprising
a meaningful unit (Bazeley and Jackson, 2013). This process of considering a broad
category for further coding is referred to as Coding-on (Richards, 2015). Including
the miscellaneous theme, all A priori codes and sub-codes, were coded-on. Detailed
coding validated the relevance of text pieces and codes to their assigned themes, and
if not, they were reallocated where they logically fitted better. Table 5.15 depicts an
example of the coding-on procedure where “airline” was coded-on into “crew”, “crew”
was coded-on into “food service”, and “food service” was coded-on into “service
consistency”.
Table 5.15 Coding-on Procedure
Theme Coding-on 1 Coding-on 2 Coding-on 3
Airline Company
Crew Performance and
professionality
Crew-customer relation-
ship
Time allowed for food
consumption
Aircraft Food service Prompt, ac-
curate, considerate
Time of food service
Image Customer service Service consistency Ex-
act repetition in different
routes and flights
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Stage 4: Clustering and Themes Development
Stage 4 concerned grouping up codes and going bottom-up to make themes and check
these themes against the A priori template used in stage 1. At this stage codes were
checked for any changes in their names, descriptions, and the allocated groups they
were put into. Furthermore, themes were clustered into meaningful groups through
drawing relationships and connections. Table 5.16 outlines a complete list of themes
combining previously identified themes and the emergent ones.
Table 5.16 NVivo Complete List of Themes
Themes No. of Interviews No. of References
1 Airline 17 40
2 Passenger 20 83
3 Meal perceptions 24 531
4 Airport 23 106
5 Monetary value 24 65
6 Timing 23 88
7 Satisfaction 24 24
8 Loyalty 24 136
9 Trip details 24 113
10 Miscellaneous 24 156
Stage 5: Refining and Validating Themes
Stage 5 refined and validated the themes before making final decisions. This was
achieved by going through all text pages, checking the codes and themes and whether
they made sense in their present structure. As a method of validation, five selected
interview transcripts were anonymously shared with a fellow researcher to code,
aiming to check whether a different analyst would result in a different coding, and
the similarity and difference was discussed. More details on this check are given in
subsection 5.9.4.4.
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Stage 6: Finalising Themes and Conceptual Framework Development
The final stage in interview analysis was themes finalisation and connection to previous
research phases; Phase 0 Literature review and Phase 1 Netnography. This linkage is
important to achieve Research Objective 3, which is developing a conceptual framework
(Miles and Huberman, 1994; Jabareen, 2009). Ten meta-themes were identified, either
brought forward from the literature and Phase 1 Netnography or emergent from the
interview phase (see Table 5.16). Additionally, the miscellaneous theme included
topics such as reasons to choose the airline, seat class and recommendations to the
airline company, which helped in understanding and discussing results in Chapters
6 and 8. Further details on the conceptual framework development are discussed in
Chapter 6. Table 5.17 provides an overview of the coding and analysis process.
Table 5.17 Coding and Analysis Process Overview
Verbatim Transcript Quotes A priori Coding-on Theme
. . . we are Muslims so will... con-
sider an airline that provide us
with halal labelled food and we
might even eliminate any airlines
that doesn’t serve halal labelled,
food (OA6)
Religion Socio-demographics Passenger
. . . I tried to cut the chicken, so I
can eat it, but I couldn’t get the
teste of it, I tried to add some salt
and pepper, I mean, just for the
taste, but I couldn’t get the testa-
ment, so I left it, and drank wa-
ter..(OA1)
Taste Food intrinsic factors Meal perceptions
Entertainment is a big deal for me
I guess, yeah. Especially if you
don’t sleep very well in the air-
plane (E14)
Entertainment Aircraft Airline
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5.9.4.4 Intercoder Reliability
Reliability can be defined as the degree to which a measuring procedure yields similar
results when repeated (Onwuegbuzie, Johnson and Collins, 2009). In qualitative analyses
where coding is a key element to a successful analysis (Richards, 2015), it is important to
check inter-codes reliability to validate findings (Lombard, Snyder-Duch and Bracken, 2002).
The term denotes the amount of agreement on coding results between two or more coders
(Neuendorf, 2017). Several approaches to measure intercoder reliability exist according to
their emphasis on codes agreement, chance-corrected agreement, or covariation. The most
popular approach among them, which this study adopted is Percent agreement (Neuendorf,
2017). It refers to a simple percentage, representing number of agreement divided by total
number of cases, mathematically expressed as:
PAo =
A
n
(5.1)
Source: Adapted from Neuendorf (2017)
Where PAo stands for proportion agreement observed, A is the number of agreements between
two coders, and n is the total number of cases the two coders have coded for the test, ranging
from .00 (no agreement at all) to 1.00 (perfect agreement).
For an intercoder reliability test to be representative, a subsample of 10% to 20% of the
full sample is advised (Neuendorf, 2017). In line with the recommended range, 20% of
the full 24 interviews were used as a subsample. In selecting which cases to include,
two approaches are suggested; probability random sampling and purposive nonprobability
sampling (Neuendorf, 2010). As the random sample would instantly seem representative,
it does not ensure selecting the cases that can represent all the possible codes in the full
sample. Therefore, and to test the utility of the coding scheme, this study adopted the second
approach. A purposive, rich range subsample was selectively chosen, while maintaining
some degree of representativeness. This was possible by dividing the full sample into defined
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strata using stratified sampling representing specific groups of airline companies and seat
classes (Emirates Economy, Emirates Business, Oman Air Economy, Oman Air Business)
and then probability sampling was employed within each stratum. Out of 24 interviews,
a total of five interviews were yielded using the 20% measure, comprising two interviews
from Emirates Economy class and one interview from each of Emirates Business, Oman Air
Economy, and Oman Air business classes.
These interview cases have been coded by Coder A and Coder B (the researcher), indepen-
dently. Both followed the same codebook and assigned a number to every possible code in
addition to another code named “Others” to code additional items. This was followed by a
thorough discussion that resulted in changing some codes where appropriate. Applying the
percent agreement formula, 92.89% overall agreement was achieved which is well above
the recommended threshold of 80% suggested by Neuendorf (2017) and 90% suggested
by Lombard, Snyder-Duch and Bracken (2002) and Krippendorff (2004). More detail on
specific intercoder agreement of each interview is provided in Appendix L.
5.10 Phase 3: Questionnaires
This section outlines Research Phase 3, or the main research phase, the questionnaires with
airline passengers. The phase empirically tested the model conceptualised from the previous
research phases as well as measuring important relationships: Research Objective 4. The
section starts with the rationale for choosing the method, before moving into the details of
data collection and data analysis.
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Research Objective 4
To determine the importance of in-flight meal satisfaction in predicting overall flight
satisfaction and loyalty in comparison to other SQ factors
5.10.1 Rationale: Questionnaires
In an interdisciplinary and dynamic research world, researchers need to complement one
method with another to generate robust conclusions (Johnson and Onwuegbuzie, 2004). Fol-
lowing the exploratory phase of netnography and interviews, self-completed questionnaires
were utilised. As argued by Thomas (2003) and Kumar (2011), questionnaire is the most
common type of quantitative data collection method in social research. It is known to be
an easy, intensive, and quick to analyse method (Saunders, Lewis and Thornhill, 2016).
The word “questionnaire” refers to a set of questions that are given to the participant to
answer, and effectively used to measure opinions and attitudes (Johnson and Turner, 2003).
A questionnaire enables a researcher to examine and explain relationships between variables
(Saunders, Lewis and Thornhill, 2016). This study benefits from the questionnaires to com-
pletely understand the phenomenon investigated and achieve its objectives in measuring and
explaining relationships between in-flight meal satisfaction, overall flight satisfaction, and
loyalty.
Notwithstanding the questionnaire weaknesses addressed by Johnson and Turner (2003),
such as that it might have missing data, it must be kept short, and that its open-ended items
can possibly result in vague answers, it was the most popular data collection tool among the
studies systematically reviewed in Chapter 2. It represented almost 93% of all used methods
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and has been proven successful in obtaining data from a large sample such as passengers. In
line with these studies, questionnaires were chosen for their ability to generalise qualitative
findings to a large sample so that results might be inferred to a population (Creswell et al.,
2003). Further details on the scope of results’ generalisation are discussed in Chapter 8.
5.10.2 Research Design: Questionnaires
Careful planning and considered judgments of a quantitative research design should con-
tribute to a sound inquiry approach that can help improve evaluation practice (Caracelli
and Greene, 1997). In line with the previous phases, three main stages made up the design
of the quantitative phase; define and prepare, collect, and analyse. A number of critical
considerations took place in each of these stages, including research question, instrument,
sampling, data collection and analysis. Figure 5.8 overviews the Phase 3 Questionnaires
research design.
Figure 5.8 Research Design: Questionnaires
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1. Research Question Formulation
As the purpose of this phase was to empirically test the conceptual model developed
as an end-result of previous phases, it served the purpose of answering the research
question of “What is the effect of in-flight meals on satisfaction and loyalty in com-
parison to other flight related products on-board AG-FSCs?”. By doing so, Research
Objective 4 was addressed.
2. Questionnaires Instrument Design
In designing the questionnaire instrument, the popular 13 principles guide of ques-
tionnaire construct development suggested by Johnson and Christensen (2000) was
followed. Following their principles, the questionnaire was a mixed self-report instru-
ment filled out by participants themselves (Johnson and Turner, 2003). It included a
combination of completely open and closed questions (Saunders, Lewis and Thornhill,
2016). Open questions were used to allow respondents to give answers in their own way
(Fink, 2012) as in “What is your nationality?”. Further, closed questions were used
in forms of list questions as in “What is your gender? and “What is your religion?”,
Category questions as in “How many times a year do you travel by air?” and rating
questions as in Likert-style scales.
The Likert scale is an often-used scale of measurement in social sciences, marketing,
and business research to quantify constructs that are not directly measurable. It has
been described by McIver and Carmines (1981, p. 22) as “a set of items, composed of
approximately an equal number of favourable/unfavourable statements concerning the
attitude object, given to a group of subjects and asked to respond to each statement in
terms of their own degree of agreement/ disagreement”, in line with Bruner (2015). In
expressing agreement, the Likert scale is used to encourage the retrieval and integration
of more detailed memory than simple evaluation items (Albaum, 1997).
Despite the argument that odd numbers of five and seven tend to encourage middle
point response (Coelho and Esteves, 2007), they provide an option for indecision or
neutrality (Croasmun and Ostrom, 2011). Unlike even-numbered Likert scales where
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respondents are forced to commit to a certain position (Brown, 2000), the neutral
response category in odd-numbered scales provide respondents with a liberty to not
decide one way or another hence do not feel forced to choose when they have no
choice. This can reduce the chance of response bias (Randall and Fernandes, 1991).
This is especially important when dealing with untrained raters (Matell and Jacoby,
1971), such as air passengers.
In addition to the decision around odd/even response options, it has been argued that
the choice regarding the number of options depends on factors such as the phenomenon
being studied, the respondent’s involvement in the phenomenon, their sociodemo-
graphic characteristics and the method of data collection (Coelho and Esteves, 2007).
Reviewing the recent literature on the optimal number of Likert-scale response options
yielded four major considerations: the type of respondent, the data-collection method,
the descriptive scale measures, and reliability. In his book on customer satisfaction
questionnaire development and usage, Hayes (2008) maintains that scales with two
response options have less reliability than scales with five options. Additionally, relia-
bility seems to level-off after five scale points, suggesting minimal incremental utility.
This provided, he suggests that the use of 5-point scale can be in fact more beneficial
being less confusing, and therefore increasing accuracy and response rate. A similar
result was found by Simms et al. (2019), who showed that differences in scale-means
were larger in scales with smaller number of response options. These differences sta-
bilised with four or more response options, and no difference in psychometric precision
were identified beyond six options. They conclude that additional response options
will not result in increased scale reliability if the number of items were constant. On
the contrary, going beyond six options might confuse participants who have difficulty
perceiving similarly worded response options. They added that developers who desired
simpler response scales for non-psychometric reasons, e.g. simplicity and readability,
required more items. This applies to this study, where each scale has many items and
the Cronbach’s alpha values are well above and acceptable measure.
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In another study, the increments in reliability was found to level-off after about seven
points (Krosnick, 2018). The same applies to validity, which was found higher for
scales with a moderate number of points, e.g. four or five, and was lower in long
scales. Moreover, the value of adding more points to a scale may depend on the
respondent’s mental representation of the construct. People may make fine-grained
distinctions; hence, the 7-point scale would be more desirable than 5-point scale. This
argument contradicts Simms et al. (2019), who argued that more options may pose a
challenge over a respondent to make specific decisions. This will be true, however, if
respondents do make use of the full scale, as argued by Alwin and Krosnick (1991).
In this notion, the motivational theorists Alwin (1991) and Tourangeau et al. (1984)
argued against questions of large-response options, on the grounds that respondents
may not be motivated to make meaningful distinction. Miller’s (1956) review article
corroborates this idea by arguing that the human mind has an attention span for six
objects at a time, and any increase in number of responses could be useless. In a similar
study, it was suggested that the number of elements in a set should be limited to seven,
plus or minus two, for the mind to sufficiently capture it (Saaty and Ozdemir, 2003).
Moreover, for electronically distributed and other non-supervised questionnaires, 7-
point Likert survey were found to provide a more accurate measure of a participant’s
true evaluation (Finstad, 2010), unlike this study, where questionnaires were handed-in
and supervised by the researcher.
In another study attempting to find the optimal number of response categories in rating
scales, (Preston and Colman, 2000) found than on indices of reliability, validity, and
discriminating power, scales from two to four performed poorly, and indices were
significantly higher for scales with up to seven categories. Internal consistency did not
differ significantly between scales; the test-retest reliability, however, decreased for
scales with more than ten responses. In terms of respondents’ preferences, scales with
five, seven, and ten response options were rated as easy to use, and the 10-point scale
was the most preferred, followed by 7- and 9-point scales. Another work on how scale
format influences data characteristics, such as mean and variance, was conducted by
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Dawes (2008) who gathered data on the same construct using 3-, 5-, 7-, and 10-point
scales. The author then rescaled the data from the 5- and 7- point formats to a common
10-point format and monitored any differences in terms of mean, variance, kurtosis,
and skewedness. The 5- and 7-point scales produced higher mean scores than the
10-point scale in all items. Little difference appeared between the 5-point and 7-point
formats. In terms of variance, skewedness, and kurtosis, scale format did not have
any association with variance and there was no difference in the overall mean score
of each scale format, indicating no statistically significant differences. In general, a
scale with more response options produces slightly lower scores. They concluded that
from the viewpoint of data characteristics, none of the scale format were less desirable
when obtaining data for regression analysis, CFA or SEM. They also added that with
a 5-point scale, it was simple for the respondents to comprehend the complete list of
the scale options, which is lengthier for the 7-point format and impractical for scales
higher than 7.
In the light of findings, there is some support for 7-point scales, and the popularity of
the 5-point scales seems to be less justified (Preston and Colman, 2000). However,
results vary across studies, with some favouring 5-point scales for simplicity and
increase in comprehension and reduced confusion in order to enhance the rate and
accuracy of responses. Another advantage of choosing a particular point scale is that
comparing results with other studies in the area becomes possible (Colman et al., 1997;
Johns, 2010). Therefore, and in view of previous research on ASQ measurement,
(e.g. Prayag, 2007; Kim, Kim and Lee, 2011; Aydin and Yildirim, 2012; Khuong
and Uyen, 2014; Gures, 2014; Liou, Chuang and Hsu, 2016b; and Calisir, Basak and
Calisir, 2016.) , this study incorporated the 5-point scale, anchored by a low point of 1
"strongly disagree" and 5 "strongly agree".
In addition to type of questions and appropriate response scales to use, in the framework
of customer satisfaction measurement, the number of items is a critical decision
(Coelho and Esteves, 2007). Up until the 1970s, the single-item approach was the
dominant measure in marketing research. With the complexity of subjects that cannot
178
Methodology
be measured using one indicator and the reliability issues accompanying it, multi-items
measures gained popularity (Svensson, 2001). In line with the suggestion of Gliem
and Gliem (2003) of using multi-items questions, Pallant (2013) who recommended
the use of a wider range of response choices, and Wirtz (2001) who found that when
measuring satisfaction, an increased number of attributes can yield better results, this
questionnaire adopted the multi-items approach to measure its latent constructs. These
items have been generated via a meaningful integration of the findings from qualitative
study Phases 1 and 2 with the review of the relevant theory and prior research in Phase
0 to develop an initial list of 54 items that represented the dimensions of passengers’
experiences on board AG-FSCs. More detail is given in Chapter 6.
The initial 54 identified items were assessed for structure and content validation by
three PhD students in Tourism and Psychology, researching issues related to consumer
experience and behaviour. Each of these evaluated the items in terms of their structure,
relevance and representativeness (Hardesty and Bearden, 2004) followed by half an
hour feedback discussion. Questions have been reordered, modified and sometimes
eliminated due to potential repetition. The initial set was reduced to 50 items and
the layout was modified for more visually appealing format. Another 10 items were
added looking at the main reasons for choosing an airline. Another outcome from the
pre-testing was the assessment of the time needed to complete (Van Teijlingen and
Hundley, 2002), which was around eight minutes in each pre-test (see Questionnaire
Instrument Version A, Appendix M). Section A of the questionnaire gathered flight
information such as airline name, seat class, trip purpose and duration. Sections B and
C dealt with airline service attributes and Section D with satisfaction and intention
toward the airline company. Passengers were asked to indicate their agreement to
each item on a 5-point Likert scale. Section E looked at the main reasons for airline
selection, and Sections F and G collected travel habits and demographic information,
respectively.
3. Access Negotiation and Definition of Sampling Strategy
It has been debated that sample selection and sample size influence the decision on
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what statistical procedures can be used and how generalisable the data are to a larger
population. For instance, inferential statistics can only be used based on the assumption
of random and representative selection of the sample (Bazeley, 2004). A random
sample or probability sampling refers to when all elements in the population have the
same chance of being selected as a sample subject and the total population is known.
On the other hand, in nonprobability sampling, researchers can select their study
sample purposively, efficiently, and economically (Churchill and Iacobucci, 2004).
One of the non-probability sampling methods is convenience sampling (Saunders,
Lewis and Thornhill, 2016). This sampling strategy is often used when fundamental
information and ideas are intended to be obtained and explored about the sample of
interest (Cooper and Schindler, 2013) and the access to a probability sample is difficult
(Saunders, Lewis and Thornhill, 2016).
In this study, due to the difficult access to the population, drawing a probability
sample was a challenge hence a convenience sample was obtained in accordance with
previous studies in ASQ such as Cheng, Chen and Chang (2008); De Jager, Van Zyl
and Toriola (2012); and Wu and Cheng (2013). “Convenience sampling is available
to the researcher by virtue of its accessibility” (Bryman and Bell, 2015, p. 105),
therefore questionnaires were distributed to passengers who were willing to answer
them. Internal consistency can be used to confirm repeatability and measurement
reproducibility (De Jager, 2013). In doing so, access to passengers was negotiated
with Oman Air Management Company, Muscat International Airport, and Royal
Oman Police. Being an external researcher, several meetings and documents were
required (Saunders, Lewis and Thornhill, 2016), as well extensive security measures
and researcher’s background checks. Thereafter, an airside access permit was issued
for a total period of eight days, divided into two stages from 8th - 10th December 2017
and 21st - 25th January 2018, in the departures building only. The first three days were
used for the pilot stage and the subsequent days for the actual data collection stage.
Appendix N provides the access request supported by the researcher’s employer in
Oman and the data collection approval from Oman Airports.
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4. Sampling Criteria
Almost an identical sample profile of passengers recruited in Phase 2 Semi-Structured
Interviews was defined. In line with ASQ studies reviewed in Chapter 2, passengers
who flew Emirates or Oman Air in the last 12 months as in the data collection date, were
considered eligible (Park, 2007; Prayag, 2007; Park, Robertson and Wu, 2009; Kim,
2013; Laming and Mason, 2014; Ali, Dey and Filieri, 2015), as in December 2017 and
January 2018. Two main criteria formed the participants profile which are, Passenger
demographics and Flight characteristics. First, in the passenger demographics criteria,
a participant must be an adult airline passenger; who is 18 years old and above (Wu
and Cheng, 2013). Second, in the flight characteristics criteria, passengers whom
flight was for 6 hours or more, in business or economy class, and had been served a
complimentary meal, were considered eligible. Passengers on first class or in business
trips funded by their employers, were excluded. More detail is found in Chapter 1.
Sample validity was achieved via using five screening questions at the beginning of the
questionnaire to ensure that only eligible respondents took part (Johnson and Turner,
2003).
Following this approach in respondents’ recruitment might seem to be purposive. How-
ever, this study’s sampling method was convenience. What distinguishes convenience
from purposive sampling methods is that the former places primary emphasis on satu-
ration, and the latter emphasises generalisability (Miles and Huberman, 1994). Also,
while the sample size is determined by the statistical power in the convenience sample,
in purposive sampling, it is determined by data saturation (Suen, Huang and Lee, 2014).
One critical issue regarding the convenience sampling is that the individuals selected
by the researcher may not have information applicable to the research problem; hence,
ta reduction in data quality is risked (Oppong, 2013). Therefore, data for this study
were collected from readily accessible and -at the same time- eligible respondents.
5. Definition of Sample Size
A sample is selected elements of a larger body to represent a population under consid-
eration (Saunders, Lewis and Thornhill, 2016). As discussed in subsection 5.10.3, data
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from Phase 3 Questionnaires were analysed using Partial Least Squares Structural
Equation Modelling (PLS-SEM). The sample size, therefore, should consider the
background of the model and the characteristics of its data (Hair et al., 2017). To
accurately identify this size, two methods were often cited in the literature. First, the
10-times rule which indicates that sample size should be 10 times the largest number of
formative indicators in a single construct, or 10 times the largest number of structural
paths directed at any construct in the structural model, which ever larger (Peng and
Lai, 2012). Second, the use of the G*Power programme (Mayr et al., 2007), whichever
larger (Peng and Lai, 2012).
Applying this rule yields a sample size of 110 observations, provided that the largest
number of indicators in a single formative construct is 11. While this method may
provide a broad estimate of minimum sample-size requirements for the use of PLS-
SEM, it does not consider the effect size, reliability, the total number of indicators,
and other issues likely affecting the statistical power of the PLS-SEM method (Hair,
Ringle and Sarstedt, 2011; Hair et al., 2012a). Second, is the use of the G*Power
programme (Mayr et al., 2007). Since this research focuses on the significance of the
single effects of the exogenous constructs on the endogenous construct, instead of the
variance explained by the overall regression equation, the "Linear multiple regression:
Fixed model, single regression coefficient" was chosen as the method in G*Power.
To calculate the minimum sample size required, and according to the chosen test,
the general guidelines of Cohen (1988) were followed, and a medium effect size of
0.15(2) was determined. Therefore, to achieve statistical power of 95% for detecting
the R2 values of at least 0.25 (with a 5% probability error) in a model that involves 10
predictors, a minimum sample size of 74 observations is required. Moreover, following
the rule of thumb of Cohen (1992) cited in Hair et al. (2017, p. 26), 59 observations
are needed to achieve a statistical power of 80% for detecting R2 values of at least
0.25 (with a 5% probability error), in a model comprising 10 predictors. The total of
(2)The effect size conventions are 0.02 (small), 0.15 (medium), and 0.35 (large) (see Cohen (1988). Statistical
Power Analysis for the Behavioural Sciences New York: Taylor and Francis Group.). p.413
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419 observations were used in this study’s analyses. Based on the previously related
studies, the sample size is sufficient (e.g. Mikulic´ and Prebežac, 2011; Zahari et al.,
2011; Hussain, Al Nasser and Hussain, 2015; Lee and Ko, 2016; Farooq et al., 2018)
(see Table 5.18).
Table 5.18 G*Power Sample Size Calculation
t tests - Linear multiple regression: Fixed model, single regression coefficient
Analysis A priori: Compute required sample size
Input
Tail(s) One
Effect size f2 0.15
α err prob 0.05
Power (1-β err prob) 0.95
Number of predictors 10
Output
Noncentrality parameter δ 3.3316662
Critical t 1.6694022
Df 63
Total sample size 74
Actual power 0.9506010
5.10.3 Data Collection: Questionnaires
After a proper definition of the research question, instrument, access and sampling, data
collection started. This section outlines details of the questionnaire data collection process. It
highlights the two stages of questionnaire administration process, which are pilot and actual
data collection stages.
1. Pilot Questionnaire Stage
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a. Pilot Data Collection
A pilot study is the process of administering the proposed questionnaire to a
sample similar to the actual sample or part of it in actual research conditions
but on a smaller scale. One of the areas to be investigated in a pilot study is
the understanding of the questions in its initial form (Sapsford and Jupp, 2006).
Despite the suggestion to conduct a pilot study in similar to actual research
conditions, Sarantakos (2012) argued that the structure can vary from the actual
one depending on the situation. In this study, the questionnaire instrument was
piloted in similar conditions to the actual data collection. Pilot stage data were
collected over three days in December 2017 at Muscat International Airport.
With the aid of Terminal Duty Managers, a flight schedule was available. It
helped the researcher to track down Emirates and Oman Air flights and hence
allocate appropriate departure gates (Liou and Tzeng, 2007). Airside passengers
“inside the gates” were approached and a brief introduction about the research
purpose, voluntary nature of participation, anonymity and confidentiality, and
the anticipated required time was given orally and in a written format in the
questionnaire cover letter. The use of cover letter is considered important to
increase response rate (Prayag, 2007). Upon participants’ consent to take part,
the questionnaire was administered along with a pen and the collection spot was
identified, following a delivery and collection approach (Saunders, Lewis and
Thornhill, 2016). Out of 332 passengers who agreed to take part, 173 question-
naires were considered valid. A total of 159 questionnaires were eliminated due
to incompleteness (n = 20) and ineligibility (n = 139), yielding a response rate
of 89.6% (calculated as a ratio of valid questionnaires (n = 173)/ total number of
eligible respondents who accepted to take the questionnaire (n = (332-139) =
193). This ratio is well above the recommended thresholds of 80% in De Vaus
(2013) and 52.7% in Baruch and Holtom (2008) who analysed 2097 studies in
organisational research. Despite the excellent response rate, many returned ques-
tionnaires were discarded due to disqualification. The main reason appeared to be
184
Methodology
the duration of the flights respondents are recalling when filling the questionnaire,
where most ineligible responses concerned short-haul flights (<6 hours). Further-
more, incomplete responses were obtained due to the limited time available, to
complete the questionnaire before boarding, in comparison to the questionnaire
length (Bogen, 1996). These observations and respondent comments were taken
forward to improve the actual data collection stage.
b. Pilot Data Analysis
A key reason for conducting a pilot study is to determine initial data appropri-
ateness for the primary measure (Lancaster, Dodd and Williamson, 2004). The
173 questionnaires collected from the pilot stage were preliminary analysed (see
Figure 5.9, page 187).
All questionnaire items were coded into IBM SPSS 25 (IBMCorp., 2017) and
data were manually inserted. Negatively worded items were reversed and 99 was
assigned to represent missing values. Prior to conducting any analysis, data were
screened for errors, missing data, nonattending observations, and outliers (Pallant,
2016). Note that “nonattending observations” refer to unengaged participants
who respond to the questionnaire inattentively due to lack of interest or fatigue,
as anticipated in an environment such as an airport departure gate. When looking
for errors, values that fell outside the possible range of values (e.g. 1-5 in Likert
scale) were corrected to avoid any distortion of analysis. In the assessment of
missing data, one case was found missing 14% of its responses. As the percentage
goes beyond the 10% suggested by Hair et al. (2010), the case was deleted.
As all responses fell into the possible range of 1-5 order response categories;
no outliers were detected. Little research was done on how outliers affect the
reliability of measures for Likert scale (Liu, Wu and Zumbo, 2010). However,
the study of Barnette (1999) investigating nonattending observations for 50-items
test with a 7-point Likert response scale showed that different response patterns
have different effects on coefficient α- estimates. In this preliminary analysis,
one case was identified as unengaged as the respondent gave the exact same value
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for every single item in the questionnaire, and as there is no way to ascertain the
legitimacy of this response, the case was deleted, resulting in a total of 171 valid
cases to be used for further analyses.
After data screening, the proposed 50-items scale was evaluated for reliability.
A reliable scale is the one that shows a good internal consistency, in the way its
items measure the same underlying construct (Pallant, 2016). The check showed
that AG-FSCs scale of in-flight meal satisfaction, overall flight satisfaction, and
loyalty to have good internal consistency, with Cronbach alpha coefficients of
0.930, 0.871, and 0.798, respectively, well above the 0.7 threshold suggested by
DeVellis (2016).
As a newly developed scale that has not been previously tested, a measurement
error can occur due to construct instability (Saunders, Lewis and Thornhill, 2016).
Hence, to reduce the stability error, factor loadings were measured and items
with less than 0.3 loading were eliminated (Pallant, 2013). Three items showed a
very low degree of correlation with the total score including, Crowdedness “The
number of passengers on-board disturbed my meal enjoyment” (0.006), Airline
avoidance “I will try my best to avoid this airline in the future” (0.185) and Airport
geographical location “The geographical location of the airport was ideal” (0.261)
(Pallant, 2016). As a consequence, and due to several respondents comments
on the clarity and relevance of these items, these items were deleted (Saunders,
Lewis and Thornhill, 2016) and positive consequential impact on the Cronbach
alphas of the scales "passenger requirements", "loyalty", and "airport" were
detected as 0.874, 0.909, and 0.837, respectively. This resulted in Questionnaire
Instrument Version B (Appendix O).
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Figure 5.9 Steps of Scale Validation
2. Actual Questionnaire Stage
Some of the findings of pilot studies are a modified instrument, a well-planned research
process, and identified potential practical problems in the research procedure, such
as questionnaire distribution (Van Teijlingen and Hundley, 2002). In this study, a
previously explained modified questionnaire version was used for the main stage of
data collection. Furthermore, due to challenges in acquiring eligible respondents inside
departure gates, highlighted earlier, questionnaires were administered in the waiting
areas outside the gates, in the departures building. Similar to the pilot stage, passengers
were approached and introduced to the researcher, the research purpose, confidentiality
precautions, and invited to take part. Upon their consent, respondents were provided
with the questionnaire, a pen, and the collection spot was located. Unlike the pilot
stage, screening questions were completed with the candidate respondent to ensure
eligibility prior to questionnaire administration. This was enabled by there being plenty
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of time available to the participant before their departure time and resulted in fewer
invalid responses. Out of 326 who initially fitted the criteria and agreed to take part,
73 responses were invalid due to incompleteness (n = 11) and ineligibility (n = 62),
yielding a total number of 253 responses and a response rate of 95.8% (calculated as
a ratio of valid questionnaires (n = 253)/ total number of eligible respondents who
accepted to take the questionnaire (n = (326-62) = 264)). This ratio is above the
recommended thresholds of Baruch and Holtom (2008) and De Vaus (2013). For the
purpose of this phase and the calculated statistical requirements discussed earlier, this
sample size was deemed appropriate.
5.10.4 Data Analysis: Questionnaires
This section outlines the analysis of questionnaires. It highlights areas related to preliminary
analysis, independent samples t-test, and PLS-SEM.
1. Preliminary Analysis
Prior to conducting any statistical test, preliminary analytical steps were taken. Data
were manually inserted into IBM SPSS 25 and screened for missing values, outliers,
and normality distribution. Very few missing data were found in cases and variables,
less than the 10% threshold (Hair et al., 2010), and for the nature of Likert scale,
which is ordinal, missing values were estimated by medians using imputation (Hair
et al., 2010). As a form of outliers check in Likert scale (Barnette, 1999), five
nonattending observations were identified, where unengaged respondents gave the
exact same response to all questions, and were therefore eliminated yielding a total of
248 valid cases to be used for further analyses. In investigating normality skewness
and kurtosis, Kolmogorov-Smirnov (KS) Shapiro-Wilk (SW) tests for normality were
used. The significance of normality assessment is essential in determining the use
of parametric analysis to confirm or reject the research hypotheses (Leung, 2011;
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Pallant, 2016). In terms of skewness and kurtosis, most items’ values were between
±1 indicating a normal distribution as suggested by Hair et al. (2010). Except few
items of skewness and kurtosis values were however between ±2, which still indicates
normality as per George (2011); Field (2013); Byrne (2016); and Gravetter and Wallnau
(2016). Both values are considered insufficient to indicate a non-normal distribution as
per Tabachnick and Fidell (2014, p. 113) who maintain that “when a distributions is
normal, the values of skewness and kurtosis are zero”.
Furthermore, Kolmogorov-Smirnov (KS) Shapiro-Wilk (SW) tests of normality were
performed resulting in a Sig. value of .000 suggesting violation of the assumption of
normality (Pallant, 2016). However, it is suggested that with large samples (n = +200)
skewness and kurtosis will not make substantive difference in the analysis (Tabachnick
and Fidell, 2014). Okeh (2009) and Pallant (2013) argued that, many of the attributes
we want to measure are in fact not normally distributed and deviations from a normal
distribution are frequent. Some are strongly skewed, with most scores falling at the
lower or the higher end. Nevertheless, the questions of whether normal distribution
assumptions hold for Likert scales (Leung, 2011) and whether skewness and kurtosis
are the right measures for normality in Likert-scales (Wu, 2007), are still debated.
Further detail in preliminary and descriptive analyses is provided in Chapter 7.
2. Independent Samples t-test
Before the main analysis of the model, independent samples t-tests were conducted.
The t-tests are used when investigating a difference between two means in two experi-
mental conditions, either with different participants as in independent samples t-test or
with the same participants as in paired-samples t-test (Pallant, 2016). An independent-
samples t-test was conducted to examine the changes in passengers scores from pilot to
actual data collection after removing the items i.e. “Crowdedness, Airport geographical
location, Airline avoidance”. The aim of this step was to combine the two samples to
increase sample size hence power (Cohen, 1988). Independent samples t-test revealed
no significant difference (p = 0.474) in scores for the pilot (χ = 3.57) and actual (χ =
3.51) sample groups (Table 5.19), which is expected when samples come from the
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same population as in the case of this study samples (Field, 2013). As a result, data
collected from the pilot stage and the actual stage were combined for the main analysis,
yielding a total sample size of N = 419.
Table 5.19 Independent Samples t-test
Sample N χ p− value
Pilot 171 3.57
Actual 248 3.51
0.474
3. PLS-SEM
As the purpose of this phase is to test the developed model of AG-FSCs’ SQ attributes,
with multiple relationships between dependent and independent variables, SEM is
the appropriate test (Hair et al., 2010). SEM is “defined as a class of methodologies
that seeks to represent hypotheses about the means, variances and covariances of
observed data in terms of a smaller number of ‘structural’ parameters defined by
a hypothesized underlying model” (Kaplan, 2008, p. 1). It has been designed for
the analysis of relationships between latent variables (Nachtigall et al., 2003) as the
case in this study. In previous ASQ studies, SEM has been used as a comprehensive
way of testing models and hypotheses, as in Park, Robertson and Wu (2009); Cures,
Arslan and Yucel Tun (2014); Hussain, Al Nasser and Hussain (2015); and Hapsari,
Clemes and Dean (2016). SEM can be viewed as a combination of factor analysis and
regression or path analysis (Hox and Bechger, 1998). It often deals with theoretical
constructs represented by latent variables. Two schools have come to the fore in SEM
which are Covariance based SEM (CB-SEM) and Component based SEM such as
PLS-SEM which is the non-parametric test of SEM (Hair et al., 2017).
In previously identified conditions where parametric assumptions are not met, non-
parametric techniques provide equivalent procedures that do not require normality, but
often require assumptions such as equal variance (DePuy and Pappas, 2004), as in the
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case of PLS-SEM. PLS-SEM is more appropriate when the research intends to look
for patterns in a data where little prior knowledge is available and when the goal is to
predict and identify target constructs (Hair et al., 2017), as with this study. Moreover,
while CB-SEM can only handle reflective constructs, PLS-SEM robustly deals with
reflectively and formatively measured constructs (Tenenhaus, 2008). Consequently,
as the nature of this study is exploratory, violating the assumptions of multivariate
normality, in a complex model of 11 constructs, that are reflectively measured as
in Meal service, Meal Satisfaction, Price, Image, Flight Satisfaction, and Loyalty;
and formatively measured as in Meal, Passenger requirements, Aircraft, Airport, and
Timing, PLS-SEM was employed (Tehseen et al., 2017).
PLS is a two-step method; computing latent variables using the PLS algorithm, and
carrying ordinary least squares (OLS) regressions on the latent variables scores to
estimate structural equations (Tenenhaus, 2008). “PLS algorithms allows each indica-
tor to vary in how much it contributes to the composite score of the latent variable”
(Chin, Marcolin and Newsted, 2003, p. 25). Using SmartPLS 3.2.7 (Ringle, Wende
and Becker, 2015), the analysis was run by applying the technique of bootstrapping
to examine factor loadings’ significance and path coefficients (Tehseen et al., 2017).
The systematic process of Anderson and Gerbing (1988) and Hair et al. (2017) in
reviewing and evaluating the results of PLS-SEM, was followed. This process consists
of two stages which are evaluation of the measurement models and evaluation of
the structural model. The evaluation of the measurement models was conducted by
performing reliability, convergent validity, and discriminant validity tests on each of
the models, reflective and formative. For the structural model, it was analysed by
estimating the paths between the model’s constructs determining variance, effect size,
predictive relevance and statistical significance. A step-by-step PLS-SEM assessment
and findings are provided in Chapter 7.
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5.11 Validity and Reliability Considerations
Considerations of reliability and validity are central to any research either qualitative, quanti-
tative or mixed. Research must employ rigorous data analysis to obtain reliable, replicable,
and valid knowledge (Cho and Trent, 2006). The concepts that have been developed to
represent the quality of quantitative research such as generalisability, validity, and reliability,
seem not to be applied to qualitative research (Spencer et al., 2003). Rather, equivalent
concepts have been found such as credibility/ trust worthiness equal to internal validity,
fittingness equal to external validity, and auditability equal to reliability (Brannen, 2005). In
mixed method studies, however, researchers do not tend to work with these separate criteria
one by one (Brannen, 2005). They, instead, use the criteria of the dominant component or
method and the type of data analysis used (Bryman, 2007). When methods are of an equal
dominancy, inference quality as a substitute for validity has been suggested (Tashakkori and
Teddlie, 2003). This, however, is not the case in the current research where quantitative is
the dominant paradigm, thus concepts like validity and reliability are used.
5.11.1 Validity Considerations
A valid research is “plausible, credible, trustworthy, and, therefore defensible” (Johnson and
Christensen, 2000, p. 207). In general, validity is concerned with checking whether research
is believable and measuring what it purports to measure. Three general procedures have been
used in this study to validate the instruments and the data, content validity, internal validity,
and external validity (Zohrabi, 2013).
Content Validity primarily relates to whether the contents and elements of a research study
are adequately and effectively assessed. This is achieved through the review of experts
in the field of research. Based on the reviewers’ comments, the unclear parts are revised
and instruments’ questions reworded (Zohrabi, 2013). In this study, this has been met by
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inquiring and taking on-board supervisors comments and utilising their expertise to enhance
the research content and instruments. Further, evidences were provided clearly and explicitly
documenting every step of the research and how the initial research purpose and objectives
are connected to final conceptualisations and conclusions (Denzin, 1989).
Internal Validity deals with the degree to which the research is measuring what it is supposed
to measure. Among the techniques of validation used in this study are; member checks,
triangulation, peer examination (Guba and Lincoln, 1989; Zohrabi, 2013), convergent validity,
and discriminant validity (Hair et al., 2017). First, member checks have been claimed
by Lincoln and Guba (1985, p. 314) to be “the most crucial technique for establishing
credibility”. It refers to a process in which collected data are played/sent back to the
informant to check for accuracy and reactions, which this study applied in its Phase 2
Interviews. Second, triangulation was used to verify findings through multiple data sources.
Despite the study design being sequential, where preceding phases were used to inform the
subsequent phases, triangulation was gained by exploring the same phenomenon, i.e. in-flight
meal experience using data collected via multiple sources of evidence (Denzin and Lincoln,
2011). Third, peer examination was conducted in both qualitative and quantitative phases
of this study. It is the opposite of member checks in which nonparticipants are required to
examine and review the research instruments to eliminate potential subjectivity and bias. In
this study, interview and questionnaire instrument were reviewed and pre-tested by fellow
researchers and properly piloted prior to actual conduct.
In addition, during the assessment of the measurement model in Phase 3 Questionnaires,
several validity tests were conducted including convergent validity to ensure that measures
in the same constructs correlated positively using Average Variance Extracted (AVE) as an
indicator, and discriminant validity to ensure that constructs were truly distinct from other
constructs in the model using the criteria of Fornell and Larcker (1981) and cross-loadings
(Chin, Marcolin and Newsted, 2003), yielding values of acceptable levels (Hair et al., 2017).
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External Validity denotes whether the study findings can be generalised across different
settings, populations, times and contexts (Onwuegbuzie and Leech, 2007b). It refers to the
notion of transferability to other settings, with other subjects, or wider population (Lincoln
and Guba, 1985). A common error in qualitative research is the tendency to generalise
findings rather than obtaining specific insights into a particular underlying process within
a specific location (Connolly, 1998; Onwuegbuzie and Daniel, 2003). Moreover, external
validity of the findings can be threatened by researcher bias in making interpretations
that are ungeneralisable (Onwuegbuzie and Leech, 2007b). Another measure to promote
generalisability is effect size. In the quantitative phase of this study, while the sample
was drawn using convenience approach, the large sample size was adequate to provide
the required power for the statistical results to be credible and the effect size to advocate
meaningfulness of the findings (Cohen, 1988), originated from the qualitative categorisations
of Phases 1 and 2 of this study (Onwuegbuzie and Teddlie, 2003).
5.11.2 Reliability Considerations
Reliability is concerned with repeatability, answering whether the same results would be
obtained if the research was repeated (Finn, Walton and Elliott-White, 2000). Quantitatively,
reliability refers to the consistency and repeatability of participants’ quantitative responses
(Onwuegbuzie, Johnson and Collins, 2009). In this study, measurement reliability was
achieved via an internal consistency test that was performed to measure the degree to which
the items that make up a scale are all measuring the same underlying construct (Rezaei,
Mazaheri and Azadavar, 2017). Reporting Cronbach coefficient alpha provides the average
correlation among all the items that make up the scale. The normal range of Cronbach
alpha reliability coefficient is between 0 and 1, however, the closer Cronbach’s alpha is to
1 the greater the internal consistency of the items in the scale (Gliem and Gliem, 2003). A
value of 0.7 is generally recommended (Pallant, 2013; DeVellis, 2016). Additionally, in
the measurement model’s items, the study examined the outer loadings of the reflectively
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measured items and their composite reliability, and outer weights of the formatively measured
items and their collinearity statistics and variance inflation factor (VIF), indicating acceptable
levels of items and construct reliability (Hair et al., 2017).
In the qualitative phase, reliability was measured via an intercoder reliability check that
looked at coding accuracy and consistency via another coder performing the coding task
and comparing the results before proceeding to any data analysis (Neuendorf, 2010). In
addition to intercoder reliability, intracoder reliability was also performed. This type of
coding reliability denotes the process of repetitive coding, coding and re-coding of the same
passages. It is the act of going back and forth in the data text to ensure that sufficient and
accurate coding was performed (Neuendorf, 2017).
5.12 Ethics, Health and Safety Considerations
It is the researcher’s duty to protect the participants through the entire research process
(Jones, Brown and Holloway, 2013). Given the study’s non-sensitive and non-challenging
subject and objectives, no extraordinary precautions seemed necessary and the University
of Surrey guidelines on ethical and risk assessment were followed. Self-Assessment Form:
Ethics (SAFE) was completed which approved the study to be ethical, safe and risk free (see
Appendix P). Considerations of ethics, health and safety are discussed below.
1. Ethical Considerations
Ethical issues were estimated to be low considering the study scope and subject.
Nonetheless, several ethical considerations have been taken into account. Ethics have
been ensured in terms of providing adequate information prior to conducting the
research, obtaining consents, protecting personal data and providing anonymity and
confidentiality. Prior to the interview and questionnaire stages, participants were fully
informed of what they were participating in, the goals, methods, and the intended use
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of the collected information. Consent forms were provided explaining the voluntary
nature of participation and why they have been selected as study informants. In the
netnographic study, as data were publicly open, members of community sites were not
approached and permissions were not sought (Langer and Beckman, 2005; Beaven and
Laws, 2007; Buchanan and Hvizdak, 2009; Kim and Im, 2018) as data acquired were
quantified to numbers and frequencies and no direct or indirect quotes were used. In
assuring informants’ confidentiality and anonymity, participants personal information
was protected and treated anonymously at all research stages. In the interview, real
names were obscured and pseudonyms were used instead. The audio-recorded files
were deleted from the recording device and stored in a secure place, accessed by the
researcher only, after successful transcription (Kozinets, 2002, 2015; Saunders, Lewis
and Thornhill, 2016).
2. Health and Safety Considerations
The personal health and safety of the participants involved and the researcher were
ensured via conducting the data collection in a public place that is safe, comfortable,
and with settings that were favourable to all parties. Also, choosing a suitable time for
interviews giving adequate time for the questionnaire respondents helped in promoting
convenience and ease. Interviewees were assured control over the data recording
process where they were given the authority to stop the recording device at any time
point. Questionnaire respondents had the ability to stop their participation, so they were
not at risk of missing their flights. In the airport setting, where respondents were not
previously aware of the study, unlike interviewees, respondents were approached in a
friendly manner that started with the researcher self- introduction to initiate confidence
and assurance.
196
Methodology
5.13 Chapter Summary
This chapter has discussed the methodological approach of this study. Underpinning the
mixed method strategy, an overarching pragmatism paradigm was followed. As determined
by the study’s aim and four research objectives, methodological approaches were chosen. A
novel combination of three methods, Netnography (qual I), Semi-Structured Interviews (qual
II) and Questionnaires (QUAN) was adopted to address the aim and objectives, taking into
considerations research integrity in protecting participants well-being. This comprehensive
methodology was valuable in a way that it did not only allow for employing a new method
in research into the ASQ sector (i.e. Netnography) but deliberately permitted for a holistic
knowledge development about in-flight meal satisfaction and other SQ attributes.
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Chapter 6
Findings I: Qualitative Phases
Identifying Factors Associated with In-Flight Meal
Satisfaction and Overall Flight Satisfaction
6.1 Introduction
Chapter 6, the first of two findings chapters, presents determinants associated with in-flight
meal satisfaction as per passengers’ experiences on-board AG-FSCs. It addresses Research
Objectives 2 and 3, by presenting the qualitative findings from passengers’ online reviews
(qual I) and semi-structured interviews (qual II). This chapter clearly identifies the factors that
passengers consider important in relation to their in-flight meal and overall flight satisfaction.
For clarity of presentation, findings from both stages will be presented in sequence, rather
than according to themes or objectives. In line with Chapter 5, three main sections form
the structure of this chapter, Phase 1 Netnography, Phase 2 Semi-Structured Interviews, and
Conceptual Model Development. Within each of the first two sections, a comprehensive
profile of actors is introduced before highlighting areas related to 1) in-flight meal satisfaction
and 2) overall flight satisfaction. While being used to describe constructs or components
(Tabachnick and Fidell, 2014) as in subsequent chapters, in this chapter, the term factor
refers to the theoretical concepts.
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Research Objective 2
To identify the factors associated with in-flight meal satisfaction and overall flight
satisfaction in long-haul business and economy class on-board AG-FSCs
Section 6.2 represents the first section of the chapter. It overviews the findings of the
netnographic phase, starting from presenting the profile of its participant websites and
reviews characteristics, moving into item identification and factor construction. The second
section (section 6.3) provides the profile of interview participants, overviewing their socio-
demographics, flight characteristics, and experiences on-board Emirates and Oman Air.
The latter were conceptualised into in-flight meal experience and overall flight experience
determinants. As an integration of the first two sections of the chapter, the third section
(section 6.3) presents the study’s conceptual model to be tested in Phase 3: Questionnaires.
The chapter concludes with a summary of the findings which are further discussed in Chapter
8.
6.2 Phase 1: Netnography
The purpose of this stage was to explore passengers’ experiences shared online to identify
the factors associated with in-flight meal satisfaction and overall flight satisfaction among
passengers of AG-FSCs. To do this, two leading airline review websites were purposefully
selected to serve the focus of this stage, which are Airlinequality.com (Skytrax) and Airliner-
atings.com. The review’s profile is introduced first, outlining the characteristics of the flights
being reviewed (airline company, seat class, trip purpose, and route). A comprehensive con-
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tent analysis of the online reviews follows starting from the researcher’s general observations
and moving to a detailed discussion on each area investigated.
6.2.1 Profile of Online Reviews of Flights
The flight profile of the netnographic stage reviews (Phase 1) is outlined in Table 6.1. The
overall website selection procedure was purposive in order to identify relevant reviews to the
inclusion criteria in terms of in-flight experiences on-board Emirates and Oman Air. In the
determined time span of data collection (March 2016 – 2017), 442 reviews were retrieved
from both websites and 261 reviews were included in the analysis due to their eligibility. The
specific sample characteristics in terms of the airline company, seat class, trip purpose, and
route are discussed below.
Table 6.1 Number of Reviews by Online Platforms, Airline, Seat Class, Purpose, and Route
Skytrax
(238) 91%
Airlineratings.com
(23) 9%Flight Characteristics
(261 Online Reviews) Emirates 212
(81.2%)
Oman Air 26
(10%)
Emirates 19
(7.3%)
Oman Air 4
(1.5%)
Seat Class
Economy (74%) 151 (58%) 21 (8%) 19 (7.2%) 3 (1.2%)
Business (26%) 61 (23.3%) 5 (1.9%) 0 (0%) 1 (0.4%)
Trip Purpose
Solo Leisure (39.1%) 82 (31.4%) 13 (5%) 5 (1.9%) 2 (0.8%)
Couple Leisure (33.7%) 81 (31%) 4 (1.5%) 2 (0.8%) 1 (0.4%)
Family Leisure (27.2%) 49 (18.8%) 9 (3.4%) 12 (4.6%) 1 (0.4%)
Route
East Bound (65.5%) 140 (53.6%) 18 (6.9%) 10 (3.8%) 3 (1.1%)
West Bound (34.5%) 72 (27.6%) 8 (3.1%) 9 (3.4%) 1 (0.4%)
A non-equal distribution of the review-sample is indicated, with most reviews coming from
the Skytrax website (91%), and with Emirates dominating the platform with 212 (81.2%)
reviews. The seat class distribution is balanced across websites and airline companies. Ten-
dencies towards reviews representing economy class (74%), solo leisure (39.1%), and east-
bound trips (65.5%) were evident. In terms of seat class, reviews on economy outnumbered
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business across websites and airline companies. While most reviews on Airlineratings.com
were dedicated to family leisure purposed trips, solo leisure proved generally dominant in all
the rest. Finally, the distribution of reviews on flight routes was skewed with most reviewers
having reviewed east directed flights (65.5%).
6.2.2 Determinants of Satisfaction: Phase 1 Netnography
In the analysis of the review passages in both websites and airlines, and given the researcher’s
interest in identifying factors, two main categories have been used to guide the process,
in-flight meal satisfaction and overall flight satisfaction. Using pre-determined codes from
the literature in the form of an A priori codebook, items have been identified and quantified
and results are presented in frequencies and counts. The use of counts in content analysis is
a quick method of identifying the word count in a collection of texts and the frequency of
their appearance (Riff, Lacy and Fico, 2014). While the relevance of counts in a qualitative
study has been questioned, it is suggested to be powerful when meaningfully implemented
and when used to support descriptive work (Morse, 2007; Humble, 2009). Additionally,
enumeration is an intrinsic part of the qualitative research as words such as some, common,
and most, signify data quantification (Sandelowski, 2001). However, as word counts may not
represent the context where words are used, keywords in context (KWIC) was adopted to
help improve the validity of the analysis by identifying words of interest in their surrounding
contexts (Riff, Lacy and Fico, 2014). Applying directed qualitative content analysis technique
(Hsieh and Shannon, 2005) to the netnographic data yielded the results presented in the
coming three subsections.
6.2.2.1 General Observations
In reviewing Skytrax passages, text pieces ranged from 34 to 300 words with most having
no pictures attached to them. However, almost all the reviews that did include pictures
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encompassed pictures of food. Heavy concentration within reviews was on food, crew, and
aircraft. Equally, in both airline companies and seat classes, food was reviewed in specific
details and in association with other flight products and the passenger-airline relationship.
However, in Oman Air business class, almost an equal emphasis was placed on the fare price
and its significance in shaping experiences and altering decisions.
In Airlineratings.com, passages retrieved ranged from 49 to 215 words. Unlike Skytrax, data
did not include information on the type of traveller, so it was difficult to distinguish leisure
from business purposed trips. Also, the route was not mentioned, so long-haul trips couldn’t
be separated from short-haul trips. The researcher, however, predicted the purpose and the
route by carefully reading the reviews. Where no prediction was possible, reviews were
discarded due to ambiguity. Unlike Skytrax, where eligible reviews were directly retrieved
into an Excel sheet, data retrieval in Airlineratings.com was challenging. Data were organised
in a way that when data were extracted, irrelevant attachments were copied alongside, and
data cleaning was hence needed. The most apparent concentration in the Airlineratings.com
reviews was in the cultural aspects of passengers and crew, airport, price, and flight delays
and cancellations.
6.2.2.2 In-Flight Meal Satisfaction
Examining the 261 reviews enabled the exploration and identification of the online dimen-
sions and sub-dimensions of in-flight meal satisfaction. As per the A priori codes from the
literature, items connected to the meal perceptions are divided into three main codes which
are meal intrinsic factors, meal extrinsic factors, and passenger requirements, replicating
the classifications in the food preference and consumption model of Randall and Sanjur
(1981), the food preference model of Khan and Hackler (1981), and the schematic model of
food-related behaviour of Cardello (1994). Additionally, a new main code emerged, named
meal service comprising borrowed and newly emerged sub-codes. Among all sub-codes,
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food quality was the most prevalent occurring 117 times, followed by variety (n = 33) and
taste (n = 26) (see Table 6.2).
Table 6.2 In-Flight Meal Satisfaction Incidence of Codes and Sub-Codes: Phase 1 Netnography
Skytrax Airlineratings.comSourcea
Emiratesb Oman Airb Emiratesb Oman AirbCode Sub-code (Item)
L B E B E B E B E
Sum of Occurrence
Meal Intrinsic Factors
Quality
√
32 62 4 16 0 3 0 0 117
Taste
√
8 16 0 1 0 1 0 0 26
Portion size
√
1 15 1 0 0 0 0 0 17
Temperature
√
8 5 0 1 0 0 0 0 14
Presentation
√
2 4 1 1 0 0 0 0 8
Preparation
√
2 2 0 0 0 0 0 0 4
Appearance
√
0 2 0 1 0 0 0 0 3
Freshness
√
0 1 0 0 0 0 0 0 1
Meal Extrinsic Factors
Variety
√
18 12 1 2 0 0 0 0 33
Meals frequency 6 13 0 0 0 1 0 0 20
Availability 6 8 1 3 0 1 0 0 19
Ethnicity
√
2 4 0 0 0 0 0 0 6
Menu
√
3 0 0 0 0 0 0 0 3
Passenger Requirements
Expectations 6 13 0 2 0 1 0 0 22
Physical/ emotional states
√
5 17 0 0 0 0 0 0 22
Dietary requirements
√
2 10 0 1 0 0 0 0 13
Preferences
√
2 6 0 0 0 0 0 0 8
Food safety/ health
√
4 1 0 0 0 2 0 0 7
Meaning of food 1 1 0 0 0 0 0 0 2
Religion 0 0 0 1 0 0 0 0 1
Familiarity
√
0 1 0 0 0 0 0 0 1
Meal Service
Ability to choose
√
10 12 0 0 0 1 0 0 23
Time of meal service
√
2 2 0 4 0 1 0 0 9
Service consistency 1 3 0 1 0 3 0 0 8
Time allowed for food con-
sumption
0 1 0 0 0 0 0 0 1
Total 388
a L stands for literature.
b B stands for business class and E for economy class.
1. Meal Intrinsic Factors
In meal intrinsic factors, quality, taste, portion size, and temperature sub-codes, were
found. In terms of quality of food, meals on-board Emirates and Oman Air were
perceived as being of quality by almost half of the reviewers, with 49% of the quality
comments being positive. The quality of Oman Air’s meals was perceived to have
improved compared to previous years. On the contrary, Emirates’ in-flight meal was
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claimed to be declining and inconsistent across flight routes and legs. Out of all
incidences on quality, 40 reviews were negative. In these reviews, the quality of the
meal on-board stood out as a big disappointment and the worst item compared to other
flight products and compared to other airlines.
Regarding taste, around 70% of the reviews on taste were positive. Reviewers found
the in-flight meals on Emirates to be delicious, tasty, and flavourful. One Oman Air
review referred to taste as cheap. In combination with other negatively coded passages,
eight comments on taste were negative referring to food served to be disgusting and
unenjoyable. Disgust with food showed to be related to choosing an airline company.
In terms of portion size, it appeared mainly in Skytrax Emirates economy class with
positive comments indicating that the portions of food and beverages were of adequate
levels. Lastly, temperature appeared mainly in Skytrax and mostly in relation to
Emirates. Almost all comments were negative claiming that the in-flight meal was
either not cold enough, not warm enough, or overheated.
2. Meal Extrinsic Factors
When the total set of reviews was examined, several extrinsic food-related items
emerged. The most prevalent comments were related to variety, meal frequency and
availability. Positive comments were posted on the variety of meals on-board (61%).
However, on economy class food and beverages were sometimes found to be limited
and lack the variety in a way that the same food was served twice on the same flight.
Subsequent to variety, meal frequency and availability were the most commented-
on food extrinsic factors. Availability was referred to mostly negatively (n = 15)
indicating incidents such as complete food runout, inability to get the chosen meal,
and unavailability of a specially required meal e.g. children meal. Meal frequency
appeared in Emirates only. Negative comments were double the positive ones, with
passengers considering the number of meals served to be inadequate.
3. Passenger Requirements
Three main sub-codes were found repeatedly throughout the netnography passages,
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i.e. expectations, physical/emotional states, and dietary requirements. Expectations
divided into 55% positive and 45% negative. All reviews on Emirates reflected positive
expectations of the airline except one which described Emirates image as a hit and
miss. These positive expectations were mainly developed through positive airlines’
reputation and good reports, especially related to food and service, which passengers
think Emirates is renowned for. In contrary, reviews on Oman Air economy class
showed that passengers were impressed by the unexpected good experience.
Physiological states and dietary requirements concentrated heavily in Skytrax Emirates
economy. Physiological States were referred to as hungry, thirsty, exhausted, stressed,
unwell, and tired. More than half of the reviews were negative indicating dissatisfaction
with how Emirates dealt with physiologically unwell passengers. In these reviews,
reviewers stated that they remained hungry due to bad food quality, unserved meals, and
felt thirsty due to the insufficient water supply. In contrary, eight reviewers maintained
that their level of hunger, thirst, tiredness, and fatigue were substantially lowered by
the plentiful food and beverage options and the considerate service. In terms of dietary
requirements, all reviews were negative referring to vegetarian meals, gluten-free
meals, special requests, and children meals, not being provided.
4. Meal Service
In the aforementioned food-related behavioural models, the place where food and
beverages are served is also essential. Place-related factors have been classified as
environmental and situational by Khan and Hackler (1981) and Cardello (1994). In line
with these, a third code was added, named "meal service". Sub-codes such as the ability
to choose and time of meal service were found in relation to the main code. Almost an
identical number of reviewers reviewed their ability to choose food negatively (n =
12) and positively (n = 11). Those who considered themselves able and free to choose
referred mainly in their reviews to the menu options and the possibility to select and
get the first choice served. Reviewers who were unable to choose due to reasons such
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as unavailability of the selected options, poor service, and lack of variety of offer,
yielded negative reviews.
6.2.2.3 Overall Flight Satisfaction
In social sciences, distortions of respondents’ perceptions of attribute-specific properties are
common. In a setting that is formed by a complex number of attributes such as in-flight meal
experience, passengers’ satisfaction with food can be downgraded and upgraded by their
satisfaction with other flight-related attributes (Wirtz, 2001). Therefore, this subsection of the
findings describes the incidence of codes representing the determinants reviewers considered
associated with their overall flight satisfaction (see Table 6.3). These determinants constitute
eight codes combining those brought from the literature and emergent ones, ranging from
101 times (crew) to one time (advertising). As in the previous section, only frequent codes
are emphasised.
Table 6.3 Overall Flight Satisfaction Incidence of Codes: Phase 1 Netnography
Skytrax Airlineratings.comSourcea
Emiratesb Oman Airb Emiratesb Oman AirbCode
L B E B E B E B E
Sum of Occurrence
Crew
√
26 52 6 12 0 4 1 0 101
Aircraft
√
16 39 6 9 0 3 1 0 74
Airport
√
23 25 3 12 0 4 4 2 73
Timing
√
3 24 2 6 0 2 0 1 38
Price
√
8 4 0 5 0 3 1 0 21
Image
√
3 3 1 2 0 2 0 0 11
Policy
√
0 9 0 0 0 0 0 0 9
Advertising
√
0 1 0 0 0 0 0 0 1
a L stands for literature.
b B stands for business class and E for economy class.
From the table, crew was the most commented-on item, mostly positively. In both airlines,
cabin crew was viewed to be attentive and hospitable, friendly and courteous, and professional
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and efficient. In reference to the overall flight satisfaction, crew was regarded as the main
element to make flights tolerable and compensates for dissatisfaction. However, crew was
also described as the disappointing part of the journey, the weakest point of the airline and the
element that can ruin the experience even when the hard product is quite good, emphasising
the importance of the human interactions.
Reviews on aircraft concentrated on three main items: the aircraft itself, the seat, and the
IFE. Forty reviewers referred to the aircraft shape, space, and cleanliness as being important
to the flying experience. The seat configuration was highlighted in the aircraft shape as well
as how modern the aircraft was. In addition to seat configuration and layout, seat comfort
appeared to be the most frequently mentioned seat quality across all websites, airlines and
cabin classes and was connected to the re-book. In reviewing IFE, programme variety and
music selection, as well as the physical entertainment equipment, were often highlighted.
IFE was considered the most attracting feature of Emirates and the one “needs-to-improve”
feature of Oman Air.
Regarding airport, ground handling (n = 25) reviews elucidated the lack of competence,
empowerment, and courtesy of the ground staff. Check-in and baggage handling were
claimed unprofessional and airlines appeared to be distant from the ground services. This
was verified by staff being unaware of emergent situations and their incompetence in handling
complaints and delay issues. One reoccurring review was around the new baggage allowance
policy of the airlines and how the ground staff handled the passengers’ lack of awareness.
Other aspects related to the airport were terminal size, facilities, and services. Muscat Airport
was viewed old, small, and limited in facilities and services such as priority boarding and
bridges. Only one review was positive, highlighting the quick and smooth transfer at Muscat
Airport. At the other extreme in size, Dubai Airport was reviewed big. However, its facilities
and services were equally criticised to be limited.
Concerning timing, punctuality of flights was the emphasis in reviewing both airlines. Twenty-
four reviews referred to delay. The effect of flights delay on passengers was expressed in
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three ways; travel party, connecting flights, and communication. Passengers travelling with
children described their flights as miserable because of the delay, which influenced their
flight satisfaction. In terms of flight connections, almost 18% of the total reviewers had to
miss their transfer flights without compensation and proper customer care. Furthermore,
almost 16% expressed their dissatisfaction, not with the delay itself, but with the lack of
communication maintained by the airline companies with their passengers.
Price was mentioned in two ways, the price itself (43%) and the value for the money paid
(57%). Price was highly associated with the intention to re-book the same airline in the
future. However, on some occasions, cheap deals were perceived not enough to compensate
for poor service levels. Value for money was seen in the seat allocation and comfort, service
level, flight route, punctuality, and provided food. Similar to price, value for money was
associated with loyalty such that expecting good value that is not met can alter ones’ decision
to re-book. Lastly is the airline’s image. More than half of the reviews on image concentrated
on the airlines’ reputation of good service and safety in comparison to other airlines in the
region and the world.
The findings of this stage are integrated with Phase 2 Semi-Structured Interviews with the
aim of developing the proposed conceptual model.
6.3 Phase 2: Semi-Structured Interviews
Having established the granular elements of passengers’ experiences on-board Emirates and
Oman Air from online reviews, this section goes into a detailed understanding of factors
and their associated items. It presents the findings of Research Phase 2 Semi-Structured
Interviews in three main subsections. It commences by overviewing the participants’ socio-
demographic and flight characteristics, moving onto presenting the results of the template
analysis in in-flight meal and then overall flight satisfaction.
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6.3.1 Interview Participants’ Profile
This subsection outlines the socio-demographic as well as the flight profile of the interview
participants.
6.3.1.1 Socio-Demographic Profile of Interview Participants
The socio-demographic background of the interview participants is outlined in Tables 6.4
and 6.5. The overall sampling procedure was a purposive, snowball sampling due to the
necessity of matching participants to the eligibility criteria identified in Chapter 5. This has
resulted in a homogeneous sample that represents the few of this narrow group. A relatively
equal distribution of female and male participants was evident, divided into 46% and 54%,
respectively. Different age groups were represented in the sample ranging from 22 to 45,
concentrating heavily on the age group of 22-30 years (71%). The remaining 29% were
distributed among other groups. The average age determined was 29.3 years. In terms of
nationalities, three backgrounds are represented, Omani (79%), Emirati (17%), and to a very
low level, Filipino (4%). The sample reflects participants from a wide range of educational
levels, ranging from a general diploma to postgraduate qualifications. The majority of
participants having obtained an undergraduate (46%) or a postgraduate degree (42%). The
sample represented a diversity of occupations, such as law and advocacy, engineering,
banking, and education.
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Table 6.4 Interview Participants Profile
No. Participant Nationality Education Occupation Gender Age
1 OA1 Omani Postgraduate Lawyer Female 27
2 OA2 Omani Postgraduate Lecturer Female 35
3 E1 Omani General Diploma Student Female 24
4 E2 Omani Undergraduate Government Employee Male 30
5 E3 Omani Undergraduate Procurement Officer Male 28
6 E4 Omani Undergraduate Electrical Technician Male 26
7 E5 Omani Undergraduate Mechanical Engineer Male 24
8 OA3 Omani General Diploma Student Male 22
9 E6 Filipina Postgraduate Senior Lecturer Female 45
10 OA4 Omani Postgraduate Training Supervisor Female 34
11 OA5 Omani Undergraduate Operation Manager Male 31
12 OA6 Omani Postgraduate Petroleum Engineer Male 35
13 E7 Omani Postgraduate PhD Researcher Female 30
14 E8 Omani Postgraduate Banker Male 29
15 E9 Omani General Diploma Coordinator Female 29
16 E10 Omani Postgraduate Man-Power Senior Officer Female 36
17 E11 Emirati Undergraduate Information Security Officer Male 28
18 E12 Emirati Undergraduate Operation Engineer Male 28
19 E13 Emirati Undergraduate Nuclear Power Engineer Male 30
20 E14 Omani Undergraduate Master Student Male 24
21 E15 Emirati Undergraduate Unemployed Male 24
22 OA7 Omani Undergraduate Network and IT Specialist Female 25
23 E16 Omani Postgraduate Lawyer Female 27
24 OA8 Omani Postgraduate Laboratory Technician Female 32
Table 6.5 Interview Participants Socio-Demographic Distribution
Socio-Demographical Measure Item Frequency Percentage
Age
<22 0 0%
22 - 30 17 71%
31 - 40 6 25%
41 - 45 1 4%
>45 0 0%
Gender Female 11 46%
Male 13 54%
Nationality
Filipina 1 4%
Omani 19 79%
Emirati 4 17%
Education
General Diploma 3 12%
Undergraduate 11 46%
Postgraduate 10 42%
Total 24 100%
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6.3.1.2 Flights Profile of Interview Participants
Tables 6.6 and 6.7 provide an overview of the flight details of the interview participants
including airline company, seat class, route, flight duration, travel party, and purpose. There
were more Emirates participants (n = 16) than Oman Air (n = 8). Most of the participants
referred to an economy class experience in answering the interview questions, presenting
83% of the total sample. An equal distribution of flight direction was found between the
east and west of Dubai and Muscat International Airports with most frequent flights were on
London Heathrow - Muscat and Dubai – Munich routes (17%). In terms of flight duration,
flights were between six to 16 hours long, with most between six to eight hours (83.3%).
Finally, most of the interview participants were on leisure trips (92%), travelling mostly in
groups of families and friends (42%) or alone (33%).
Table 6.6 Interview Participants Flights Details
Participant
Airline
Company
Seat Class Route Duration
Travel Party
& Purpose
OA1 Oman Air Economy Muscat - London Heathrow 7-8 Solo Leisure
OA2 Oman Air Economy London Heathrow - Muscat 7-8 Couple Leisure
E1 Emirates Economy Muscat - Munich via Dubai 7 Couple Leisure
E2 Emirates Economy Muscat - Bangkok via Dubai 7 Group Leisure
E3 Emirates Economy Muscat - Munich via Dubai 8 Couple Leisure
E4 Emirates Economy Muscat - Madrid via Dubai 7-8 Solo Leisure
E5 Emirates Economy
Muscat - London Heathrow via
Dubai
7-8 Group Leisure
OA3 Oman Air Economy London Heathrow - Muscat 7-8 Group Leisure
E6 Emirates Economy Muscat - Cebu via Dubai 16 Group Leisure
OA4 Oman Air Economy Muscat - Bangkok 6 Couple Leisure
OA5 Oman Air Business Frankfurt - Muscat 7 Group Leisure
OA6 Oman Air Economy London Heathrow - Muscat 7-8 Business
E7 Emirates Economy Muscat - Milan via Dubai 6-7 Couple Leisure
E8 Emirates Economy Muscat - Munich via Dubai 14 Couple Leisure
E9 Emirates Economy Muscat - Bangkok via Dubai 14 Group Leisure
E10 Emirates Economy
Muscat – London Heathrow via
Dubai
7-8 Business
E11 Emirates Economy Dubai - Singapore 6-7 Solo Leisure
E12 Emirates Business Dubai - Bangkok 6 Solo Leisure
E13 Emirates Business Dubai - Munich 6-7 Group Leisure
E14 Emirates Economy Dallas - Dubai 14 Solo Leisure
E15 Emirates Economy Dubai - Frankfurt 6 Solo Leisure
OA7 Oman Air Economy Muscat – London Heathrow 7 Group Leisure
E16 Emirates Economy
Muscat – London Heathrow via
Dubai
7-8 Group Leisure
OA8 Oman Air Business London Heathrow - Muscat 7-8 Group Leisure
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Table 6.7 Summary of Interview Participants Flights Characteristics
Flight Characteristics Measure Item Frequency Percentage
Airline Company
Emirates 16 67%
Oman Air 8 33%
Seat Class
Business 4 17%
Economy 20 83%
Direction
East-Bound 12 50%
West-Bound 12 50%
Route
Muscat - London 2 8%
London - Muscat 4 17%
Muscat - Bangkok 1 4%
Frankfurt - Muscat 1 4%
Dubai - London 3 13%
Dubai - Munich 4 17%
Dubai - Bangkok 3 13%
Dubai – Milan 1 4%
Dubai - Singapore 1 4%
Dubai - Frankfurt 1 4%
Dubai - Madrid 1 4%
Dubai - Cebu 1 4%
Dallas - Dubai 1 4%
Duration
6-8 20 83.3%
9-11 0 0%
12-14 3 12.5%
15+ 1 4.2%
Purpose
Business 2 8%
Leisure 22 92%
Travel Party
Solo 8 33%
Couple 6 25%
Group 10 42%
Total 24 100%
6.3.2 Determinants of Satisfaction: Phase 2 Semi-Structured Interviews
In the analysis of the interview scripts and given the researcher’s interest in exploring factors,
two main overarching categories were identified to group factors and items, in-flight meal
satisfaction and overall flight satisfaction. These represent the ten distinct themes that have
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been identified in the Stage 4 of interview coding and analysis strategy "Clustering and
Themes Development" and presented in Table 5.16 (see page 169). Pre-determined codes
from the literature and Phase 1 Netnography were used to initiate the template analysis.
Within the ASQ domain, a dearth of studies has focused on passengers’ airline experiences
using interviews (e.g. Delbari et al., 2016 and Jeeradist, Thawesaengskulthai and Sangsuwan,
2016). Additionally, none of the in-flight meal studies reviewed in Chapter 4 relied on
interviews as their method of enquiry. The findings present novel insights in that they
reveal specific experiences of Emirates and Oman Air passengers, as well as illuminating
where in-flight meal locates in relation to other airline products. Drawing on the analysis of
the semi-structured interviews, the findings go beyond the existing literature and Phase 1
Netnography in determining factors associated with in-flight meal satisfaction and overall
flight satisfaction in a specific context of ME respondents travelling on AG-FSCs. Where
quotes are linked to their sources of data, acronyms are used as in E = Emirates, OA = Oman
Air, and an interview number given by the researcher. As an illustrative example, E1 refers
to the first interview from Emirates respondents.
6.3.2.1 In-Flight Meal Satisfaction
Examining the factors associated with in-flight meal satisfaction among the 24 interview
participants resulted in Table 6.8.
The table provides the summary statistics of the NVivo analysis, presenting the codes, sub-
codes, and the sum of occurrence. The count analysis of the interviews revealed variety to be
the most predominant item for in-flight meal satisfaction, followed by passenger’s ability to
choose food, as they respectively appeared 29 and 24 times. In line with Phase 1 analysis,
four broad codes emerged from the analysis which are meal intrinsic factors, meal extrinsic
factors, passenger requirements, and meal service.
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Table 6.8 In-Flight Meal Satisfaction Incidence of Codes and Sub-Codes: Phase 2 Semi-Structured
Interviews
Sourcea Emiratesb Oman Airb
Code Sub-code (Item)
L N B E B E
Sum of Occurrence
Meal Intrinsic Factors
Temperature
√ √
0 12 0 7 19
Portion size
√ √
0 6 0 9 15
Quality
√ √
0 6 1 6 13
Taste
√ √
0 7 1 4 12
Preparation
√
0 6 0 6 12
Freshness
√
0 8 0 3 11
Smell
√
0 1 3 6 10
Presentation
√
0 2 1 7 10
Heaviness 0 1 1 0 2
Appearance
√
0 0 0 1 1
Texture 0 1 0 0 1
Meal Extrinsic Factors
Variety
√ √
1 13 0 15 29
Ethnicity
√
0 8 4 6 18
Meals frequency
√
0 0 0 3 3
Availability
√
1 0 0 2 3
Menu
√
1 1 0 0 2
Passenger Requirements
Preferences
√
0 4 0 8 12
Religion 0 0 3 8 11
Food safety/ health
√
0 4 0 6 10
Physical/ emotional states
√ √
0 7 0 2 9
Dietary requirements
√ √
0 3 0 3 6
Expectations
√
0 2 0 4 6
Meaning of food 0 1 0 2 3
Familiarity
√
0 1 0 2 3
Meal Service
Ability to choose
√ √
0 15 0 9 24
Crowdedness 0 3 1 6 10
Time of meal service
√ √
1 5 0 1 7
Service consistency 0 0 0 2 2
Time allowed for food con-
sumption
0 2 0 0 2
Total 266
a L stands for literature N for netnography.
b B stands for business class and E for economy class.
1. Meal Intrinsic Factors
It is apparent from Table 6.8 that meal temperature, portion size, quality, taste, prepara-
tion, freshness, smell, and presentation are the predominant sub-codes in meal intrinsic
factors. All of which were emphasised extensively in economy classes, but less fre-
quently or never in both airlines’ business classes. Following is a detailed presentation
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of these sub-codes.
Temperature
Of those who were interviewed, almost 80% (all in economy) referred to the food
temperature when asked about what they like the most about their flights in general or
about in-flight meals specifically. In both airlines, warm enough meals were considered
important to overall satisfaction. Serving cold food was explained to be the “airlines’
way” and the properties of the meals served were perceived not to be tailored to
passengers from the Arabian Gulf region.
“. . . because they prepare the fish their way. Everything with them is cold, so they
bring us these particular things in food also . . . these things are liked by Westerners,
not us, if they just make the food a bit warmer (laughter)” (E15)
Additionally, food temperature was associated with food consumption and overall
flight satisfaction, especially on long flights.
“For me especially on a long flight, food quality contributes to satisfying passengers
. . . for example, its type, being cold or hot, I mean, so so important, so if you are on a
long flight and the food is cold you will not like the food and eventually you will be
hungry throughout the flight duration (smile)” (OA2)
Portion size
Out of 15 participants who associated food portion sizes with their in-flight meal
satisfaction, only two participants viewed in-flight meal portion sizes to be sufficient.
Emirates Airline passengers expressed satisfaction with their ability to choose the
meal and the portion size wanted. However, the remaining participants expressed
disappointment in the declining food portion sizes on-board Emirates. Similarly, Oman
Air was recommended to reconsider the sufficiency of its food portions to ensure
serving its passengers a nourishing meal.
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“So, I choose the meal that suits me, and they bring it to me which most airlines don’t
offer you and if they do, it will be in a very small portion. . . so if somebody can choose
the portion he exactly needs, it will be perfect” (E10)
“. . . I mean, cut it in big pieces and leave it this way, I mean enough portion, so now
the salad is not in a good portion and there is no bread and no other things to
complement the main meal which is anyway small in portion, it is normal that the
customer will not be satisfied” (OA4)
Quality
Different aspects in relation to the food itself and the flight where food is served were
linked to food quality. In terms of food aspects, food quality was associated with its
lightness and appealing nature.
“The meal was light, it didn’t make me heavy during the flight, I mean, with quality,
also the sweets were very nice” (E2)
“Um, the food was not of good quality, it was not encouraging to the extent that you
don’t accept to eat it, uh. . . ” (OA1)
In flight-related aspects, participants considered food quality to be essential on long
flights and when flying with children. Additionally, food quality was perceived to be
low in all classes, despite the extra money paid for premium classes.
“The food quality was not that good,. . . it depends if the flight is long. . . in terms of the
food currently offered. . . it is certain that the criticism on food quality reaches them,
so they should think thoroughly about the causes. . . " (OA7)
“. . . and even it matters a lot to me the quality of the food they serve and the service,
especially in the existence of kids (laughter)” (OA2)
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“Second, they have to watch for the quality of the fruits they are offering despite you
are in business class, first, economy, you are still a human. . . ” (OA8)
Finally, food quality was considered one of the main reasons to prefer an airline
company to another. Hence, airlines were suggested to investigate the quality of their
food, or simply to provide no-food fares for a lower price.
“. . . and because the quality of the meals offered is high, of course, you will prefer an
airline to another even if its prices are higher than the other airline companies” (E8)
“Oman Air should change the quality of its food offered on-board, because eventually,
you pay for the food, and if the company sense that there is no hope in changing it
then it should offer fares without food for less price for those who do not want to eat,
because it is not fair to pay for food that you don’t eat anyway. . . ” (OA1)
Taste
Half of the participants were dissatisfied with the taste of food offered in both airlines.
Meals were described to be tasteless and their flavour not to be personalised to pas-
sengers’ needs and backgrounds. Airline companies were viewed as being careless in
terms of satisfying passengers’ needs for favourite foods, hence airline food is avoided.
This was stressed to be an issue with Gulf carriers only as with other airlines, food was
found to be tasteful and delicious. Finally, food taste was considered highly important
for longer flights.
“I don’t feel they offer you the proper food or the taste you would like, they don’t even
try – the airlines that I have tried – um, which are Gulf-based most of them, they don’t
try to give you the Gulf taste of food, no. They give you something you can say
international or global, so I don’t feel like eating it, so I simply avoid airlines food”
(E16)
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“Unlike this airline, I tried other airlines where the food served has that homey taste,
their meals were so delicious. . . so if Oman Air try to contract local catering
companies or try minimising this taste, the taste of restaurants which makes food
horrible” (OA1)
“I mean, you eat but you do not feel the taste of the food, maybe because you are
hungry, so you eat to satisfy your hunger. . . it depends if the flight is long” (OA7)
Preparation
Preparation was equally emphasised in airlines economy classes. Meals were perceived
to be not well or carelessly prepared and not tailored to the local passengers, even
though local hospitality is promised.
“It was missing something some spices and I had the feeling it was stored frozen for
quite a while and then brought to us to eat after a long time, this is the point. . . as if
the chicken was barely cooked with a bit of salt (smile) that is how it felt. . . it felt as if
it was prepared a few days ago, maybe it was prepared a day before, but I felt it was
prepared since long, it was not fresh at all” (E7)
“Actually, um, the food prepared the Omani way, and it has nothing to do with Omani,
I am Omani and did not know it is Omani, this is not acceptable. . . the meal itself was
not well prepared” (OA4)
“. . . the food was not encouraging, it was not prepared with care” (OA8)
Freshness
Freshness is a reoccurring sub-code that appeared only once in the netnography phase.
In the interview phase, freshness appeared only in relation to the economy classes of
both airlines, especially among Emirates interviewees. It was one of the reoccurring
items when participants were asked what airplane food means to them and what airline
companies can do to make in-flight meals better for passengers. Contradicting views
on food freshness were found in both airlines.
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“Yeah, for example, um, the vegetables with peas it is just a salad, a frozen one, they
have it out of the fridge, so it was tasteless. . . it is better to serve fresh things. . . I didn’t
feel the food was fresh” (E7)
Smell
Smell is a new sub-code is appearing in this phase only. On Emirates, food smell was
described to be strong to intolerable levels. In Oman Air’s business class, it stopped the
passenger consuming the meal. Bad food smell was linked to improper food storage
and handling. The smell of in-flight meals was associated with regular flying, as with
more flying experience, the smell was no more tolerated, and the food was avoided.
Finally, food smell was regarded to be an important issue in relation to both flight
satisfaction and loyalty.
“. . . you don’t eat something that you cannot taste, or you feel it abnormally sticky or
has a bad smell that you cannot tolerate, I mean the one sitting next to the next to the
next to you is eating and you have your nose closed because the smell reaches you and
you feel, excuse me, you feel like you will vomit because of the smell. So, if they
outsource a company to cater for more natural and with fewer conservatives’ food. . . ”
(E16)
“It is not only that I do not care to eat on-board anymore, but I also CHOOSE an
airline company where food does not smell bad. . . my food experience is related, very
related to my flying experience to the extent that you reach a stage where you like the
airline company, the way they treat you, you love flying with them. . . the flight is very
comfortable, their customer service is good, but the food, the food smell is
intolerable. . . why should I put myself in such situations, there are competing airline
companies, offering convenient prices, uh, offering similar services, and their food
doesn’t smell this way, so I prefer them just to avoid this food-related issue” (OA1)
Presentation
Presentation reappeared in this phase as an important sub-code that was highlighted ten
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times. Two aspects in relation to food presentation were mentioned, the food itself and
the service. Participants showed a negative attitude toward how the food was presented
on trays and served by the crew. Food presentation was considered a turning point in
terms of airlines offerings.
“At some point, the person who serves the food would not show a good attitude, so
everything is ruined, the presentation is ruined, it will let everything else down” (OA5)
“Uh, it makes a difference in the way of, first of all, presentation, food presentation
makes a difference” (OA4)
2. Meal Extrinsic Factors
From Table 6.8 it is apparent that variety and ethnicity are the predominant sub-codes
in meal extrinsic factors, particularly in economy classes of both airlines.
Variety
Three main interview questions prompted variety as an immediate answer. First, what
airline companies can do to make your in-flight meal experience better? Participants
highlighted the importance of food and beverages variety for their satisfaction and
retention, particularly on long-haul flights.
“. . . give you more varieties, what you exactly want, you know, maybe that will make
the situation better, but if they continue this way, I don’t think I am the only one feeling
this way and maybe it depends on the seat class. . . but in economy class, a quite good
number of travellers that you have to handle and fulfil their demands so you can
continue as a company” (E16)
“Yeah, the meal, since it was 7 to 8 hours flight...but what disturbed me the most was
the lack of variety” (OA8)
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Second, what are the reasons for choosing one airline to another? Participants who
included in-flight meals as one of the reasons specifically referred to variety. Some
participants stated that food might not be a reason to choose a carrier, but its variety
influences their overall satisfaction. Others considered variety important to their future
decisions.
“. . . it is not like food is not important, food was excellent, food menu on Emirates is
different, you have many options, many varieties, and they are considerate, if you are
an Arab, there were many Arabic dishes and international dishes. . . so food might not
be that important to me to choose an airline but the variety of food offered always
makes a difference to me” (E2)
Last, what is the one thing you want to change in your most recent flight? Variety of
beverages was one of the answers.
“I would change beverages, the variety of beverages because I feel they are bound to
one thing in all flights. . . the types of juices they offer are limited, which is orange juice
for example and the soft drinks are limited” (E2)
Ethnicity
Ethnicity was referred to in terms of participants preference for traditional and local
dishes. Passengers travelling from Oman and UAE stated that one of the reasons that
made them choose a Gulf carrier was the local food served. They expressed their
dissatisfaction with the cuisines provided on-board and suggested that Gulf carriers do
not even bother to try introducing Arabian Gulf dishes, especially in economy classes.
Food ethnicity and travelling experiences were associated with Oman Air interview
participants. They maintained that when they started travelling by Oman Air they were
looking forward to being served with local Omani dishes and that would shape their
experiences back then. However, as they travel more, food ethnicity had less effect on
their in-flight meal and overall flight satisfaction.
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“What made me choose business class was the wide seating space, and second the
food served on-board Oman Air, and they have a lot, you can say, traditional Omani
dishes. . . in my first days, I was seriously looking for airlines that serve traditional
dishes, for instance, I am from Oman so I was looking for traditional, Omani, Gulf, or
Arabic dishes, why? Because I prefer to eat halal, Omani or Arabic food, but as a
frequent traveller, all I want now is to get on the plane, sleep, have something light, a
snack or something, and reach my destination as fast as possible” (OA5)
3. Passengers Requirements
In passengers’ requirements of in-flight meals, preferences, religion, and food safety/
health were found. In line with most of the previous sub-codes, they concentrated
generally among economy class passengers, especially those on-board Oman Air.
Preferences
Being served their preferred meals and beverages was associated with meal satisfaction
and airline choice. Participants stressed the importance of getting what they prefer
in terms of food, as it does affect their meal satisfaction, overall mood and flight
satisfaction. Especially on long-haul flights, knowing that you can get the food you
prefer, was identified as an influencer of airline choice.
“Food is surely a reason to pick an airline, especially on long flights, I mean, the
quality of the food contributes in passengers satisfaction...you can select online the
meal you want, that you prefer. . . for example, if you are on a long flight and you don’t
like that food, eventually you will be starving, the whole flight (smile)” (OA2)
Religion
Religion was found exclusively among Oman Air passengers. Offering a food that is
in harmony with passengers’ beliefs and religious views was considered essential and
a reason to choose an airline.
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“I would say so, yeah, if I’m travelling with my family, and, uh, because...we are
Muslims so will... consider an airline that provides us with halal labelled food and we
might even eliminate any airlines that do not serve halal food” (OA6)
Food safety/ health
The last among passenger’s requirements of in-flight meals is food safety and health.
The influence of food on one’s health was connected to the way food was packaged,
stored, preserved as well how healthy the food ingredients were. Serving food that
is fresh, clean and free of contaminants was considered highly important to maintain
passengers’ health.
“...they should stick to healthy food, so it does not cause a problem during the flight. . .
food should be fresh, clean, perfectly stored until it is served” (E2)
“...the dishes that they serve on are plastic (laughter), plastic is impossible for the tea,
well, yeah, the tea might not be that hot, but basically it is not healthy, it is not correct
that you drink something hot, yeah, in plastic containers, this can affect us” (OA7)
4. Meal Services
Meal service encompassed five sub-codes, with two main sub-codes: ability to choose
and crowdedness, which occurred mostly among economy class passengers.
Ability to choose
When asked about what can enhance their in-flight meal experience, respondents
emphasised that they prefer airlines where they can choose what to eat beforehand.
Even when the option selected was no longer available, knowing that they can at least
choose made a difference and made them advocate an airline over others. Ability
to choose was considered important on long-haul flights and linked to passengers’
in-flight meal and overall satisfaction.
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“They have many options in comparison to other airlines. For example, I have
travelled on-board Egyptian Air and I had no choice, this is your meal, take it, so I
had no choice (laughter), and I travelled on-board the Jordanian and the same applies,
ok! Can I choose? I cannot choose, but in Emirates, you can” (E11)
“In meals in general, I felt passengers were satisfied, why? Because they were given
options, they give you the menu and from the menu, you can choose the meal you
wanted, so all were satisfied, I felt, because all were able to choose as per their palate
and what they want, so I felt all were satisfied and eating” (E4)
“On long flights, especially, food contributes to passengers’ satisfaction in a way that
they are there for long hours...when you can pick the meal you want online, so if you
want a special meal you can choose it, I think this very, very important besides food
quality, on long flights you cannot remain hungry” (OA2)
Crowdedness
In business class, it was argued that loaded flights affected passengers’ satisfaction
with food service as they do not get a personalised service and their requests are not
responded to promptly. The noise of crowded cabins also disturbed sleep, prevented
passengers from enjoying the provided IFE, delayed meal services and disturbed meal
enjoyment among economy class passengers.
“With Oman Air, I always choose those days to fly when the load is minimum, so I can
get the most, uh, I mean, I like in the aircraft. For example, the crew are way much
free to talk to people in business class, they are not busy with other people, so you get
to be served better and in a personal level” (OA5)
“Cabin crew service was nice and polite. Yeah, the service was slow, but this was
because the craft was crowded, there was a load, I understand this” (OA4)
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6.3.2.2 Overall Flight Satisfaction
This section describes the incidence of codes representing the determinants of overall flight
satisfaction. These determinants constitute eight codes, ranging in incidence from 49 (aircraft
and airport) to seven (captain skills and seating policy), see Table 6.9. Only codes that appear
ten times or more are emphasised.
Table 6.9 Overall Flight Satisfaction Incidence of Codes: Phase 2 Semi-Structured Interviews
Sourcea Emiratesb Oman Airb
Code
L N B E B E
Sum of Occurrence
Aircraft √ √ 4 25 2 18 49
Airport √ √ 2 31 8 8 49
Timing √ √ 5 21 4 6 36
Crew √ √ 1 9 2 13 25
Image √ √ 4 11 0 4 19
Price √ √ 0 13 0 0 13
Captain skills 0 5 0 2 7
Policy √ 0 5 0 2 7
a L stands for literature and N for netnography.
b B stands for business class and E for economy class.
Aircraft
From Table 6.9, aircraft was most frequently mentioned in relation to overall flight satisfaction.
In line with netnography, participants commented on areas related to the aircraft itself, its
tangibles and the IFE.
“I always look for a modern aircraft, for example, the 380 or the 787, you know, so it is a
new experience for me, in Emirates it is almost that all their fleet is new, so these are the
most important reasons” (E13)
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“Entertainment type, um, it wasn’t updated because I have travelled in several flights so if I
compare it to Emirates and British Airways, uh, you wouldn’t have that variety of
entertainment to entertain yourself during the flight period” (OA6)
“In fact, business class is more comfortable, the seats are wide, especially on long flights,
one gets tired in the economy class’s seat for a long time, this is the only reason why I have
chosen to fly business” (E12)
Airport
Interviewees highlighted the convenience of the airport size and its ease of navigation. They
also referred to the quality of the services provided in their departure airports, the efficiency
of the baggage check-in process and baggage allowance. Furthermore, airport location was
emphasised to be one of the reasons to prefer one airline company to another, with airlines
operating from airports that are within reach and accessible being favoured.
“Here you are, ok, first thing Emirates has its own terminal in the heart of Dubai city, this is
a pro, meaning it is fast to reach. Second thing, the terminal is only for Emirates. . . so you
feel the attention, the building is luxurious. . . the duty-free is like a mall, not like few small
stores, no, it is huge, you find anything you want, even rooms to sleep, this is a good quality”
(E11)
“The airport is important, because it is the place you can chill, uh, of course the duty free,
the restaurants available, the facilities available inside each airport differ, uh, which means I
choose the airport of my transit, maybe, uh, I am positive toward some specific airports and
this depends on things they offer from luxury, markets, accessibility, clarity of indicators of
entrances, exits, and ways, and I found all this, frankly, in Dubai airport despite its huge size,
moving is easy via the metro and buses, this made our movement a lot easier” (E3)
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“. . . direct route is the main reason for choosing a particular flight. Another reason might be
of, of, uh, luggage allowances. Oman Air providing much luggage allowances compared to
most of other airlines. . . that usually have that frequent routes from the UK to Muscat, for
example, British Airways usually providing. . . no more than 23KG per, per person, but Oman
Air can go up to 35KG per person. . . so, even the amount of tolerance you, you wouldn’t
expect compared to other airlines, even in terms of weight allowances. I remember one day
in our last trip we were exceeding the weight allowance by more than 20KG and they
allowed us to get on-board” (OA6)
Timing
It seemed important to the interviewees that the airline had a convenient and flexible flight
schedule, and enough frequency for them to choose it. Moreover, one essential aspect of
satisfaction was a punctual flight that departs and arrives on-time.
“I prefer Emirates for its special and luxurious building, the flights’ schedule is very good.
The timing, the, uh, the building, the, uh, the treatment, uh, the most important to me is the
timing, I mean, for me, the time of departure and the time of arrival in the destination. . . with
Emirates I can choose the time I want, so I prefer Emirates” (E11)
“Most of Emirates flights are direct but I care about the punctual departure and arrival, I
take that into account” (E13)
Crew
The crew was generally viewed to be attentive and caring. However, in some cases, it
was suggested that it needs better training to enhance passengers’ on-board experiences.
A professional crew member who ensures a quick food service and responds to requests
and complaints promptly was found to be important to the passengers’ satisfaction with the
in-flight meal as well as the overall flight.
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“I did not like, um. So, for the cabin crew were nice, but I just experienced that the food was
served late, and we were already complaining that when will it come, we were already
hungry, it is a long trip and I was just hungry from waiting from the first meal to the next
meal. It was delayed in service, and I was not alone in complaining about it. Even my
seatmates were saying when the food will come (laughter)?” (E6)
Image
The influence of image on overall flight satisfaction was referred to safety and reputation. The
safety record of an airline was considered a reason to choose it and feeling safe during the
flight was found to be essential for a satisfying flight. Participants highlighted the influence of
the image they have about an airline in shaping their expectations, perceptions and thereafter
their level of satisfaction.
“First, the safety. Yeah. That the airline has a good safety record. I am afraid of flying and
aircraft accidents (laughter), a flying phobia I mean. If the airline’s safety reputation is bad,
no one will choose it, I think” (OA3)
“Mostly, I prefer Arabian Gulf carriers, surely because they are safe airlines and global,
well-known companies, uh, in, in all over the world. Choosing Emirates usually because of
many reasons, most importantly, being known as the best airline in the world for its image
and safety, you expect them to make you happy” (E4)
Price
Price was considered significant in deciding about an airline company as well as to the overall
flight satisfaction, comparing the flight ticket price and the value to other airlines operating
on the same route.
“Ticket price was perfect, so reasonable, less than all other airlines in the region, uh, a
number, a countless number of flights that you can choose from, so you can change at any
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time, and the comfort in general in comparison to the price, on-ground and on-board, they
are excellent” (E8)
“There is no match between the price and the value you get, specifically in this flight, I had
to pay double just to arrive in less time because it is a direct flight. . . I had to pay a huge
amount of money and at the end, I was not satisfied, I was not happy as a customer about the
service level that I found” (OA1)
6.4 Conceptual Model Development
This section draws upon the findings presented in sections 6.2 and 6.3 to develop a conceptual
model, addressing Research Objective 3.
Research Objective 3
To develop a conceptual model of in-flight meal satisfaction, overall flight satisfaction and
loyalty based on literature review and findings of preliminary studies
According to Miles and Huberman (1994, p. 440), a conceptual model “lays out the key
factors, constructs, or variables, and presumes relationships among them”. An initial step in
any conceptual model development is mapping the selected data sources and defining con-
cepts (Jabareen, 2009). Thus, the literature on ASQ, food-related models and in-flight meals
was consulted, along with insights obtained from the preliminary studies of netnography
and semi-structured interviews, to form the basis of the model summarising the nature and
determinants of SQ as perceived by the passengers on-board AG-FSCs (see Figure 6.1).
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Figure 6.1 Proposed Conceptual Model
As seen from Figure 6.1, the analysis of netnography and semi-structured interviews identified
11 distinct factors that make up the proposed conceptual model of in-flight meal satisfaction,
overall flight satisfaction, and loyalty of passengers travelling on-board AG-FSCs. In terms
of the factors affecting in-flight meal satisfaction, items were grouped into three main factors:
food-related “Meal”, individual-related “Passenger requirements”, and context-related “Meal
service” as suggested by Khan and Hackler (1981); Randall and Sanjur (1981); Cardello
(1994); and Meiselman (2003). Along with the in-flight meal satisfaction, other factors
were found relevant to overall flight satisfaction and loyalty: Aircraft, Airport, Timing, Crew
(embedded in meal service), Image, and Price. These latent factors are simultaneously
measured and the cause-effect relationships among them are examined using PLS-SEM.
These relationships are presented in 17 hypotheses:
H1: Meal service has a positive and significant direct effect on meal satisfaction.
H2: Meal has a positive and significant direct effect on meal satisfaction.
H3: Passenger requirements has a positive and significant direct effect on meal satisfaction.
H4: Price has a positive and significant direct effect on flight satisfaction.
230
Findings I: Qualitative Phases
H5: Timing has a positive and significant direct effect on flight satisfaction.
H6: Meal satisfaction has a positive and significant direct effect on flight satisfaction.
H7: Airport has a positive and significant direct effect on flight satisfaction.
H8: Aircraft has a positive and significant direct effect on flight satisfaction.
H9: Image has a positive and significant direct effect on flight satisfaction.
H10: Price has a positive and significant direct effect on image.
H11: Timing has a positive and significant direct effect on image.
H12: Meal satisfaction has a positive and significant direct effect on image.
H13: Airport has a positive and significant direct effect on image.
H14: Aircraft has a positive and significant direct effect on image.
H15: Meal satisfaction has a positive and significant direct effect on loyalty.
H16: Flight satisfaction has a positive and significant direct effect on loyalty.
H17: Image has a positive and significant direct effect on loyalty.
The factors and items are presented in Table 6.10. A detailed list of the measurement items
and their sources is shown in Table 6.11. Where applicable, items were adapted from the
literature of in-flight meal and ASQ, as well as the extended literature of food consumption,
preference, and acceptance.
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Table 6.10 Factors and Items of the Conceptual Model
Factor Item In-flight Meal Literature ASQ Literature Netnography Interviews
Meal
Ethnicity
(Mills and Clay, 2002; Za-
hari et al., 2011)
(Archana and Subha,
2012)
√
Preparation (Zahari et al., 2011)
√
Temperature (An and Noh, 2009)
√ √
Freshness (Zahari et al., 2011)
√
Quality (Mills and Clay, 2002) (An and Noh, 2009)
√ √
Presentation (Zahari et al., 2011) (An and Noh, 2009)
√
Smell (Zahari et al., 2011)
√
Taste (Zahari et al., 2011)
√ √
Portion size
(Mills and Clay, 2002; Wa-
terhouse et al., 2006)
√ √
Variety
(Mills and Clay, 2002;
Moufakkir, 2010; Zahari
et al., 2011)
(Archana and Subha,
2012)
√ √
Passenger Requirements
Dietary requirements (Waterhouse et al., 2006)
√
Food safety/ health (Mills and Clay, 2002)
√
Preferences
(Mills et al., 2003; Geor-
giou, Johan and Jones,
2010)
√
Expectations
√
Physical/ emotional states
(Mills et al., 2003; Water-
house et al., 2006; Geor-
giou, Johan and Jones,
2010)
√ √
Crowdedness
√
Religion
√
Meal service
Time of service (Waterhouse et al., 2006)
√
Responsiveness
(An and Noh 2009; De
Jager, Van Zyl and Toriola,
2012; Kim, Kim and Hyun,
2016)
√ √
Ability to choose (Waterhouse et al., 2006)
√ √
Aircraft
Aircraft type
(Hussain, Al Nasser and
Hussain, 2015)
√ √
Cabin features
(Laming and Mason, 2014;
Rajaguru, 2016)
√ √
Entertainment
(De Jager, Van Zyl and To-
riola, 2012; Kim, Kim and
Hyun, 2016)
√ √
Airport
Location
(Arif, Gupta and Williams,
2013)
√
Size
(Arif, Gupta and Williams,
2013)
√ √
Services
(Arif, Gupta and Williams,
2013)
√ √
Ease of navigation
(Arif, Gupta and Williams,
2013)
√ √
Ground handling
(Park, 2007; Archana and
Subha, 2012)
√ √
Timing
Punctuality (Feng and Jeng, 2005)
√ √
Schedule
(Park, Robertson and Wu,
2005)
√
Price
Ticket price
(Park, 2007; Delbari et al.,
2016)
√ √
Value for money (Rajaguru, 2016)
√ √
Image
Safety (Park, 2007)
√ √
Reputation
(Park, Robertson and Wu,
2005)
√ √
Satisfaction In-flight meal & Overall flight
√ √
Loyalty Re-booking intention, Recommendation& word of mouth
√
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Table 6.11 Measurement Items of the Conceptual Model
Item Measurement Item Adapted froma
Ethnicity I enjoyed most of the Arabian gulf meals served in this airline (Zahari et al., 2011)
Preparation The meal on board was prepared with care Interviews only
Temperature Meals were served at appropriate temperature (Namkung and Jang, 2007)
Freshness The food served in this airline was fresh (Kim, Kim and Hyun, 2016)
Quality The quality of food ingredient was good (Mills and Clay, 2001; An and Noh, 2009)
Presentation The food presentation on the tray was attractive (Kim, Kim and Hyun, 2016)
Smell
My appetite was stimulated with the good aromas of the meals
served
(Zahari et al., 2011)
Taste The food served in this airline was tasty (Kim, Kim and Hyun, 2016)
Portion size The food portion was sufficient in this airline (Kim, Kim and Hyun, 2016)
Variety
There was a good variety of food items/beverages served in this
airline
(Kim, Kim and Hyun, 2016)
Dietary requirements The food I was offered met my dietary regimen (Waterhouse et al., 2006)
Food safety/ health The food I was offered was healthy (Steptoe, Pollard and Wardle, 1995; Mills and Clay, 2002)
Preferences The food I was offered met my preferences Interviews only
Expectations The meal on-board was as expected (Meiselman, 2003)
Physical/ emotional states Food/beverages on-board helped me escape unpleasant feelings
(e.g. physical and emotional discomfort)
(Steptoe, Pollard and Wardle, 1995; Georgiou, Johan and Jones,
2010)
Crowdedness The number of passengers disturbed my meal enjoyment Interviews only
Religion The food I was offered was in harmony with my religious views (Chen, 2007)
Time of service Meals were served to me promptly (Baek, 2006)
Responsiveness
Crew responded to my food/beverages requests/complaints
promptly
(Kim, Kim and Hyun, 2016)
Ability to choose My ability to choose from the choices available was not limited (Waterhouse et al., 2006)
Location The geographical location of the airport was ideal (Arif, Gupta and Williams, 2013)
Size The size of the airport was convenient to me (Arif, Gupta and Williams, 2013)
Services The quality of airport’s services was good (e.g. food, shopping,
and other activities)
(Arif, Gupta and Williams, 2013)
Ease of navigation
The airport was equipped with clear indicators and signs regarding
the various facilities and services (e.g. terminals, gates, restrooms,
restaurants, prayer rooms)
(Arif, Gupta and Williams, 2013)
Ground handling
The baggage allowance of this airline was satisfactory (Archana and Subha, 2012)
Baggage check-in and handling services were efficient (Park, 2007)
Aircraft type The aircraft looked modern and new (Rajaguru, 2016)
Cabin features The physical facilities of the aircraft were good (Rajaguru, 2016)
The aircraft seat was comfortable (Hussain, Al Nasser and Hussain, 2015)
Entertainment
A good variety of programmes (e.g. movies, television pro-
grammes and games) was provided
(De Jager, Van Zyl and Toriola, 2012)
A good variety of music (e.g. classical, Jazz, popular music) was
provides
(De Jager, Van Zyl and Toriola, 2012)
This airline has Up-to-date in-flight entertainment equipment (e.g.
wide screens)
(Kim, Kim and Hyun, 2016)
Punctuality The flight departed and arrived on-time (Gilbert and Wong, 2003)
Schedule This airline has convenient flight schedule and enough frequencies (Park, Robertson and Wu, 2005)
Ticket price Compared to its competitors in the same route, this airline’s ticket
price was reasonable
(Park, 2007; Delbari et al., 2016)
Value for money I see value for the money I paid (Rajaguru, 2016)
Safety I am pleased with the safety record of this airline (Park, 2007)
Reputation
I believe that this airline has a better image than its competitors (Park, Robertson and Wu, 2005)
In my opinion, this airline has a good image in the minds of pas-
sengers
(Park, Robertson and Wu, 2005)
Meal satisfaction
Overall, I am satisfied with my in-flight meal experience (Laroche et al., 2004)
I am pleased with the in-flight meal I have received (Park, 2007)
Flight satisfaction
Overall, I am satisfied with this airline (Park, 2007)
I think I did the right thing when I decided to use this airline (Rajaguru, 2016)
Re-booking intention
I would select this airline again if I am going to fly another time (Rajaguru, 2016)
I will try my best to avoid this airline in the future Interviews only
Recommendation & word of mouth
I would recommend others to fly with this airline (Park, Robertson and Wu, 2005)
I would say positive things about this airline (Kim, Kim and Hyun, 2016)
a All items were represented in the netnography and/or interviews.
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6.5 Chapter Summary
This chapter presented the findings gathered from Research Phases 1 and 2 to explore and
identify the factors associated with in-flight meal satisfaction and overall flight satisfaction
among passengers travelling on-board AG-FSCs. The netnography findings presented the
codes and sub-codes of the online reviewers of Oman Air and Emirates in Skytrax and
Airlineratings.com platforms. In relation to the in-flight meal satisfaction, codes were
categorised into four main areas which were meal intrinsic factors, meal extrinsic factors,
passengers’ requirements, and meal service. In terms of the overall flight satisfaction, eight
codes were discovered. These codes and sub-codes were explored more deeply in the
findings of the semi-structured interviews of passengers of Emirates and Oman Air. These
findings were conceptualised into a model that is passenger-centric to explore and measure
the relationship between service quality factors, including in-flight meals, to satisfaction, and
loyalty. The findings from testing the proposed model are detailed in Chapter 7.
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Testing the Conceptual Model of In-Flight Meal
Satisfaction, Overall Flight Satisfaction, and Loyalty
7.1 Introduction
Chapter 7 sets out the results of Research Phase 3 (QUAN) and addresses Research Objective
4. Having developed the study’s conceptual model in Chapter 6, this chapter concentrates on
the empirical testing of the developed model.
Research Objective 4
To determine the importance of in-flight meal satisfaction in predicting overall flight
satisfaction and loyalty in comparison to other SQ factors
Five sections form the content of this chapter. The first section outlines the profile of the
questionnaire respondents in terms of their demographic information, flight characteristics
and travel habits (section 7.2). The remaining sections present the results of PLS estimations
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of the study’s model. They commence with overviewing the results of the measurement
and structural models’ evaluation (section 7.3). Moving onto presenting the findings of the
mediation (section 7.4) and multigroup (section 7.5) analyses of the study’s path model. The
chapter concludes with a summary of the findings which are further discussed in Chapter 8.
7.2 Questionnaire Respondents’ Profile
Prior to any inferential statistical tests, preliminary analyses were conducted. These included
checking for missing values, outliers, and normal distribution (see Chapter 5). In addition
to descriptive statistics, including frequency analysis of the sample’s socio-demographics,
flight characteristics and travel habits of the 419 respondents.
7.2.1 Socio-Demographics
The socio-demographic characteristics of the 419 questionnaire respondents are summarised
in Table 7.1 (see page 238). The sample distributed almost equally between gender groups
(around 52% male and 48% female). The largest group of the respondents (46.5%) was aged
between 18-30 years old followed by 31-40 years (34% of the total sample). This distribution
is similar to that of Global Passenger Survey (IATA, 2018) as male air travellers (63%)
outnumbered female travellers (37%) and that more than half the travellers were between
18-40 years old. In terms of education level, a good standard of education is reflected among
respondents. More than half hold a university or college degree (52.3%) followed by 28.6%
holding a postgraduate degree. A vast range of jobs was cited, mainly within the sectors of
engineering (13%), and education (11.9%), followed by students (11.7%). Respondents jobs
were categorised based on their job description when asked: "What mainly do you do in your
job?".
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Regarding religion, 74.2% of the sample were Muslims, almost 13% Christians, and 5.3%
Hindus. This distribution matches the nationality distribution; 53% of the respondents were
Omani followed by 10% Emirati, around 6% Indian, 5% German, and 5% Filipino. This
result is expected as the survey was conducted at Muscat International Airport where GCC
citizens comprise 30.3% of the airport traffic, mainly by Omanis (64.6%), followed by
Indians (11.8%), Germans (11%), and Filipinos (6.1%) during the data collection period
(November 2017 – January 2018) (NCSI, 2018).
In terms of the total income of the respondents, it was found that less of the sample belong to
higher income groups. This is evident in the groups US$150,000 - 199,999 and US$200,000
and over, respectively representing 7% and 6% of the sample. The contrary, below US$50,000
formed 30%, followed by 50,000 - 99,999 (27%) and 100, 000 - 149,999 (12%) of the sample.
A relatively large percentage of the sample refused to identify their income (18%), perhaps
due to the topic sensitivity (Hair et al., 2017). Due to the extended list of respondents’
nationalities and occupations, only the largest proportions are presented in Table 7.1. A
complete list is provided in Appendix Q.
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Table 7.1 Socio-Demographic Profile of the Questionnaire Respondents
Socio-Demographics
Frequency
(N = 419)
Percentage (%)
Gender
Male 216 51.6
Female 201 48.0
Undefined 2 0.5
Age
18 – 30 years 195 46.5
31 – 40 years 142 33.9
41 – 50 years 48 11.5
51 – 60 years 25 6.0
61 years and over 9 2.1
Education
High school or below 71 16.9
University/college 219 52.3
Postgraduate 120 28.6
Other 7 1.7
Undefined 2 0.5
Occupation
Engineering 55 13.1
Education 50 11.9
Medicine 30 7.2
Student 49 11.7
Religion
Atheism 13 3.1
Buddhism 7 1.7
Christianity 53 12.6
Hinduism 22 5.3
Islam 311 74.2
Other 9 2.1
Undefined 4 1.0
Nationality
Omani 222 53.0
Emirati 41 9.8
Indian 23 5.5
German 21 5.0
Filipino 21 5.0
Income (US$)
Below 50,000 124 29.6
50,000 - 99,999 112 26.7
100, 000 - 149,999 49 11.7
150,000 – 199,999 30 7.2
200,000 and over 27 6.4
Undefined 77 18.4
7.2.2 Flight Characteristics and Travel Habits
Table 7.2 (see page 240) provides the summary statistics for the investigated flights and the
travel habits of the sample. It is apparent from the table that over half of those surveyed were
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on-board Oman Air (58.9%) and 41.1% on-board Emirates. Most of the respondents were in
economy class representing 83.1% of the sample, while around 17% were in business class.
A minority of participants were on business trips funded by themselves (18%), compared to
almost 82% who were on leisure trips. Flights ranged from a minimum of six to a maximum
of 25 hours divided into four groups where almost half of the flights lasted between 6-7 hours
(44.2%) followed by 11+ hours (nearly 25%).
Just over a quarter of the respondents (25.5%) said that they were travelling alone in their
most recent flight. A higher percentage (29%) stated that they were travelling with a partner,
and smaller proportions of the respondents were with friends (21%), children (15.3%) work
colleagues (5.3%), and/or others (19.3%) including other family members. In terms of flight
route and direction, nearly two-thirds of the participants (62.5%) stated that their flight was
direct to or from the airline’s hubs (Dubai and Muscat International Airports) where the
majority of these flights were outbound (68.5%). Just over half of the flights were heading to
the east of Dubai and Muscat International Airports (53%) and 44.2% to the west. Regarding
price, the total number of responses for this question was 318, indicating that more than 24%
either did not respond or responded with “I can’t remember”. Prices ranged from <= US$430
to US$1001+, and the highest percentage (16.7%) was represented by the US$781-1000
price group.
Turning now to the questionnaire respondents’ travel habits, most respondents (67.8%)
reported that they are not part of the loyalty programme of either Oman Air or Emirates.
This was in accordance with their airline use experience of once a year (27.4%), twice a year
(25.3%), or first time (24.3%). A similar distribution was found in relation to overall flying
experience as most of the respondents fly once (31.5%) or twice (28.9%) a year.
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Table 7.2 Flight Characteristics and Travel Habits of the Questionnaire Respondents
Flight Characteristics
Frequency
(N = 419)
Percentage (%)
Airline company Emirates 172 41.1
Oman Air 247 58.9
Class Economy 348 83.1
Business 71 16.9
Trip purpose Leisure 343 81.9
Business 76 18.1
<= 7 185 44.2
Flight duration 8 – 8 86 20.5
9 – 10 43 10.3
11+ 104 24.8
Oneself 107 25.5
Partner 121 28.9
Travel party Friends 88 21.0
Children 64 15.3
Work colleagues 22 5.3
Other 81 19.3
Direct flight Yes 262 62.5
No 157 37.5
Eastbound 222 53.0
Route Westbound 185 44.2
Undefined 12 2.9
Bound Inbound 132 31.5
Outbound 287 68.5
<= 430 64 15.3
431-550 69 16.5
Ticket price (US$) 551 - 780 63 15.0
781 - 1000 70 16.7
1001+ 52 12.4
Undefined 101 24.1
Travel Habits
Yes 128 30.5
Loyalty programme member of the airline flown No 284 67.8
Undefined 7 1.7
First time 102 24.3
At least once a month 19 4.5
At least once every 3 months 26 6.2
Flying experience with airline flown At least once every 6 months 106 25.3
Once a year 115 27.4
Once in more than a year 49 11.7
Undefined 2 0.5
First time 27 6.4
At least once a month 25 6.0
At least once every 3 months 59 14.1
Overall flying experience At least once every 6 months 121 28.9
Once a year 132 31.5
Once in more than a year 52 12.4
Undefined 3 0.7
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7.3 Evaluation of the Conceptual Model
This part of the chapter aims at empirically testing the model developed in Chapter 6 (see
Figure 6.1, page 230) to measure the impact of in-flight meal satisfaction on overall fight
satisfaction and its relationship with loyalty. As noted in previous chapters, passenger
experiences are complex, hence measuring the effect of in-flight meal satisfaction to overall
flight satisfaction and loyalty in separation to other service quality factors might be misleading
(Wirtz, 2001). Thus, other airline products’ relationships with satisfaction and loyalty are
correspondingly measured. As indicated in Chapter 5, three of the items identified in the
preliminary studies were deleted due to their low factor loadings, i.e. Crowdedness (0.006),
Airline avoidance (0.185), and Airport geographical location (0.261) (Pallant, 2016). This has
resulted in a path model of 11 constructs and 47 items, which were evaluated using PLS-SEM,
in three stages: reflective measurement models’ evaluation, formative measurement models’
evaluation, and structural model evaluation.
7.3.1 Specifying the Measurement Models
Two elements make any path model: the structural model, which defines the relationship
between the latent variables, and the measurement models, which define the relationships
between the latent variables and their indicators (Hair et al., 2017). Two types of measurement
model exist: reflective and formative. As the name denotes, a reflective measurement model
refers to when a construct is reflected in its measures or indicators and represented by them
(Diamantopoulos and Winklhofer, 2001). Being caused by the same construct, reflective
measures should be highly correlated and mutually interchangeable (Jarvis, MacKenzie and
Podsakoff, 2003). In contrast, formative measurement model constitutes indicators that are
not interchangeable, as each indicator captures a different aspect of the formative construct
to other indicators measuring the same construct (Fornell and Bookstein, 1982; Rossiter,
2002). This implies that omitting an indicator can potentially alter the construct’s meaning
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(Jarvis, MacKenzie and Podsakoff, 2003). The comparison between these models and their
applicability to the constructs of this study is presented in Table 7.3.
Table 7.3 Reflective versus Formative Measures
Criterion (reference) Reflective Formative
Indicator – Construct causal priority (Diamantopoulos and Winklhofer, 2001) Construct → Indicator Indicator → Construct
Is the construct a trait or a combination? (Fornell and Bookstein, 1982) A trait explaining the indicators A combination of the indicators
Are the indicators considered causes or consequences of the construct? (Rossiter, 2002) Consequences Causes
Change in construct assessment induce a similar change in the indicators? (Chin, 1998) Yes No
Mutually interchangeable? (Jarvis, MacKenzie and Podsakoff, 2003) Yes No
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Meal Service
Meals were served to me promptly
Crew responded to my food requests/complaints promptly
Crew responded to my beverage requests/complaints promptly
My ability to choose from the meal choices available was not limited
Price
Compared to its competitors on the same route, this airline’s ticket price was reasonable
I see value for the money I paid
Image
I am pleased with the safety record of this airline
I believe that this airline has a better image than its competitors
In my opinion, this airline has a good image in the mind of passengers
Meal Satisfaction
Overall, I am satisfied with my in-flight meal experience
I am pleased with the in-flight meal I have received
Flight Satisfaction
Overall, I am satisfied with this airline
I think I did the right thing when I decided to use this airline
Loyalty
I would select this airline again if I am going to fly another time
I would recommend others to fly with this airline
I would say positive things about this airline
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Meal
I enjoyed most of the Arabian gulf meals served in this airline
The meal on board was prepared with care
Meals were served to me at appropriate temperatures
The food served in this airline was fresh
The quality of food ingredients was good
The food presentation on the tray was attractive
My appetite was stimulated with the good aromas of the meals served
The food served in this airline was tasty
The food portion was sufficient in this airline
There was a good variety of food items served in this airline
There was a good variety of beverages served in this airline
Passenger Requirements
The food I was offered met my dietary regimen
The food I was offered was healthy
The food I was offered met my preferences
The meal on-board was as expected
Food on-board helped me escape unpleasant feelings (e.g. physical and emotional discomfort)
Beverages on-board helped me escape unpleasant feelings (e.g. physical and emotional discomfort)
The food I was offered was in harmony with my religious views
Aircraft
A good variety of programmes (e.g. movies, television programmes and games) was provided
A good variety of music (e.g. classical, Jazz, popular music) was provided
This airline has Up-to-date in-flight entertainment equipment (e.g. wide screens)
The aircraft looked modern and new
The physical facilities of the aircraft were good
The aircraft seat was comfortable
Airport
The size of the airport was convenient to me
The quality of airport’s services was good (e.g. food, shopping and other activities)
The airport was equipped with clear indicators and signs regarding the various facilities and services (e.g. terminals, gates, restrooms, restaurants, prayer rooms)
The baggage allowance of this airline was satisfactory
Baggage check-in and handling services were efficient
Timing
The flight departed and arrived on-time
This airline has a convenient flight schedule and enough frequencies
242
Findings II: Quantitative Phase
7.3.2 Reflective Measurement Models Evaluation
This subsection reports the results of assessing the reflective constructs of the study’s model.
This assessment includes the evaluation of three criteria: convergent validity assessed by
individual indicator reliability and AVE, internal consistency reliability assessed by compos-
ite reliability and, finally, discriminant validity examined by the Fornell-Larcker criterion,
cross-loadings, and the heterotrait-monotrait (HTMT) ratio of correlations. The model of
in-flight meal satisfaction, overall flight satisfaction and loyalty of AG-FSCs has six la-
tent variables in reflective measurement models (i.e., Meal Satisfaction, Flight Satisfaction,
Loyalty, Image, Price, and Meal Service). Table 7.10 (see page 249) provides the results
summary for reflective measurement models tested using SmartPLS 3.2.7 software (Ringle,
Wende and Becker, 2015).
Convergent validity
As an initial step, it is important to estimate the relationships between the reflective latent
variables and their indicators, therefore, convergent validity must be established. Convergent
validity refers to the extent an item correlates positively with alternative items of the same
construct (Hair et al., 2010). To do so, both indicator reliability and construct reliability were
evaluated (Peter, 1979). In terms of indicator reliability, outer loadings were observed. An
outer loading refers to an item’s absolute contribution to its assigned construct (Hair et al.,
2017). As apparent from Table 7.4, almost all outer loadings of the reflective constructs are
well above the threshold value of 0.70 suggesting sufficient levels of indicator reliability
(Chin, 1998). However, in Meal Service, the indicator Serv_4 (Ability to choose) has the
smallest indicator reliability with a value of 0.377 (Outer loading = 0.614) which are below
the threshold levels of 0.50 (0.70) (Hair et al., 2017). Consequently, the indicator was deleted
in order to improve the construct reliability. As a confirmatory step, an exploratory factor
analysis (EFA) was conducted for the Meal Service latent variable and its results supported
the deletion of item Serv_4 (see Table 7.5).
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Table 7.4 Reflective Measurement Models Outer Loadings
Latent Variables Indicators Items Loading >0.70
Indicator Reliability
>0.50
Meal Satisfaction
Sat_1 Satisfaction with meal service 0.968 0.937
Sat_2 Satisfaction with meal 0.966 0.933
Flight Satisfaction
Sat_3 Satisfaction with airline 1 0.940 0.884
Sat_4 Satisfaction with airline 2 0.942 0.887
Loyalty
Loy_1 Re-booking 0.918 0.843
Loy_2 Recommendation 0.936 0.876
Loy_3 Word of mouth 0.907 0.823
Image
Image_1 Safety image 0.851 0.724
Image_2 Reputation 1 0.890 0.792
Image_3 Reputation 2 0.917 0.841
Price
Price_1 Ticket price 0.898 0.806
Price_2 Value for money 0.942 0.887
Meal Service
Serv_1 Time of service 0.839 0.704
Serv_2 Responsiveness 1 0.872 0.760
Serv_3 Responsiveness 2 0.800 0.640
Serv_4 Ability to choose 0.614 0.377
Note: Weakly loading item represented in bold. Outer loadings refer to items’ absolute contribution to their assigned construct.
Table 7.5 Results Summary for Meal Service Exploratory Factor Analysis
Indicators Items Loading Communality
Serv_1 Time of service 0.793 0.628
Serv_2 Responsiveness 1 0.829 0.687
Serv_3 Responsiveness 2 0.761 0.579
Serv_4 Ability to choose 0.426 0.181
KMO 0.761
Bratlett’s Test of Sphericity Sig 0.000
Note: Weakly loading item represented in bold.
As per Hair et al. (2017, p. 114) when the item outer loading is between 0.40 and 0.70, the
impact of item deletion on internal consistency reliability should be measured to check if it
is above the threshold. Therefore, a new algorithm was calculated generating better results as
shown in the summary Table 7.10 (see page 249). From the table, sufficient levels of indicator
reliability are suggested. All outer loadings of the reflective constructs are well above the
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threshold value of 0.70. Further evidence for the convergent validity is the values of the
Average Variance Extracted (AVE), which are well above the 0.50 threshold (Bagozzi and
Yi, 1988), suggesting a high level of convergent validity of the measures of the six reflective
constructs.
Internal consistency
When assessing the measures’ internal consistency, the true reliability lies between Cron-
bach’s alpha and composite reliability (Hair et al., 2017), hence these two indices have been
used. Composite reliability values of 0.966 (Meal Satisfaction), 0.939 (Flight Satisfaction),
0.943 (Loyalty), 0.917 (Image), 0.917 (Price), and 0.902 (Meal Service) are well above the
threshold of 0.6 (Bagozzi and Yi, 1988) (see Table 7.10). Furthermore, the Cronbach’s alpha
values for all constructs are above the 0.70 threshold (DeVellis, 2016). Specifically, the
Cronbach’s alpha values are 0.930 (Meal Satisfaction), 0.871 (Flight Satisfaction), 0.910
(Loyalty), 0.863 (Image), 0.822 (Price), and 0.838 (Meal Service). These two indices suggest
that all six reflective constructs have high levels of internal consistency.
Discriminant validity
Discriminant validity refers to the extent to which a construct is truly distinct from other
constructs and captures unique phenomena (Hair et al., 2010). In this study discriminant
validity was assured via the Fornell- Larcker criterion, the cross-loadings and the Heterotrait-
Monotrait Ratio (HTMT) values. Using the Fornell- Larcker criterion, the square roots of
the AVEs for the reflective constructs Meal Satisfaction (0.967), Flight Satisfaction (0.941),
Image (0.886), Loyalty (0.920), Meal Service (0.868), and Price (0.920) are all higher than
the correlation of these constructs with other latent variables in the path model (see Table 7.6),
thus indicating all constructs are valid measures of unique concepts.
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Table 7.6 Fornell- Larcker Criterion for Discriminant Validity
Constructs
Aircraft Airport
Flight
Sat.a
Image Loyalty Meal
Meal
Sat.a
Meal
Service
Passenger
Req.b
Price Timing
Aircraft
Airport 0.604
Flight Sat. 0.511 0.495 0.941
Image 0.663 0.632 0.654 0.886
Loyalty 0.589 0.527 0.733 0.751 0.920
Meal 0.558 0.527 0.544 0.598 0.607
Meal Sat. 0.523 0.451 0.713 0.604 0.66 0.722 0.967
Meal Service 0.507 0.465 0.483 0.542 0.516 0.576 0.491 0.868
Passenger Req. 0.526 0.485 0.534 0.577 0.59 0.811 0.686 0.517
Price 0.498 0.491 0.537 0.533 0.595 0.482 0.503 0.39 0.492 0.920
Timing 0.532 0.57 0.515 0.592 0.561 0.453 0.433 0.429 0.418 0.497
a Sat stands for satisfaction.
b Req stands for requirements.
Note: The square roots of the AVEs for the reflective constructs are presented in bold.
Another alternative to evaluating discriminant validity is the cross-loadings. These are
obtained by correlating each latent variable component scores with their respective items
and other items included in the model (Chin, 1998). In Table 7.7, the cross-loadings are
presented and the loadings on their respective constructs are presented in bold. All indicators
load higher on their assigned constructs than all of their cross-loadings, which indicates no
issue of discriminant validity.
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Table 7.7 PLS Cross-Loadings for Discriminant Validity
Constructs
Indicators
Aircraft Airport
Flight
Sat
Image Loyalty Meal
Meal
Sat
Meal
Serv
Passenger
Req
Price Timing
Image_1 0.625 0.582 0.499 0.851 0.596 0.515 0.497 0.499 0.464 0.417 0.514
Image_2 0.569 0.513 0.583 0.890 0.665 0.504 0.525 0.456 0.493 0.462 0.486
Image_3 0.575 0.587 0.649 0.917 0.728 0.569 0.579 0.489 0.572 0.531 0.572
Loy_1 0.510 0.466 0.673 0.681 0.918 0.564 0.603 0.482 0.542 0.528 0.518
Loy_2 0.551 0.500 0.685 0.711 0.936 0.547 0.592 0.488 0.535 0.577 0.539
Loy_3 0.565 0.489 0.667 0.680 0.907 0.565 0.627 0.454 0.553 0.537 0.490
Price_1 0.381 0.358 0.443 0.398 0.461 0.364 0.413 0.282 0.382 0.898 0.405
Price_2 0.520 0.525 0.536 0.564 0.616 0.507 0.504 0.420 0.508 0.942 0.500
Sat_1 0.517 0.450 0.697 0.595 0.641 0.707 0.968 0.499 0.675 0.484 0.439
Sat_2 0.494 0.422 0.682 0.571 0.635 0.688 0.966 0.450 0.651 0.490 0.398
Sat_3 0.484 0.468 0.940 0.609 0.657 0.522 0.704 0.448 0.499 0.504 0.507
Sat_4 0.478 0.464 0.942 0.622 0.723 0.502 0.639 0.461 0.506 0.507 0.463
Serv_1 0.467 0.418 0.401 0.472 0.428 0.505 0.445 0.879 0.427 0.316 0.365
Serv_2 0.454 0.432 0.460 0.512 0.498 0.525 0.460 0.885 0.480 0.367 0.400
Serv_3 0.393 0.352 0.392 0.419 0.412 0.468 0.365 0.841 0.439 0.334 0.352
Note: Items loadings on their respective constructs are presented in bold.
The third criterion for detecting discriminant validity issues is the Heterotrait-Monotrait
Ratio (HTMT). From Table 7.8 it is evident that all Heterotrait- Monotrait Ratio (HTMT)
values are lower than the conservative threshold value of 0.850 (Hair et al., 2017). To test
whether the HTMT values are significantly different from 1.0, a bootstrap confidence interval
was computed and showed that neither confidence intervals include the value of 1 for all
combinations of constructs (see Table 7.9). For instance, the lower and upper bounds of the
confidence interval of the HTMT for the relationship between Flight Satisfaction and Loyalty
are 0.209 and 0.475, respectively. Overall, all criteria provided evidence for the reflective
constructs’ discriminant validity.
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Table 7.8 Heterotrait-Monotrait Ratios for Discriminant Validity
Flight
Satisfaction
Image Loyalty
Meal
Satisfaction
Meal
Service
Price
Flight Satisfaction
Image 0.751
Loyalty 0.824 0.844
Meal Satisfaction 0.793 0.672 0.718
Meal Service 0.563 0.635 0.588 0.552
Price 0.628 0.617 0.676 0.569 0.459
Table 7.9 Confidence Intervals for Heterotrait-Monotrait
Relationships
Original Sample
(O)
Sample Mean
(M)
Bias 2.50% 97.50%
Aircraft →Flight Satisfaction -0.029 -0.021 0.007 -0.145 0.063
Aircraft→Image 0.267 0.274 0.008 0.152 0.362
Airport →Flight Satisfaction 0.025 0.031 0.005 -0.075 0.116
Airport → Image 0.218 0.223 0.004 0.100 0.313
Flight Satisfaction → Loyalty 0.336 0.339 0.003 0.209 0.475
Image →Flight Satisfaction 0.254 0.248 -0.006 0.133 0.377
Image → Loyalty 0.436 0.433 -0.003 0.313 0.547
Meal → Meal Satisfaction 0.440 0.452 0.012 0.301 0.553
Meal Satisfaction → Flight Satisfaction 0.456 0.455 -0.001 0.329 0.575
Meal Satisfaction → Image 0.248 0.244 -0.004 0.160 0.348
Meal Satisfaction → Loyalty 0.157 0.157 -0.001 0.062 0.254
Meal Service → Meal Satisfaction 0.092 0.085 -0.007 0.017 0.184
Passenger Requirements → Meal Satisfaction 0.282 0.284 0.003 0.164 0.397
Price → Flight Satisfaction 0.12 0.118 -0.002 0.039 0.210
Price→Image 0.079 0.077 -0.002 -0.003 0.164
Timing → Flight Satisfaction 0.108 0.107 -0.001 0.023 0.195
Timing → Image 0.179 0.176 -0.004 0.089 0.274
As seen in Table 7.10 and the previous analyses results, all reflective measurement models’
evaluation criteria have been met. Providing support for the measures’ reliability and validity.
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Table 7.10 Results Summary for Reliability and Validity of Reflective Measurement Models
Convergent Validity Internal Consistency Reliability
Discriminant Validity
Loading
Indicator
Reliability
AVE
Composite
Reliability
Cronbach’s AlphaLatent Variables Indicators
>0.70 >0.50 >0.50 >0.60 >0.70
HTMT confidence interval
does not include 1
Meal Satisfaction
Sat_1 0.968 0.937
0.934 0.966 0.930 Yes
Sat_2 0.966 0.933
Flight Satisfaction
Sa_3 0.940 0.884
0.886 0.939 0.871 Yes
Sat_4 0.942 0.887
Loyalty
Loy_1 0.918 0.843
0.847 0.943 0.910 YesLoy_2 0.936 0.876
Loy_3 0.907 0.823
Image
Image_1 0.851 0.724
0.786 0.917 0.863 YesImage_2 0.890 0.792
Image_3 0.917 0.841
Price
Price_1 0.898 0.806
0.847 0.917 0.822 Yes
Price_2 0.942 0.887
Meal Service
Serv_1 0.879 0.773
0.754 0.902 0.838 YesServ_2 0.885 0.783
Serv_3 0.841 0.707
7.3.3 Formative Measurement Models Evaluation
In marketing and strategic management disciplines, the quality of the formative measurement
models has been incorrectly assessed using the reflective measurement models evaluation
criteria (Hair et al., 2012a,b). However, in formative constructs where indicators are likely to
represent the constructs’ independent causes, indicators do not necessarily highly correlate
(Hair et al., 2017; Farooq et al., 2018). Furthermore, formative constructs are assumed to be
free of errors (Diamantopoulos, 2006; Bagozzi, 2007). Therefore, using reflective measure-
ment models’ criteria is meaningless (Chin, 1998). In this research, formative measurement
models are distinguished from reflective measurement models (section 7.3.1) and therefore
assessed differently. The results of this assessment are reported in this subsection.
The model of in-flight meal satisfaction, overall flight satisfaction and loyalty of AG-FSCs
has five latent variables that are formatively measured (i.e., Meal, Passenger Requirements,
Aircraft, Airport, and Timing). The PLS-SEM results of the formative measurement models
are examined in two steps. The first step involves assessing the formative measurement
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models for collinearity issues among each constructs’ indicators. This step is essential to
identify if indicators are redundant. An indicator would be classified redundant if it shows
high correlations with other indicators in the same construct. The second step is assessing the
significance and relevance of the formative indicators. This step is important to confirm that
each formative indicator contributes both relatively and absolutely to the construct. Overall,
these two steps aim at critically assessing whether a particular indicator should be included
in the scale.
Collinearity issues
Due to the non-interchangeable nature of the formative indicators, high correlations between
items in the formative measurement models are not expected. In fact, high correlations
indicate collinearity. Collinearity is measured via the VIF representing the degree to which
the standard error has been increased due to the presence of collinearity (Hair et al., 2017). A
VIF value of 5 and higher indicates a potential collinearity problem (Hair, Ringle and Sarstedt,
2011). From Table 7.11, formative indicators did not reach critical levels of collinearity as
VIFs for formative constructs are uniformly below the threshold of 5.
Significance and relevance of the formative indicators
In this step, outer weights were analysed for significance and relevance. Outer weights are a
result of a multiple regression of a construct on its indicators and the primary criterion to
assess each indicator’s relative importance to its formative construct (Hair et al., 2017). In the
outer weights analysis, a complete bootstrap routine, with 500 subsamples two-tailed test at
0.05 significance level, was conducted (Chin, 1998) and the results are reported in Table 7.12.
Looking at the significance levels, more than half of the formative indicators are at a 5%
significance level. For indicators that are not at the 5% significance level (presented in bold),
Hair et al.’s (2017) decision-making process for keeping or deleting formative indicators
was followed and the outer loadings of these items were analysed. The lowest outer loading
occurs for Pers_7 (Religion) (0.500). Furthermore, the p-values of the indicators loadings
are clearly below 0.01 at a level of 1%. Moreover, the qualitative phases of this study provide
support for the relevance of these indicators for capturing the conceptual model’s dimensions.
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Thus, all indicators are retained in the formative constructs despite their insignificant outer
weights.
Table 7.11 Collinearity Statistics for Formative Indicators
Formative Constructs Formative Indicators Formative Items Outer VIF Value
Aircraft
Craft_1 Entertainment (programmes) 2.757
Craft_2 Entertainment (music) 2.925
Craft_3 Entertainment (equipment) 1.997
Craft_4 Aircraft type 2.695
Craft_5 Cabin features (physical facilities) 3.037
Craft_6 Cabin features (seats) 1.984
Passenger Requirements
Pers_1 Dietary requirements 2.104
Pers_2 Food safety/ health 2.030
Pers_3 Preferences 2.608
Pers_4 Expectations 2.077
Pers_5 Physical/ emotional states (food) 2.334
Pers_6 Physical/ emotional states (beverages) 2.103
Pers_7 Religion 1.364
Airport
Port_1 Size 1.775
Port_2 Services 2.051
Port_3 Ease of navigation 1.740
Port_4 Ground handling (baggage allowance) 1.758
Port_5 Ground handling (baggage check-in) 1.866
Timing
Timing_1 Punctuality 1.618
Timing_2 Schedule 1.618
Meal
Meal_1 Ethnicity 2.474
Meal_2 Preparation 3.084
Meal_3 Temperature 1.954
Meal_4 Freshness 2.618
Meal_5 Quality 3.589
Meal_6 Presentation 2.074
Meal_7 Smell 2.155
Meal_8 Taste 2.781
Meal_9 Portion size 2.047
Meal_10 Variety (food) 2.431
Meal_11 Variety (beverages) 2.040
The analysis of outer weights concludes the evaluation of the formative measurement models.
Considering the results from subsections 7.3.2 and 7.3.3 jointly, all reflective and formative
constructs revealed satisfactory quality levels. Having gained confidence that the measures
were appropriate for the sample, the structural model evaluation proceeded.
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7.3.4 Structural Model Evaluation
Once the construct measures have been confirmed to be reliable and valid, the next step
is examining the structural model predictive capabilities and the relationships between
constructs. This involves six steps of assessment outlined in Figure 7.1. Prior to any analysis,
the structural model was assessed for data fit as well as the existence of any collinearity issues.
Furthermore, the structural model analysis involved identifying its constructs’ explanatory
power through R2 values, predictive relevance through Q2 values, and its path coefficients’
β -values, significance, and f 2 sizes. This subsection concludes by assessing the hypotheses
proposed in Chapter 6.
Figure 7.1 Structural Model Assessment Process (Source: Adapted from Hair et al. (2017))
Model fit
Model fit indices allow for the judgement on how well a proposed model structure fits the
data and therefore help identify model misspecifications (Hair et al., 2017). In addition to the
R2 value that is considered the primary way to evaluate the explanatory power of a structural
model (Henseler, Hubona and Ray, 2016), two indices were used to ensure this study’s
model fit: standardised root mean square residuals (SRMR) and root mean square residual
covariance (RMS theta). Results revealed that the model proposed in this study appropriately
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fitted the data with an SRMR value of 0.056, which is below the threshold of 0.08 (Hu and
Bentler, 1998) and a marginal RMS theta value of 0.12, (Henseler et al., 2014).
Collinearity issues
As a second step, the structural model was assessed for collinearity issues. The same measure
used in evaluating the formative measurement model was applied (i.e. VIF values). Anal-
ogous to the threshold accepted in the assessment of formative measurement models, VIF
values above 5 in the predictor constructs are considered as critical levels of collinearity (Hair
et al., 2017). As seen from Table 7.13, all VIF values are clearly below the threshold of 5.
Therefore, collinearity among the predictor constructs is not a critical issue in the structural
model, hence results examination continued.
Table 7.13 Variance Inflation Factors (VIF) Values in the Structural Model
Endogenous Constructs
Exogenous Constructs Inner VIF Value
Flight Satisfaction Image Loyalty Meal Satisfaction
Aircraft 2.111 1.923
Airport 2.020 1.898
Flight Satisfaction 2.351
Image 2.564 1.872
Meal Satisfaction 1.693 1.550 2.081
Meal Service 1.523
Meal 3.173
Passenger Requirements 2.917
Price 1.637 1.616
Timing 1.813 1.734
Coefficient of determination (R2 values)
R2 is the most commonly used measure to evaluate the structural model (Hair et al., 2017). It
is the measure of the model’s in-sample predictive power and represents the combined effects
of the exogenous latent variables on the endogenous latent variable. Higher levels of R2 values
indicate higher levels of predictive accuracy. R2 values of the endogenous latent variables
Flight Satisfaction (0.610), Image (0.613), Loyalty (0.677), and Meal Satisfaction (0.556),
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indicate moderate values as per the rule of thumb of Henseler, Ringle and Sinkovics (2009)
and Hair, Ringle and Sarstedt (2011) (R2 cut off values are R2substantial = 0.75, R
2
moderate =
0.50, and R2weak = 0.25; see Figure 7.2).
Selecting a model solely based on R2 values is not a good approach. This is because adding
additional, even insignificant, constructs to explain an endogenous latent variable in the
structural model always increases its R2 value (Hair et al., 2017). Therefore, the predictive
relevance of the exogenous constructs for the endogenous constructs and the effect sizes
were assessed.
Figure 7.2 Structural Model β -Values and R2 Values of Endogenous Latent Variables (Source:
Generated by SmartPLS3, Ringle, Wende and Becker (2015))
Predictive relevance (Q2 values)
Q2 is an indicator of the predictive relevance of the path model. It is used to judge if the
PLS path model accurately predicts data not used in the model estimation. The Q2 values are
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obtained via a process called blindfolding. It refers to a sample reuse technique that omits
every dth data point in the indicators of the endogenous construct and then uses the remaining
data to predict it (Chin, 1998, 2010). A Q2 value larger than zero for a specific endogenous
construct suggests that the latent exogenous constructs involved in the structural model
possess predictive relevance for that particular dependant construct (Hair et al., 2017). As
seen from Table 7.14, the Q2 values of all four endogenous constructs are considerably above
zero, thus supporting the underlying assumption that the models’ endogenous constructs
have strong predictive relevance.
Table 7.14 Endogenous Constructs Predictive Relevance
Constructs Q2(=1-SSE/SSO)a
Flight Satisfaction 0.505
Image 0.447
Loyalty 0.538
Meal Satisfaction 0.499
a SSE = Sum of the Squared Prediction Errors, SSO = Sum of the Squared Observations.
Structural model path coefficients
The structural model relationships analysis showed that several path coefficients (e.g. Airport
→ Flight Satisfaction) had rather low values (see Table 7.15). Therefore, bootstrapping
was run to assess whether these relationships are significant. A complete bootstrap routine,
with 5000 bootstrap samples two-tailed, was tested at 5% significance level (Hair et al.,
2017). Assuming a 5% significance level, all relationships in the structural model were found
to be significant, except Aircraft → Flight Satisfaction (p= 0.584) and Airport → Flight
Satisfaction (p= 0.604), and Price → Image (p= 0.067). In addition to p-values, t-values
and bootstrap confidence intervals were used for further confirmation of whether a path
coefficient was significant. All criteria shared the same conclusion for the significance of
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path coefficients, where t-values above 1.96 and confidence intervals that do not include zero
indicate significance (Hair et al., 2017).
Table 7.15 Significance Testing Results of the Structural Model Path Coefficients
Relationships β -Value t-Value p-Value
95% Confidence
Interval BCa
Significance
(p < 0.05)?
Meal Service →Meal Satisfaction 0.092 2.118 0.034 [0.015, 0.185] Yes
Meal → Meal Satisfaction 0.440 6.736 0.000 [0.296, 0.553] Yes
Passenger Requirements →Meal Satisfaction 0.282 4.648 0.000 [0.166, 0.401] Yes
Meal Satisfaction → Flight Satisfaction 0.456 7.065 0.000 [0.324, 0.579] Yes
Meal Satisfaction → Image 0.248 5.258 0.000 [0.160, 0.346] Yes
Meal Satisfaction → Loyalty 0.157 3.243 0.001 [0.064, 0.252] Yes
Aircraft →Flight Satisfaction -0.029 0.548 0.584 [-0.134, 0.067] No
Aircraft → Image 0.267 5.077 0.000 [0.150, 0.357] Yes
Airport → Flight Satisfaction 0.025 0.519 0.604 [-0.071, 0.119] No
Airport → Image 0.218 4.083 0.000 [0.108, 0.316] Yes
Timing → Flight Satisfaction 0.108 2.464 0.014 [0.022, 0.191] Yes
Timing → Image 0.179 3.727 0.000 [0.087, 0.278] Yes
Price →Flight Satisfaction 0.120 2.684 0.007 [0.032, 0.206] Yes
Price → Image 0.079 1.835 0.067 [-0.002, 0.168] No
Image → Flight Satisfaction 0.254 4.067 0.000 [0.136, 0.384] Yes
Image → Loyalty 0.436 7.463 0.000 [0.313, 0.544] Yes
Flight Satisfaction → Loyalty 0.336 5.017 0.000 [0.216, 0.477] Yes
Effect size f 2
As per Cohen (1988), f 2 values of 0.02, 0.15, and 0.35 represent small, medium, and large
effects of the exogenous latent variables on the variance explained by the model. f 2 value
of < 0.02 indicates no effect. Following this rule, and as shown in Table 7.16, the results
revealed no (0.001) to medium (0.314) effect sizes. For example, while Image has a medium
effect (0.314) on the prediction of Loyalty, Meal Satisfaction and Flight Satisfaction have
small contribution to the R2. Also, Meal Satisfaction has a medium effect (0.307) on Flight
Satisfaction, Price (0.022) and Image (0.064) have small effects on it, and Airport, Aircraft,
and Timing have no contribution to the variance explained in Flight Satisfaction. Aircraft
(0.095) and Airport (0.065) are, however, of increased importance for establishing Image.
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Moreover, Meal Satisfaction effect size on image is the highest, indicating that besides other
flight products, airlines should ensure to meet their customers’ in-flight meal satisfaction in
order to promote a positive airline image.
Table 7.16 f 2 Effect Sizes
Relationships f 2 Interpretation
Meal Service → Meal Satisfaction 0.013 Small
Meal → Meal Satisfaction 0.134 Small
Passenger Requirements → Meal Satisfaction 0.060 Small
Meal Satisfaction → Flight Satisfaction 0.307 Medium
Aircraft → Flight Satisfaction 0.001 No effect
Airport → Flight Satisfaction 0.001 No effect
Timing → Flight Satisfaction 0.017 No effect
Price → Flight Satisfaction 0.022 Small
Image → Flight Satisfaction 0.064 Small
Meal Satisfaction → Image 0.101 Small
Aircraft → Image 0.095 Small
Airport → Image 0.065 Small
Timing → Image 0.048 Small
Price → Image 0.010 No effect
Meal Satisfaction → Loyalty 0.035 Small
Image → Loyalty 0.314 Medium
Flight Satisfaction → Loyalty 0.144 Small
Next, the total effects were examined (see Table 7.17). This includes evaluating the influence
strength of the exogenous driver constructs (i.e. Meal Service, Meal, Passenger Requirements,
Price, Timing, Meal Satisfaction, Airport, and Aircraft) on the key target construct (i.e.
Loyalty) via the mediating constructs (i.e. Flight Satisfaction, and Image). Looking at the
eight exogenous driver constructs, Meal Satisfaction has the strongest total effect on Loyalty
258
Findings II: Quantitative Phase
(0.440), followed by Meal (0.194), and Timing (0.130). Looking at Meal Satisfaction driver
constructs, Meal has the strongest effect on Meal Satisfaction (0.134) followed by Passenger
Requirements (0.060) (see Table 7.16). Among all Meal items, Taste has the highest outer
weight (0.427) (see Table 7.12, page 252). Suggesting that airlines should try to enhance
the customers’ perception of the taste of their in-flight meal as a means to enhance their
satisfaction and retention.
Table 7.17 Significance Testing Results of the Total Effects
Relationships Total Effect t-Value p-Value
95%
Confidence
Interval BCa
Significance
(p < 0.05)?
Aircraft → Loyalty 0.129 3.647 0.000 [0.054, 0.193] Yes
Airport→ Loyalty 0.122 3.632 0.000 [0.053, 0.185] Yes
Meal → Loyalty 0.194 5.650 0.000 [0.129, 0.261] Yes
Meal Satisfaction → Loyalty 0.440 10.186 0.000 [0.356, 0.526] Yes
Meal Service → Loyalty 0.041 2.072 0.038 [0.008, 0.087] Yes
Passenger Requirements→Loyalty 0.124 4.098 0.000 [0.071, 0.191] Yes
Price → Loyalty 0.082 2.761 0.006 [0.027, 0.142] Yes
Timing →Loyalty 0.130 3.939 0.000 [0.069, 0.200] Yes
7.3.4.1 Hypotheses Testing
Referring to the previous analyses, hypotheses generated in Chapter 6 Findings are subse-
quently revisited (see Table 7.18). The findings of testing hypotheses 1-3 indicated that the
paths to meal satisfaction from meal service (H1: β = 0.092, p < 0.05), meal (H2: β = 0.440,
p <0.01), and passenger requirements (H3: β = 0.282, p < 0.01) were positive and significant.
Thus hypotheses 1, 2, and 3 were supported. Also, the proposed impact of several airline
products on overall flight satisfaction was tested (hypotheses 4 - 9). Results revealed that
the impacts of price (H4: β = 0.120, p < 0.05), timing (H5: β = 0.108, p < 0.05), meal
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satisfaction (H6: β = 0.456, p < 0.01), and image (H9: β = 0.254, p < 0.01) on flight satis-
faction were positive and significant. However, the relationship between airport and flight
satisfaction (H7: β = 0.025, p = 0.604) was not significant. Furthermore, aircraft exhibits
neither a significantly positive nor a significantly negative impact on flight satisfaction (H8:
β = -0.029, p = 0.584). Therefore, hypotheses 4, 5, 6, and 9 were supported, but hypotheses
7 and 8 were not supported.
Table 7.18 Hypotheses Testing Measures
Hypothesised Paths β -Value p-Value Hypothesis
Supported
H1 Meal Service → Meal Satisfaction 0.092 0.034 Yes
H2 Meal → Meal Satisfaction 0.440 0.000 Yes
H3 Passenger Requirements → Meal Satisfaction 0.282 0.000 Yes
H4 Price → Flight Satisfaction 0.120 0.007 Yes
H5 Timing → Flight Satisfaction 0.108 0.014 Yes
H6 Meal Satisfaction → Flight Satisfaction 0.456 0.000 Yes
H7 Airport → Flight Satisfaction 0.025 0.604 No
H8 Aircraft → Flight Satisfaction -0.029 0.584 No
H9 Image → Flight Satisfaction 0.254 0.000 Yes
H10 Price → Image 0.079 0.067 No
H11 Timing → Image 0.179 0.000 Yes
H12 Meal Satisfaction → Image 0.248 0.000 Yes
H13 Airport → Image 0.218 0.000 Yes
H14 Aircraft → Image 0.267 0.000 Yes
H15 Meal Satisfaction → Loyalty 0.157 0.001 Yes
H16 Flight Satisfaction → Loyalty 0.336 0.000 Yes
H17 Image → Loyalty 0.436 0.000 Yes
As a third endogenous construct in the model, the impact of the exogenous constructs on
airline image was assessed, testing hypotheses 10-14. The findings showed that timing (H11:
β = 0.179, p < 0.01), meal satisfaction (H12: β = 0.248, p < 0.01), airport (H13: β = 0.218,
p < 0.01), and aircraft (H14: β = 0.267, p < 0.01) impacts on image were positive and
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significant. Thus, hypotheses 11, 12, 13, and 14 were supported. The impact of price (H10:
β = 0.079, p > 0.05) on image, however, was not significant, hence hypothesis 10 was not
supported. Finally, hypotheses 15-17 were tested for impacts on loyalty. Results indicated
that the impacts of meal satisfaction (H15: β = 0.157, p < 0.01), flight satisfaction (H16:
β = 0.336, p < 0.01), and image (H17: β = 0.436, p < 0.01) on loyalty were positive and
significant. Therefore, hypotheses 15, 16, and 17 were supported.
7.4 Mediation Analysis
Previous analyses of the cause-effect relationships in PLS path models concentrated on
the direct effect of the exogenous constructs on the endogenous constructs without any
consideration of possible mediating variables’ influence. This section, therefore, attempts
to expand the analysis by presenting the results of the structural model mediation analysis.
Toward testing the type of mediation in the structural model, a series of analyses were
conducted. Figure 7.3 illustrates these analyses as recommended by Hair et al. (2017). The
mediation procedure consists of three levels. The first level addresses the significance of
the indirect effect of the exogenous construct on the endogenous construct via the mediator
variable. The second level concentrates on the direct effect of the exogenous construct on the
endogenous construct in the tested relationship. Finally, the third level measures the product
of the total effect to distinguish whether the existence of the mediator complements the total
effect or suppresses it.
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Figure 7.3 Mediation Analysis Procedure (Source: Adapted from Hair et al. (2017)).
Mediated effects on loyalty
As seen in Table 7.19, both indirect and direct effects of Meal Satisfaction and Image on
Loyalty are significant, and the total effect product is positive. Therefore, and as per the
mediation analysis procedure shown in Figure 7.3, both relationships are complementary
partially mediated by Flight Satisfaction. However, comparing the direct and indirect
effects shows that mediation explained the effect of Meal Satisfaction more and marginally
complemented the direct effect of Image. Moreover, the relationship Meal Satisfaction →
Loyalty can be mediated by Image as well. Hence, a specific indirect effect analysis is needed
to better understand the total indirect effect. These can be calculated as Meal Satisfaction →
Image → Loyalty = 0.248 x 0.436 = 0.108 and Meal Satisfaction → Flight Satisfaction →
Loyalty = 0.456 x 0.336 = 0.153 (see Table 7.18), indicating that the indirect effect through
Flight Satisfaction is bigger.
Table 7.19 Significance Analysis of the Direct and Indirect Effects on Loyalty
Relationships
Direct
Effect
t- Value
Significance
(p<0.05)?
Indirect
Effect
t-Value
Significance
(p<0.05)?
Mediation Type
Meal Satisfaction→Loyalty 0.157 3.240 Yes 0.278 7.098 Yes Complementary
Image→Loyalty 0.436 7.463 Yes 0.095 3.146 Yes Complementary
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Mediated effects on flight satisfaction
As Table 7.20 shows, the indirect effect of Price (0.024) on Flight Satisfaction is not
significant, thus indicating a direct only – non-mediated- relationship, since the direct
effect (0.120) of Price on Flight Satisfaction is statistically significant. By comparison, the
indirect effects of Meal Satisfaction, Aircraft, Airport, and Timing, on Flight Satisfaction are
significant. Looking at the direct effects, the relationship from Meal Satisfaction to Flight
Satisfaction is substantial (0.456) and Timing to Flight Satisfaction is small (0.108) and
both are statistically significant at 5% level, indicating a complementary partial mediation of
Image, as both direct and indirect effects are positive. On the other hand, the direct effects
from Airport (0.025) and Aircraft (-0.029) to Flight Satisfaction are statistically insignificant.
Thus, Image fully mediates their relationships with Flight Satisfaction.
Table 7.20 Significance Analysis of the Direct and Indirect Effects on Flight Satisfaction
Relationships
Direct
Effect
t- Value
Significance
(p<0.05)?
Indirect
Effect
t- Value
Significance
(p<0.05)?
Mediation Type
Meal Satisfaction →Flight Satisfaction 0.456 7.065 Yes 0.063 3.239 Yes Complementary
Aircraft→Flight Satisfaction -0.029 0.548 No 0.073 3.611 Yes Full
Airport→ Flight Satisfaction 0.025 0.519 No 0.059 2.715 Yes Full
Timing→ Flight Satisfaction 0.108 2.464 Yes 0.047 2.655 Yes Complementary
Price→ Flight Satisfaction 0.120 2.684 Yes 0.024 1.807 No No Mediation
Overall, the results of the mediation analysis support the findings from testing the structural
model path coefficients and their significance. Together with other analyses discussed
throughout section 7.3, these results yielded a modified conceptual model presented in
Figure 7.4. This model represents the complete sample of passengers from both airline
companies (i.e. Emirates and Oman Air) and seat classes (i.e. business and economy).
Group-specific parameter estimates and the significance of their differences are highlighted
in the next section.
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Figure 7.4 Findings of Structural Model Testing
7.5 Multigroup Analysis
The partial least squares- multigroup analysis (PLS-MGA) is a non-parametric multigroup
approach that builds on bootstrapping technique (Henseler, Ringle and Sinkovics, 2009).
It is geared toward one-sided hypothesis testing via comparing the parameter estimates of
two groups, hence, accepting and rejecting the null hypothesis H0 of no difference between
these two groups (Sarstedt, Henseler and Ringle, 2011). Table 7.21 offers a summary of
all possible multigroup analyses from the sample. As seen from the table, the relationships
between Aircraft, Airport, and Timing to Flight Satisfaction, and Price and Timing to Image
are entirely free of any categorical moderator influence. However, many factors appear to
moderate other relationships within the path model, most importantly, airline company, seat
class, and route. It is noteworthy that, in the MGA analysis, "route" refers to the flight pattern
rather than a flight destination. Prior to testing the structural model within sample groups, the
traditional reflective and formative measures were reassessed, and all measurement models’
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evaluation criteria have been met, providing support for the reliability and validity of the
measures (see Appendix R). Next is a detailed exploration of the effects of these moderators
on the structural model.
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7.5.1 Multigroup Analysis by Airline Company
Running the MGA analysis by airline company yielded most relationships to be consistent
across groups and few differences in path coefficients were detected (see Table 7.22).
Table 7.22 Multigroup Analysis by Airline Company
Relationships Path Coefficients-diff
(Emirates - Oman Air)
t-Value
(Emirates vs Oman Air)
p-Value
(Emirates vs Oman Air)
Aircraft → Flight Satisfaction 0.076 0.709 0.479
Aircraft → Image 0.180 1.911 0.057
Airport → Flight Satisfaction 0.039 0.397 0.692
Airport → Image 0.318 3.191 0.002
Flight Satisfaction → Loyalty 0.368 2.666 0.008
Image → Flight Satisfaction 0.181 1.426 0.155
Image → Loyalty 0.171 1.351 0.177
Meal Satisfaction → Flight Satisfaction 0.378 3.161 0.002
Meal Satisfaction → Image 0.119 1.329 0.184
Meal Satisfaction → Loyalty 0.230 2.412 0.016
Meal Service → Meal Satisfaction 0.074 0.925 0.356
Meal → Meal Satisfaction 0.235 1.878 0.061
Passenger Requirements → Meal Satisfaction 0.263 2.259 0.024
Price → Flight Satisfaction 0.177 1.952 0.052
Price → Image 0.035 0.412 0.680
Timing → Flight Satisfaction 0.004 0.047 0.963
Timing → Image 0.018 0.199 0.842
Note: Significant difference in path coefficients are in bold.
Path coefficients and significance by airline company
Differences identified in MGA were expanded further through separate statistical tests for the
two airline companies (see Table 7.23). Results supported the MGA as well as highlighted
other differences between groups. Relationships Image → Flight Satisfaction, Price →
Flight Satisfaction, Timing → Flight Satisfaction and Meal Service → Meal Satisfaction
were found significant among Oman Air passengers and not significant among those from
Emirates sample group. Looking at the relative importance of the exogenous driver constructs
for Flight Satisfaction, it was found that Meal Satisfaction is the most important and the only
significant construct in Emirates sample. However, in Oman Air sample, Image is the most
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important. In terms of Loyalty, Flight Satisfaction has the greatest direct effect on Loyalty
in Oman Air while Image is more important in Emirates. Looking at driver constructs for
Meal Satisfaction, Meal was found to be the most important in Emirates and Passenger
Requirements in Oman Air.
Table 7.23 Path Coefficients and p-Values by Airline Company
Emirates (N=172) Oman Air (N=247)
Relationships a
Path Coefficients p-Values Significance
(p < 0.05)?
Path Coefficients p-Values Significance
(p < 0.05)?
Meal Service → MealSat 0.044 0.437 No 0.118 0.026 Yes
Meal → MealSat 0.558 0.000 Yes 0.323 0.000 Yes
PassengerReq→ MealSat 0.173 0.044 Yes 0.436 0.000 Yes
MealSat → FlightSat 0.669 0.000 Yes 0.291 0.000 Yes
MealSat → Image 0.172 0.003 Yes 0.291 0.000 Yes
MealSat → Loyalty 0.322 0.000 Yes 0.092 0.094 No
Aircraft → FlightSat -0.060 0.503 No 0.016 0.804 No
Aircraft → Image 0.157 0.028 Yes 0.337 0.000 Yes
Airport → FlightSat 0.011 0.886 No 0.051 0.410 No
Airport → Image 0.416 0.000 Yes 0.098 0.118 No
Timing → FlightSat 0.105 0.141 No 0.109 0.042 Yes
Timing → Image 0.175 0.012 Yes 0.193 0.001 Yes
Price → FlightSat 0.110 0.881 No 0.187 0.001 Yes
Price → Image 0.101 0.128 No 0.066 0.228 No
Image → FlightSat 0.153 0.149 No 0.334 0.000 Yes
Image → Loyalty 0.513 0.000 Yes 0.343 0.000 Yes
FlightSat → Loyalty 0.112 0.229 No 0.481 0.000 Yes
a MealSat stands for Meal Satisfaction, FlightSat stands for Flight Satisfaction, and PassengerReq for Passenger Requirements.
Total effects by airline company
From Table 7.24, Meal Satisfaction has the greatest total effect on Loyalty in both samples,
mainly explained by taste in Emirates and expectations in Oman Air (see Table 7.25). Thus,
Emirates is recommended to concentrate on its in-flight meal taste, and Oman Air to try to
understand its passengers’ expectations and meet them.
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Table 7.24 p-Values of the Total Effects by Airline Company
Emirates Oman Air
Relationships
Total Effect p-Values Significance
(p < 0.05)?
Total Effect p-Values Significance
(p < 0.05)?
Aircraft → Loyalty 0.077 0.096 No 0.177 0.000 Yes
Airport → Loyalty 0.222 0.000 Yes 0.074 0.091 No
Meal → Loyalty 0.272 0.000 Yes 0.122 0.000 Yes
Meal Satisfaction → Loyalty 0.488 0.000 Yes 0.378 0.000 Yes
Meal Service → Loyalty 0.021 0.449 No 0.045 0.032 Yes
Passenger Requirements→ Loyalty 0.084 0.062 No 0.165 0.000 Yes
Price → Loyalty 0.055 0.146 No 0.123 0.006 Yes
Timing → Loyalty 0.104 0.015 Yes 0.149 0.000 Yes
Table 7.25 Formative Indicators Outer Weights by Airline Company
Emirates Oman Air
Formative Latent Variables Indicators Items
Weights p-Value Weights p-Value
Passenger Requirements
Pers_1 Dietary requirements 0.306 0.064 -0.024 0.761
Pers_2 Food safety/ health 0.240 0.077 0.144 0.129
Pers_3 Preferences 0.300 0.075 0.313 0.002
Pers_4 Expectations 0.043 0.736 0.488 0.000
Pers_5 Physical/ emotional states (food) 0.359 0.006 0.337 0.000
Pers_6 Physical/ emotional states (beverages) -0.062 0.629 -0.115 0.201
Pers_7 Religion 0.020 0.869 0.025 0.722
Meal
Meal_1 Ethnicity 0.078 0.488 0.189 0.066
Meal_2 Preparation 0.207 0.172 0.078 0.529
Meal_3 Temperature -0.129 0.254 0.078 0.415
Meal_4 Freshness 0.093 0.377 -0.051 0.666
Meal_5 Quality 0.052 0.715 0.212 0.066
Meal_6 Presentation 0.062 0.537 0.128 0.147
Meal_7 Smell 0.023 0.825 0.085 0.382
Meal_8 Taste 0.559 0.000 0.345 0.004
Meal_9 Portion size 0.019 0.835 -0.037 0.738
Meal_10 Variety (food) 0.100 0.333 0.168 0.105
Meal_11 Variety (beverages) 0.091 0.398 0.045 0.635
Note: Outer weights refer to indicators relative importance to their formative constructs.
Taking into consideration the findings of the MGA by airline company, airline-specific
models are presented in Figures 7.5 and 7.6.
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Figure 7.5 Emirates Model
Figure 7.6 Oman Air Model
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7.5.2 Multigroup Analysis by Seat Class
Referring to the sample size discussed in Chapter 5, the minimum required sample is 74 cases,
which is three cases more than the business class sample size. However, due to PLS-SEM’s
ability to test complicated models using samples of less than 100 cases (Hair et al., 2017) and
the satisfactory results of the measurement models’ assessments (see Appendix R), MGA
analysis proceeded. Running the MGA analysis by seat class proved most relationships to be
consistent across groups and few differences were detected (see Table 7.26).
Table 7.26 Multigroup Analysis by Seat Class
Relationships
Path Coefficients-diff
(Business - Economy)
t -Value
(Business vs Economy)
p-Value
(Business vs Economy)
Aircraft → Flight Satisfaction 0.019 0.140 0.888
Aircraft → Image 0.220 1.579 0.115
Airport → Flight Satisfaction 0.029 0.219 0.827
Airport → Image 0.144 1.041 0.299
Flight Satisfaction → Loyalty 0.572 3.135 0.002
Image → Flight Satisfaction 0.481 3.129 0.002
Image → Loyalty 0.247 1.531 0.126
Meal Satisfaction → Flight Satisfaction 0.550 4.228 0.000
Meal Satisfaction → Image 0.172 1.390 0.165
Meal Satisfaction → Loyalty 0.295 2.363 0.019
Meal Service → Meal Satisfaction 0.188 1.736 0.083
Meal → Meal Satisfaction 0.077 0.456 0.648
Passenger Requirements → Meal Satisfaction 0.030 0.200 0.842
Price → Flight Satisfaction 0.013 0.120 0.904
Price → Image 0.189 1.654 0.099
Timing → Flight Satisfaction 0.184 1.656 0.098
Timing → Image 0.084 0.682 0.495
Note: Significant difference in path coefficients are in bold.
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Path coefficients and significance by seat class
Differences identified in MGA were expanded further through separate statistical tests for
both seat classes (see Table 7.27). Results supported the MGA as well as highlighted other
differences between groups. The main difference appeared in the relationships Meal Service
→ Meal Satisfaction and Timing → Flight Satisfaction where in business class sample the
relationships appeared negative, however not significant, while in economy class sample
the relationships were found positive and significant. Moreover, the relationship Aircraft →
Image was found moderate and significant (β = 0.291, p < 0.01) in the economy class and
small and not significant (β = 0.071, p = 0.607) in the business class sample. Looking at the
relative importance of the exogenous driver constructs for Flight Satisfaction (see Table 7.27),
it was found that Meal Satisfaction is the most important and the only significant construct in
business class. However, in economy class Image is the most important. In terms of Loyalty,
Flight Satisfaction has the greatest effect on Loyalty in economy class while Image is more
important in business class. Looking at driver constructs for Meal Satisfaction, the perceived
Meal was found to be the most important in both samples.
Table 7.27 Path Coefficients and p-Values by Seat Class
Business (N = 71) Economy (N = 348)
Relationships
Path Coefficients p-Values Significance
(p < 0.05)?
Path Coefficients p-Values Significance
(p < 0.05)?
Meal Service → MealSat -0.068 0.440 No 0.119 0.014 Yes
Meal → MealSat 0.504 0.000 Yes 0.427 0.000 Yes
PassengerReq → MealSat 0.294 0.018 Yes 0.324 0.000 Yes
MealSat → FlightSat 0.833 0.000 Yes 0.283 0.000 Yes
MealSat → Image 0.090 0.327 No 0.262 0.000 Yes
MealSat → Loyalty 0.445 0.003 Yes 0.150 0.002 Yes
Aircraft → FlightSat 0.007 0.951 No 0.026 0.663 No
Aircraft → Image 0.071 0.607 No 0.291 0.000 Yes
Airport → FlightSat 0.049 0.689 No 0.020 0.712 No
Airport → Image 0.358 0.006 Yes 0.215 0.000 Yes
Timing → FlightSat -0.030 0.767 No 0.154 0.001 Yes
Timing → Image 0.262 0.006 Yes 0.179 0.001 Yes
Price → FlightSat 0.145 0.135 No 0.133 0.001 Yes
Price → Image 0.230 0.054 No 0.041 0.372 No
Image → FlightSat -0.118 0.407 No 0.363 0.000 Yes
Image → Loyalty 0.570 0.000 Yes 0.323 0.000 Yes
FlightSat → Loyalty -0.109 0.441 No 0.464 0.000 Yes
Note: MealSat stands for Meal Satisfaction, FlightSat stands for Flight Satisfaction, and PassengerReq for Passenger Requirements.
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Total effects by seat class
Moreover, the total effects of the exogenous constructs (i.e. Meal Service, Meal, Passenger
Requirements, Price, Timing, Meal Satisfaction, Airport, and Aircraft) on the key target
construct (i.e. Loyalty) via the mediating constructs (i.e. Flight Satisfaction and Image)
were examined (see Table 7.28). Looking at the eight exogenous driver constructs Meal
Satisfaction has the strongest total effect on Loyalty in both seat classes. Looking at Meal
Satisfaction driver constructs, Meal has the strongest effect on Meal Satisfaction in both
samples (see Table 7.27). Among all Meal items, smell has the highest outer weight (0.467) in
business class sample, however, at a marginal significance. The only significant item related
to Meal Satisfaction was preferences. In economy class, taste has the highest outer weight
(0.442) (see Table 7.29). This particular research finding points to the fact that passengers on
different seat classes have different needs and expectations and associate their satisfaction
with different service products. This information can be used by airlines management to
develop targeted marketing plans for different seat classes.
Table 7.28 p-Values of the Total Effects by Seat Class
Business Economy
Relationships
Total Effect p-Values Significance (p < 0.05)? Total Effect p-Values Significance (p < 0.05)?
Aircraft →Loyalty 0.040 0.643 No 0.155 0.000 Yes
Airport →Loyalty 0.203 0.018 Yes 0.115 0.003 Yes
Meal→ Loyalty 0.205 0.033 Yes 0.175 0.000 Yes
Meal Satisfaction→ Loyalty 0.407 0.000 Yes 0.410 0.000 Yes
Meal Service→ Loyalty -0.028 0.452 No 0.049 0.022 Yes
Passenger Requirements → Loyalty 0.120 0.048 Yes 0.133 0.000 Yes
Price → Loyalty 0.118 0.106 No 0.082 0.016 Yes
Timing → Loyalty 0.156 0.012 Yes 0.159 0.000 Yes
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Table 7.29 Formative Indicators Outer Weights by Seat Class
Business Economy
Formative Latent Variables Indicators Items
Weights p-value Weights p-value
Passenger Requirements
Pers_1 Dietary requirements 0.289 0.188 0.078 0.353
Pers_2 Food safety/health -0.555 0.054 0.256 0.002
Pers_3 Preferences 0.606 0.036 0.330 0.001
Pers_4 Expectations 0.387 0.071 0.250 0.003
Pers_5 Physical/ emotional states (food) -0.133 0.626 0.385 0.000
Pers_6 Physical/ emotional states (beverages) 0.134 0.570 -0.095 0.211
Pers_7 Religion 0.300 0.146 0.026 0.708
Meal
Meal_1 Ethnicity 0.145 0.534 0.098 0.232
Meal_2 Preparation 0.002 0.996 0.106 0.272
Meal_3 Temperature -0.136 0.582 0.004 0.952
Meal_4 Freshness 0.225 0.332 0.013 0.888
Meal_5 Quality 0.256 0.324 0.107 0.258
Meal_6 Presentation -0.118 0.571 0.148 0.018
Meal_7 Smell 0.467 0.063 0.042 0.554
Meal_8 Taste 0.317 0.221 0.442 0.000
Meal_9 Portion size -0.340 0.122 0.060 0.386
Meal_10 Variety (food) 0.061 0.831 0.169 0.025
Meal_11 Variety (beverages) 0.159 0.570 0.049 0.494
Note: Outer weights refer to indicators relative importance to their formative constructs.
Considering the structural model evaluation of each seat class, two separate seat-specific
models are presented in Figures 7.7 and 7.8.
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Figure 7.7 Business Class Model
Figure 7.8 Economy Class Model
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7.5.3 Multigroup Analysis by Route
Running the MGA analysis by route yielded most relationships to be consistent across groups
and few differences in path coefficients were found (see Table 7.30).
Table 7.30 Multigroup Analysis by Route
Relationships
Path Coefficients-diff
(Direct – Non-Direct)
t-Value
(Direct vs Non-Direct)
p-Value
(Direct vs Non-Direct)
Aircraft → Flight Satisfaction 0.001 0.008 0.994
Aircraft → Image 0.070 0.653 0.514
Airport → Flight Satisfaction 0.065 0.653 0.514
Airport → Image 0.259 2.449 0.015
Flight Satisfaction → Loyalty 0.305 2.391 0.017
Image → Flight Satisfaction 0.382 3.163 0.002
Image → Loyalty 0.117 1.041 0.298
Meal Satisfaction → Flight Satisfaction 0.377 3.398 0.001
Meal Satisfaction → Image 0.103 1.117 0.265
Meal Satisfaction → Loyalty 0.120 1.170 0.243
Meal Service → Meal Satisfaction 0.185 2.388 0.017
Meal → Meal Satisfaction 0.128 1.061 0.289
Passenger Requirements → Meal Satisfaction 0.143 1.273 0.204
Price → Flight Satisfaction 0.217 2.523 0.012
Price → Image 0.045 0.526 0.599
Timing → Flight Satisfaction 0.030 0.345 0.731
Timing → Image 0.113 1.225 0.221
Note: Significant difference in path coefficients are in bold.
Path coefficients and significance by route
In order to understand the relationship differences between direct and non-direct route sample
groups, the path model was tested separately between groups (see Table 7.31). Results
supported the MGA as well as highlighted other differences between groups. Relationships
Meal Satisfaction → Loyalty, Timing → Flight Satisfaction, Timing → Image, and Price →
Image were found significant among direct route sample and not significant among non-direct
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route sample. Looking at the relative importance of the exogenous driver constructs for flight
satisfaction (Flight Satisfaction), it is found that Meal Satisfaction is the most important
construct in the direct route sample. However, in the non-direct route sample, Image is the
most important. In terms of Loyalty, Flight Satisfaction has the greatest effect on Loyalty in
direct flight sample while Image is more important in non-direct route sample. Looking at
driver constructs for Meal Satisfaction, Meal was found to be the most important in the direct
route sample while Passenger Requirements is much important in the non-direct sample.
Table 7.31 Path Coefficients and p-Values by Route
Direct (N = 262) Non-Direct (N = 157)
Relationships
Path Coefficients p-Values Significance
(p < 0.05)?
Path Coefficients p-Values Significance
(p < 0.05)?
Meal Service → MealSat 0.007 0.889 No 0.192 0.001 Yes
Meal → MealSat 0.481 0.000 Yes 0.353 0.000 Yes
PassengerReq → MealSat 0.254 0.000 Yes 0.397 0.000 Yes
MealSat → FlightSat 0.594 0.000 Yes 0.217 0.007 Yes
MealSat → Image 0.266 0.000 Yes 0.164 0.006 Yes
MealSat → Loyalty 0.215 0.004 Yes 0.094 0.068 No
Aircraft → FlightSat -0.035 0.626 No -0.036 0.647 No
Aircraft → Image 0.241 0.000 Yes 0.311 0.000 Yes
Airport → FlightSat 0.053 0.386v No -0.012 0.870 No
Airport → Image 0.135 0.056 No 0.394 0.000 Yes
Timing → FlightSat 0.132 0.022 Yes 0.102 0.102 No
Timing → Image 0.208 0.001 Yes 0.095 0.131 No
Price → FlightSat 0.034 0.549 No 0.251 0.000 Yes
Price → Image 0.126 0.029 Yes 0.081 0.157 No
Image → FlightSat 0.117 0.130 No 0.499 0.000 Yes
Image → Loyalty 0.439 0.000 Yes 0.322 0.000 Yes
FlightSat → Loyalty 0.246 0.005 Yes 0.551 0.000 Yes
Note: MealSat stands for Meal Satisfaction, FlightSat stands for Flight Satisfaction, and PassengerReq for Passenger Requirements.
Total effects by route
The effect of the exogenous constructs (i.e. Meal Service, Meal, Passenger Requirements,
Price, Timing, Meal Satisfaction, Airport, and Aircraft) on the key target construct (i.e.
Loyalty) via the mediating constructs (i.e. Flight Satisfaction and Image) (see Table 7.32).
Looking at the eight exogenous driver constructs Meal Satisfaction has the strongest total
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effect on loyalty in both samples. Looking at meal satisfaction driver constructs, Meal has the
strongest effect on meal satisfaction in direct route sample and Passenger Requirements in
non-direct route sample (see Table 7.30). In the direct route, taste has the highest outer weight.
In the non-direct route sample, expectations has the highest outer weight (see Table 7.33).
Taking together this finding and that found in the airline company MGA, there is, therefore,
a definite need for airlines to concentrate on taste and passengers’ expectations.
Table 7.32 p-Values of the Total Effects by Route
Direct Non-Direct
Relationships
Total Effect p-Values Significance (p < 0.05)? Total Effect p-Values Significance (p < 0.05)?
Aircraft → Loyalty 0.104 0.009 Yes 0.166 0.012 Yes
Airport→ Loyalty 0.076 0.050 No 0.228 0.000 Yes
Meal → Loyalty 0.233 0.000 Yes 0.110 0.009 Yes
Meal Satisfaction → Loyalty 0.485 0.000 Yes 0.311 0.000 Yes
Meal Service → Loyalty 0.003 0.888 No 0.06 0.011 Yes
Passenger Requirements → Loyalty 0.124 0.002 Yes 0.124 0.001 Yes
Price → Loyalty 0.067 0.038 Yes 0.186 0.000 Yes
Timing → Loyalty 0.130 0.001 Yes 0.113 0.031 Yes
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Table 7.33 Formative Indicators Outer Weights by Route
Direct Non-Direct
Formative Latent Variables Indicators Items
Weights p-value Weights p-value
Passenger Requirements
Pers_1 Dietary requirements 0.159 0.202 0.017 0.851
Pers_2 Food safety/ health 0.021 0.854 0.342 0.001
Pers_3 Preferences 0.294 0.025 0.340 0.012
Pers_4 Expectations 0.238 0.032 0.354 0.001
Pers_5 Physical/ emotional states (food) 0.484 0.000 0.228 0.021
Pers_6
Physical/ emotional states
(beverages)
-0.085 0.477 -0.054 0.547
Pers_7 Religion 0.103 0.267 -0.052 0.548
Meal
Meal_1 Ethnicity 0.089 0.381 0.182 0.135
Meal_2 Preparation 0.172 0.180 0.083 0.551
Meal_3 Temperature -0.052 0.621 0.021 0.836
Meal_4 Freshness -0.019 0.855 0.079 0.614
Meal_5 Quality 0.214 0.099 0.091 0.517
Meal_6 Presentation 0.086 0.357 0.119 0.199
Meal_7 Smell 0.041 0.672 0.116 0.304
Meal_8 Taste 0.477 0.000 0.260 0.144
Meal_9 Portion size 0.029 0.753 -0.023 0.845
Meal_10 Variety (food) 0.149 0.121 0.090 0.451
Meal_11 Variety (beverages) -0.016 0.865 0.210 0.059
Note: Outer weights refer to indicators relative importance to their formative constructs.
Considering the structural model evaluation of direct and non-direct routes, two separate
models are presented in Figures 7.9 and 7.10.
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Figure 7.9 Direct Route Model
Figure 7.10 Non-Direct Route Model
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7.6 Chapter Summary
Chapter 7 addressed Research Objective 4 . It presented the findings of testing the proposed
conceptual model in Chapter 6. The model was tested in several stages including the
evaluation of the measurement models and the structural model. Satisfactory results were
yielded when assessing the constructs’ reliability and validity which allowed the assessment
of the relationships between factors and testing hypotheses. Based on this chapter’s results,
in-flight meal satisfaction showed a strong positive and significant impact on overall flight
satisfaction and a positive moderate relationship with loyalty. Its effect on loyalty was
explained more by “flight satisfaction” as a mediator. This result indicates that passengers
are highly likely to not re-book an airline if they were not overall satisfied, even if they were
satisfied with the in-flight meal. Furthermore, several multigroup analyses were conducted,
comparing paths among groups and producing groups-specific structural models. The results
of the most significant factors and items that influence image, satisfaction and loyalty are
presented in Table 7.34.
From the table, it is apparent that meal satisfaction shows positive moderate or substantial
relationships to flight satisfaction and image on most occasions, except for business class
passengers’ image. In its relationship to loyalty, meal satisfaction appeared insignificant in
Oman Air and non-direct route and as the second strongest predictor in Emirates and Business
class, after image. In the highlight of the most important predictors of meal satisfaction; taste,
preferences, expectations, physical/emotional states (food) and meal service, interchangeably
occurred among sample groups. Altogether, these findings represent the theoretical and
empirical contributions of this study to the ASQ literature and its practical implications for
the aviation and catering industries. More details of the findings and the suggested courses
of practical actions are provided in the next chapter.
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Chapter 8
Discussion and Conclusion
8.1 Introduction
This chapter draws upon the analyses presented in Chapters 6 and 7, interpreting and
discussing findings in relation to the research objectives and to previous literature. It reflects
on the initial dimensions of ASQ models presented in Chapter 2 and integrates the empirical
findings to further develop the models. Emergent and previous factors are compared, and the
study contributions are accentuated. A detailed discussion of the study model is provided to
offer insights into its components and their integral effect on its key target loyalty, specifically,
factors related to in-flight meal satisfaction.
Considering the research objectives, the discussion comprises three main sections, namely,
AG-FSCs model, predictors of in-flight meal satisfaction, and predictors of outcome con-
structs (i.e. image, overall flight satisfaction, and loyalty), where the role of in-flight meal
satisfaction in relation to other SQ factors is specified. Subsequently, the study’s theoretical
contribution and its practical implications for airlines and in-flight caterers are provided,
followed by a reflection on the study’s limitations and recommendations for future research.
The chapter concludes with personal reflections on the PhD journey and final remarks.
It was indicated in Chapter 5 that this study followed a sequential mixed-methods approach,
where the insights from the qualitative phases led to the formulation of the quantitative phase,
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and the final inference is, therefore, based on the results of all phases (Teddlie and Tashakkori,
2006). However, in some instances of the following discussion, more emphasis would be
placed on a specific data type that seems more appropriate to address a particular research
objective. For example, to empirically test the conceptual model, the quantitative data were
deemed to be more helpful. This reflects a core feature of the pragmatist philosophy adopted
by this study.
8.2 AG-FSCs Model
In this section, the conceptual model of in-flight meal satisfaction, overall flight satisfaction,
and loyalty of passengers on-board Emirates and Oman Air is discussed, addressing Research
Objectives 3 and 4. The section comprises an overview and rationale of the proposed model
based on preliminary results and the tested model in comparison to other ASQ models.
Research Objective 3
To develop a conceptual model of in-flight meal satisfaction, overall flight satisfaction and
loyalty based on literature review and findings of preliminary studies
Research Objective 4
To determine the importance of in-flight meal satisfaction in predicting overall flight
satisfaction and loyalty in comparison to other SQ factors
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8.2.1 AG-FSCs Model Development
As mentioned in Chapter 2, SERVQUAL has been the most used model to examine SQ in
the aviation industry (Tsaur, Chang and Yen, 2002; Sum Chau and Kao, 2009; Basfirinci and
Mitra, 2015). It measures SQ as the gap between customer expectations and perceptions.
Parasuraman, Zeithaml and Berry (1988, p.17) defined expectations as “desires or wants
of consumers i.e. what they feel a service provider should offer rather than would offer”.
However, customers’ desires and wants have been found to be vague and respondents’
interpretation of expectations in the SERVQUAL model has been found to vary from person
to person (Teas, 1993a,b). Moreover, little evidence exists on whether respondents assess SQ
using the expectations-disconfirmation approach (Cronin and Taylor, 1992; Robledo, 2001;
Oghojafor and Adebola, 2014). Although SERVQUAL has been widely used to measure SQ
in different disciplines, no two service providers are the same. This was reflected in the work
of Carman (1990) who tested SERVQUAL across four industries and found it necessary to
add up to 13 new items and omit up to 14 ones from the original 22-items instrument, in
order to accurately and adequately capture the SQ constructs in those contexts.
In the airline industry, Park, Robertson and Wu (2006) noted that the SERVQUAL scale was
difficult to apply due to its deficiency in addressing some important aspects of ASQ, such as
seating comfort, seat space and legroom, and in-flight meals. Also, Gilbert and Wong (2003)
argued that the tangibles dimension of SERVQUAL is too broad and does not fit the situation.
Therefore, they broke it down into three dimensions, namely, facilities, employees, and flight
patterns. Similarly, most of the literature reviewed in Chapter 2 that used SERVQUAL, have
modified its structure (e.g. Park, Robertson and Wu, 2005; Chen, 2008; Clemes et al., 2008;
Park, Robertson and Wu, 2009; Liou et al., 2011a,b; Kee Mun and Ghazali, 2011; Hussain,
Al Nasser and Hussain, 2015; and Rajaguru, 2016) as many airline-related variables are not
included in the original scale, which could reduce the predictive power of SQ models. These
modifications were made by either borrowing factors from other studies or via interviewing
airline experts, employees, and passengers.
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Given that this study concentrates mainly on the in-flight meal and its effect on flight
satisfaction and loyalty, with the existence of other SQ dimensions, and considering the
scarce literature on passengers’ in-flight food behaviour and on SQ of AGCs, a new model was
developed to serve the study’s aim and fit the supplementary context-specific items. Therefore,
this study combined the findings from the qualitative research phases (i.e. netnography
and interviews) and the extensive literature review on airline services and in-flight meal
satisfaction, to inform the development of the conceptual model (see Figure 8.1) and scale
items used in the passengers’ questionnaires (see Appendices M and O).
Figure 8.1 Proposed AG-FSCs Model
The model consists of ten factors which are thought to affect the loyalty (re-booking intention,
recommendation intention, positive word of mouth) of Emirates and Oman Air passengers.
Namely, meal (ethnicity, preparation, temperature, freshness, quality, presentation, smell,
taste, portion size, variety), meal service (prompt service, responsiveness), passenger require-
ments (dietary requirements, safety/health, preferences, expectations, physical/ emotional
states, religion), price (ticket price, value for money), timing (punctuality, schedule), airport
(size, service, ease of navigation, ground handling), aircraft (aircraft type, cabin features,
entertainment), image (safety, reputation), in-flight meal satisfaction (in-flight meal, in-flight
meal experience), and overall flight satisfaction (airline satisfaction, flight satisfaction). It is
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noteworthy that, while the proposed scale used in this research did not follow the original
scale of SERVQUAL, the latter served as a reference for this study and informed its outcome
constructs, i.e. satisfaction and loyalty. This was in line with ASQ literature that reported
satisfaction and loyalty as the main outcomes in ASQ assessment (Vlachos and Lin, 2014;
Calisir, Basak and Calisir, 2016; and Wang and Fong, 2016).
A similar research approach can be found in previous ASQ studies, for instance, Delbari
et al. (2016) attempted to identify and prioritise the key competitive indicators of FSCs in
Malaysia. Due to their claim that no research had been conducted, on FSCs’ competitive
indicators and drivers, there was a need for a sequential mixed methods research to fill that
void in knowledge. From their Delphi interviews and passengers’ questionnaires, they found
that airlines need to pay attention to 12 key indicators to evaluate their competitiveness
status. Namely, quality, safety, price, connectivity, timeliness, flight frequency, profitability,
productivity, cost, market share, customer loyalty, and revenue growth.
Another example is the work of Mikulic´ and Prebežac (2011) who examined differences in
attitudes of Croatian passengers from Lufthansa, Croatia Airlines, and Germanwings. To
specify the elements of airline passenger loyalty and their indicators, they interviewed 30
airline passengers on their reasons for choosing their selected airline, and for being loyal or
disloyal, as well as their perceptions of an ideal airline. Passengers’ comments were paired
with items from previous research on ASQ, airline passenger satisfaction and loyalty, and
transferred into statements rated as Likert scales, to be used in the questionnaire for the
quantitative study. Nine components constructed the model used in their research: offer of
flights and destinations, ticket purchase experience, airport experience, flight experience,
service reliability, SQ, price, image, and loyalty.
Moreover, in the study of Zahari et al. (2011) on the in-flight meal satisfaction of passengers
of Malaysian Airlines, they considered a qualitative approach through in-depth interviews as
the best method for data collection process, due to limited research in the area of knowledge
and study context. However, because of the time constraints, cost, and the inability to conduct
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interviews in the aircraft as it might involve interrupting the privacy of passengers, they
opted for a quantitative approach to save time and contact more respondents. Therefore,
their questionnaire items were borrowed from the literature and adapted to suit their study
objectives.
8.2.2 AG-FSCs Model Testing
As identified from the systematic review (see Chapter 2), SEM has wide-spread popularity in
testing models among post-2005 ASQ studies (e.g. Cures, Arslan and Yucel Tun, 2014; Ali,
Dey and Filieri, 2015; Basfirinci and Mitra, 2015; Hapsari, Clemes and Dean, 2016; and Ra-
jaguru, 2016). However, these studies have largely relied on reflective modelling approaches,
and hence employed CB-SEM, which can only handle reflective models (Tenenhaus, 2008).
While reflective models can well-explain the relationships between key theoretical constructs,
the recommendations they produce tend to be excessively abstract (Mikulic´ and Prebežac,
2011). As this study is (1) exploratory in nature, that (2) intended to look for patterns in a
data where little prior knowledge is available and predicts and identifies target constructs, (3)
incorporated both reflective and formative constructs, in a (4) complex model, (5) under non
normality conditions, and a (6) small to medium sample size, PLS-SEM (or variance-based
SEM), was deemed appropriate (Limayem, Khalifa and Frini, 2000; Hair et al., 2017).
As indicated in Chapter 7, this study’s model constitutes six reflective constructs (i.e. meal
service, meal satisfaction, price, image, flight satisfaction, and loyalty) and five formative
constructs (i.e. meal, passenger requirements, aircraft, airport, and timing). The separate
identification of reflective and formative measures is consistent with the work of Farooq et al.
(2018) who employed a PLS-SEM approach to evaluate SQ impact on customer satisfaction
using five exogenous reflective constructs (i.e. airline tangibles, terminal tangibles, personal
services, empathy, and image) and one endogenous formative construct (i.e. customer
satisfaction) borrowed from the AIRQUAL model. Their model differs from the current
study’s in that it does not measure the effect of satisfaction on loyalty, as loyalty is not part
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of the AIRQUAL model. This flaw in the AIRQUAL model has been criticised and attempts
to validate the scale were conducted. For instance, Bari et al. (2001) and Alotaibi (2015)
examined the validity of the AIRQUAL scale and suggested the inclusion of loyalty as an
outcome influenced by customer satisfaction.
Also, while satisfaction is a reflectively measured construct in the current study, it was
viewed formatively in the model of Farooq et al. (2018). As indicated in Chapter 7, what
differentiates reflective and formative measures is whether the indicators cause or result from
the construct (Rossiter, 2002). In the current study, the items “(1) Overall, I am satisfied with
this airline” and “(2) I think I did the right thing when I decided to use this airline” were
considered, based on qualitative analyses, as consequences of passengers’ satisfaction of SQ,
hence the “satisfaction” construct was measured reflectively and yielded significant results.
By comparison, Farooq et al. (2018) measured satisfaction formatively using the items “(1) I
am happy for my decision to choose Malaysia Airlines”, “(2) My choice of Malaysia Airlines
was a wise decision”, “ (3) I did the right thing to choose Malaysia Airlines as a service
provider”, and “(4) I am satisfied, and my experience with Malaysian Airlines was very
enjoyable” and found all items to be relatively important to the formation of the satisfaction
construct. Surprisingly, items 1, 3, and 4 showed more weight (relative importance) to the
formation of the construct. These items are somewhat similar to the satisfaction items of
the current study, which questions whether satisfaction is actually a reflective rather than a
formative construct. This criticism can be supported by the argument of Hair et al. (2017)
that in marketing research, satisfaction can be measured using one-item, which indicates its
reflective nature. This nature can be evident from the work of Farooq et al. (2018) itself, as
their discussion referred mainly to SQ factors’ effect on satisfaction as one latent variable,
rather than to its specific formative variables.
Another area where the model of the present study outperforms that of Farooq et al. (2018)
rests in that other than satisfaction, all their constructs were reflective. This limited their
ability to specifically indicate which of the constructs’ items influenced satisfaction the
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most, and hence broaden their recommendation. Several constructs of the current study are
formative, which enabled specific interpretations and recommendations.
Another study that used a formative PLS-SEM approach was Mikulic´ and Prebežac (2011)
who assessed the effects of offers of flights and destinations, ticket purchase experience,
airport experience, flight experience, service reliability, and price (formative constructs) on
airline passenger loyalty mediated by image (reflective constructs). Consistent with their
research, the current study formatively measured the SQ constructs and reflectively measured
image and loyalty. Also, both studies evaluated the structural model in a multi-level way,
where SQ was an endogenous as well as an exogenous construct, similar to meal satisfaction
in the current study. However, this study contradicts with the work of Mikulic´ and Prebežac
(2011) in defining price. While price is a reflective construct in the current study, it was
evaluated formatively in their work. A possible justification goes back to the items used.
While price in their study was formed by prices of unrelated products and services (i.e. ticket
price, baggage overweight fees, in-flight shop prices, and loyalty programme discounts and
rewards), it refers to the ticket price and its returned value to passengers in the current study.
Therefore, it can be concluded that both constructs are accurately identified and evaluated
based on their items.
Chapter 7 presents a detailed analysis of the study’s proposed model. Briefly, considering
the guidelines of Hair et al. (2017) and Henseler, Ringle and Sinkovics (2009) reflective and
formative measurement models were separately analysed. The reflective measurement model
provided a high degree of reliability and validity. The results revealed that all reflective
constructs have a fairly acceptable outer loading value (above 0.7), signifying sufficient
indicator reliability (Chin, 1998), except one reflective indicator passengers’ ability to choose
meals (Outer loading = 0.614), hence it was eliminated. Despite its weak reliability in this
study’s scale, unrestricted in-flight meal choice was reported as important to passenger meal
consumption and enjoyment in the qualitative analyses. This is consistent with Waterhouse
et al. (2006) who identified the factors affecting food intake on long-haul flights and found
that no choice was a reason for food intake, however, not the main reason, as appetite appeared
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as the main reason for food acceptance and intake. Their study gave two explanations for no
choice which are the inability to choose due to unavailability or to limited menu choices.
Further, all constructs were assessed for their composite reliability, which was all found
above 0.8 (Bagozzi and Yi, 1988) and Cronbach’s alpha values above 0.7 (DeVellis, 2016),
indicating high internal consistency. The AVE exceeded the cut-off value of 0.5 suggested
by Hair et al. (2017), which indicates sufficient convergent validity. Lastly, all reflective
variables meet the Fornell-Larker criterion of discriminant validity (Fornell and Larcker,
1981), HTMT values were lower than the conservative threshold value of 0.85 (Henseler,
Ringle and Sarstedt, 2015; Hair et al., 2017), and all indicators of reflective measurement
models had a higher loading on their respective underlying construct compared to other
constructs involved in the model. Overall, these results indicate that the validity and reliability
of the study’s reflective measurement models were successfully established.
With regard to the formative measurement models, the nonparametric bootstrapping pro-
cedure suggested by Tenenhaus et al. (2005) and similarly used by Mikulic´ and Prebežac
(2011) yielded p-values indicating the significance of most formative indicators in the model.
Moreover, the VIF were uniformly below 5, indicating no redundancy or collinearity issues.
Following the guidelines of Hair et al. (2017) all formative indicators were retained due
to their high and significant loadings as well as their relevance in capturing the conceptual
model dimension, as shown in the qualitative analyses. This is consistent with Mikulic´ and
Prebežac (2011) who stated that given their study’s intention to provide actionable insights
into the effect sizes of specific indicators, rather than to confirm or reject hypotheses only, all
latent variables were formatively modelled but reflectively identified.
Also, Peng and Lai (2012) suggested a careful consideration of the conceptual domain of each
formative construct to ensure that measurement indicators capture each aspect of it. They
added that researchers should be careful about deleting items, so the conceptual domain of
the construct does not change and therefore yield misleading results. Also, MacKenzie (2003)
concluded that when your measures are formative, it is important to resist the temptation to
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delete items for the sake of improving internal consistency reliability, due to the likelihood
that deleting items will inappropriately restrict the domain of the construct and threaten its
validity. Regarding the structural model, it was assessed for the overall explanatory power of
constructs through R2 values, predictive relevance through Q2 values, and path coefficients
β -values. For all endogenous constructs, the R2 values indicated substantial inner path
structures (Chin, 1998) and the Q2 values exceeded zero, therefore suggesting that exogenous
constructs possessed predictive relevance for endogenous constructs (Henseler, Ringle and
Sinkovics, 2009; Chin, 2010).
Moreover, findings revealed that collinearity is not an issue for the current study’s model.
The structural model evaluation indicated that the proposed model had 55.6%, 61%, 61.3%,
and 67.7% explanatory powers for meal satisfaction, flight satisfaction, image, and loyalty,
respectively. Lastly, SRMR (0.056) and RMS theta (0.12) results revealed that the model
proposed appropriately fitted the data (Hu and Bentler, 1998; Henseler et al., 2014). Based on
comprehensive measurement and structural model analyses that yielded favourable results, it
is concluded that both models are validated and the proposed AG-FSCs model has significant
predictive relevance and explanatory power (see Figures 8.2 and 8.3). The model remained
stable in the MGAs but yielded different path coefficients (see Figure 8.4), implying that the
model proposed is a good basis for explaining passengers’ loyalty to AG-FSCs.
Given the above discussion and the current study being the first attempt to deeply investigate
the effect of specific meal factors on satisfaction and loyalty in AG-FSCs, using a combination
of reflective and formative measures, represent the originality of the current research model
and its invaluable contribution to knowledge and practice. More details on the study’s
contribution are provided in section 8.6. The next section highlights the major predictors and
model’s significant relationships in general and in specific groups.
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Figure 8.2 Preliminary Conceptual Model
Figure 8.3 Final AG-FSCs Model
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(a) Emirates Model (b) Oman Air Model
(c) Business Class Mode (d) Economy Class Model
(e) Direct Route Model (f) Non-Direct Route Model
Figure 8.4 Specific-Groups Models
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8.3 Predictors of In-Flight Meal Satisfaction
The initial two objectives of the project sought to identify the key factors associated with
in-flight meal satisfaction and overall flight satisfaction in the literature and among passen-
gers on-board AG-FSCs. The qualitative analyses, including systematic review, content
and template analyses, contributed to the identification of these factors and their effects
were proved using PLS-SEM. In this section, predictors of in-flight meal satisfaction are
discussed, and flight satisfaction-related predictors are provided in the coming section.
Research Objective 1
To establish the dimensions of airline service quality and in-flight meal satisfaction
Research Objective 2
To identify the factors associated with in-flight meal satisfaction and overall flight
satisfaction in long-haul business and economy class on-board AG-FSCs
A total of 31 items from the literature, netnography, and semi-structured interviews were
discovered. Twenty-three were found to be important to both Emirates and Oman Air
passengers and were, subsequently, tested in the quantitative phase. Generally, (1) meal
service (2) taste, (3) variety of food items, food (4) safety/health properties, that meets
passengers’ (5) preferences, (6) expectations, and enhance their (7) physical/emotional states,
significantly contributed to the prediction of passengers’ in-flight meal satisfaction. Their
significance, however, varies in different circumstances, as discussed below. Additionally,
while (8) presentation was not found significant in the total sample, it was important to the
in-flight meal satisfaction of economy passengers.
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1. Meal Service
Consistent with the ASQ literature (e.g. Feng and Jeng, 2005; An and Noh, 2009; Li
et al., 2017), responsiveness and promptness were found to be important attributes of
meal service, and two of the most significant predictors of in-flight meal satisfaction,
after taste (Outer loading responsiveness (food) = 0.885, Outer loading promptness = 0.879,
Outer loading responsiveness (beverages) = 0.841) at the 1% significance level. Prompt meal
service was previously found to be the most impactful factor on customer SQ evaluation
(Pakdil and Aydın, 2007; Romli, Rahman and Ishak, 2016) choice of airline (Lee and
Ko, 2016), and airline brand image (Park, Robertson and Wu, 2005). Furthermore,
crew responsiveness to passengers’ needs and their approach towards complaints and
unexpected situations, were found to be the second most important criteria of SQ, after
flight schedule, on-board three Chinese airlines (Li et al., 2017). Similarly, in the
food consumption literature, interaction with service providers, as well as the physical
environment where food is consumed, has been reported to influence a person’s meal
experience (Weber, King and Meiselman, 2004; Conner and Armitage, 2006). These
results accord with the present study’s earlier observations through netnography and
interviews, which showed that crew responsiveness and prompt service are crucial to
satisfactory in-flight meal and overall flying experiences.
In the MGA, meal service was found to be a major predictor of in-flight meal satis-
faction on-board Oman Air, economy, and non-direct flights. The study of An and
Noh (2009) on passengers’ loyalty in the economy and business classes found that
responsiveness and empathy significantly impact customer loyalty in both seat classes.
In economy class, however, empathetic crew services were found to impact loyalty
more due to many hours of travelling in cramped conditions. From these results,
it is expected that first class passengers would have even higher expectations, and
hence, a future study on AG-FSCs first class passengers is recommended. Moreover,
the consequences of cramped conditions due to crowdedness on the perceived meal
service was highlighted in the interview phase as less crew attention and service delay.
However, the item was excluded in the pilot stage due to its weak correlation with the
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study’s scale (Outer loading = 0.006). More information on crowdedness would help
to establish more accuracy on this matter. Taken together, airlines are encouraged to
invest in their crew via training courses and they "should check how their crew treat
passengers, the way they serve food. . . " OA2.
2. Taste
It has been defined as the core aspect of culinary experience (Ryu, Lee and Gon Kim,
2012; Stone et al., 2017). Onboard aircraft, in-flight meal taste has been reported
to be suppressed by the lower cabin pressure and background noise, hence reducing
overall food enjoyment (Spence, 2012; Spence, Michel and Smith, 2014; Holthuysen
et al., 2017). Consistently, OA1 stated that “. . . the high altitude from the sea level, you
feel the smell is stronger, and the taste is different. . . ”. Long exposure to such a low
pressurised atmosphere affects flavour release of the meals and the physiological state
of the blood plasma, and hence decreases odour and taste qualities of food (Burdack-
Freitag et al., 2011). The current study confirms the long exposure effect identified
by Burdack-Freitag et al. (2011) and indicates that taste determines in-flight meal
satisfaction more on longer flights. “. . . it depends if the flight is long”, said interviewee
OA7 when talking about the food taste effect. Previous studies have demonstrated
similar results in that food flavours are highly related to the in-flight meal satisfaction,
especially on long-haul flights (Zahari et al., 2011; Lee and Ko, 2016). These two
studies were conducted among Malaysian and Korean respondents, respectively. It can,
therefore, be assumed that taste is a common predictor of in-flight meal satisfaction
across cultures. Further work is required to confirm and validate this assumption,
especially, in non-Asian or Middle-Eastern cultures.
In the MGA, taste predicted in-flight meal satisfaction of Emirates passengers (Outer
weight = 0.559) more than Oman Air’s (Outer weight = 0.345), both at 1% significance
level. This accords with an earlier observation in the netnography analysis, which
suggested that Emirates’ in-flight meals are tasty and flavourful. In contrast, the Oman
Air meal was observed to be disgusting, unenjoyable, and to lack a home-made taste.
In relation to seat class, the findings of this study are not fully consonant with the
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view of An and Noh (2009) who concluded that food taste determined customer meal
satisfaction in both prestige and economy classes of a South Korean airline. Among
the current study’s business class passengers, preferences, and to a marginal extent
food safety/health determined business class passengers’ meal satisfaction instead of
taste. These items were also found by An and Noh (2009). These findings imply that
airlines companies’ in-flight meal service should have different delivery strategies
based on the customer seat class. Also, airlines are recommended to invest more effort
in preparing good tasting meals for their customers, especially on longer routes.
3. Variety
Interviewees associated their perception of a good variety of food and beverages with
seat class. This was further evident in the MGA seat class, as variety of food was found
to have a significant effect in economy class only (p economy class = 0.025, p business class
= 0.831). This result differs from that of An and Noh (2009) who examined the rela-
tionships between in-flight SQ, satisfaction, and loyalty and found that business class
passengers were more likely to focus on detailed elements, such as meal presentation,
portion sizes, and variety, than economy class passengers. Similarly, previous studies
on Emirates catering have suggested that passengers expectations of menu variety
are higher in business class and long-haul flights (Khan, 2010; Sundarakani, Abdul
Razzak and Manikandan, 2018). The influence of flight duration was also reported by
Laws (2005) and Zahari et al. (2011) who found that a greater variety of menu choices
is particularly demanded by respondents on long-haul flights, which agrees with the
current study’s interview results. However, running the MGA flight duration yielded
unexpected results as variety of food was found to predict in-flight meal satisfaction on
shorter flights (Outer weight shorter flights = 0.170, p shorter flights = 0.034; Outer weight
longer flights = 0.102, p longer flights = 0.609). In interpreting these results, a note of
caution is due, since this study’s sample constituted long-haul flights only (≤ 6hs) and
the MGA flight duration comparison was between long (6 - 13hrs) and longer flights (14 -
25hrs) rather than short/long-haul flights.
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In the studies of Park, Robertson and Wu (2004) and Park, Robertson and Wu (2005),
variety was found as a key driver of passenger satisfaction, service value, and airline
image, which in turn determined future re-booking intentions. Consistent with their
results, the interviews showed variety to influence airline choice, however, variety of
beverages was viewed to require improvement. These findings were confirmed in the
quantitative analysis as variety of food was found to be significant to the formation
of in-flight meal satisfaction (Outer weight = 0.154, p = 0.041), unlike variety of
beverages (Outer weight = 0.052, p = 0.464). These results reflect those of Lee
and Ko (2016), who concluded that in-flight meal SQ (food, service, and cleanness),
were positively and significantly correlated with customer value and loyalty, however,
variety of beverages obtained the lowest score as an in-flight meal attribute. In general,
it seems that variety of food is more important to passengers of Emirates and Oman Air
than variety of beverages. Therefore, operators and caterers should design their menus
based on the needs of passengers, their seat classes, and flight types, and consider
variety. “One of the things that Oman Air needs to re-look at, from my experience, is
the copy-paste menu that I found in all their flights, short or long, and all routes” OA4.
4. Food safety/health
Safe and healthy food was found significant to the in-flight meal satisfaction in the
complete sample and in economy class and non-direct flights. This confirmed the
interviews observation of healthy food being important to economy class respondents
only. It is possible that economy passengers had lower expectations of being offered
healthy food, hence they were highly satisfied. The importance of serving a healthy
and clean meal has been highlighted in the studies of Lee and Ko (2016) who reported
that hygiene and cleanliness of the in-flight meal have the most impact on customer
value and loyalty, and Kim, Baek and Yang (2009) who found that the hygiene of
flight attendants and food had a significant impact on loyalty. Passengers are not only
interested in food safety, but also their health while flying, and hence prefer airlines
that suggest exercises and provide menus with healthy options (King, 2001).
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Also, while dietary requirements had no significant effect on passengers’ meal sat-
isfaction, except marginally in Emirates (Outer weight = 0.306, p = 0.059), it was
mentioned in the interviews. This indicates that passengers are aware that airlines
can cater for their special dietary needs, and hence, it is necessary for airlines to
continuously understand customers’ needs for hygienic, healthy, and special in-flight
meals. Providing menus of high nutritional value might not necessarily be expensive
for airlines, but would strongly prove that they care for their passengers’ health and
well-being (Grammatikopoulou et al., 2007). The methods to analyse and develop
these menus are provided in Veiros et al.’s (2006) study on healthy foodservice menus.
5. Preferences
As reported by Kwak and Park (1999) and Sundarakani, Abdul Razzak and Manikandan
(2018), airline menus and dishes should be customised to passengers’ preferences
and individualised to each passenger’s needs to enhance on-board food satisfaction.
As revealed in the interviews of the current study, Sundarakani, Abdul Razzak and
Manikandan (2018) suggested that airlines should include a meal selection option in
their booking, 48 hours before departure, in order to reduce food waste and satisfy
passengers. Ability to choose as preferred was considered a reason for airline choice
and in-flight meal satisfaction, especially on long flights. Being served the preferred
meal option showed a significant effect on in-flight meal satisfaction on all MGAs
except among Emirates passengers (p = 0.075). In business class, meal preference was
the strongest predictor of in-flight meal satisfaction among passenger requirements
items (Outer weight = 0.606, p = 0.036). This indicated that serving business class
passengers the meal they prefer, according to their dietary needs and likings, is highly
likely to lead to a satisfying meal experience on-board.
The work of Cantarero et al. (2013) on human food preferences concluded that food
preference and choice are determined by the conveyed meaning by food (e.g. social
prestige, cultural belongings, health, and dietary requirements). Several studies attest
to the cultural effect on food preference (e.g. Randall and Sanjur, 1981; Rozin,
1989,1996a, 2005; Yangui, Costa-Font and Gil, 2016) and Mills and Clay (2002) found
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that frequent flyers prefer menus that meet their cultural, ethnic, and health needs. In
the comparison between the two ethnic groups of the current study, meal preference
was important in both samples, indicating that airlines should ensure, where possible,
they meet passengers’ preferences. However, GCC nationals placed higher importance
on being served the preferred meal (p = 0.007) than their non-GCCs counterparts (p
= 0.045). In regards to flying experiences in general and with Emirates and Oman
Air, contradictory results to Mills et al. (2003) were found. Being served according
to preferences was found to be significant among less experienced passengers, either
generally or with the study’s airlines (p experience flying = 0.001, p experience airline < 0.01),
rather than frequent flyers (p experience flying = 0.116, p experience airline = 0.583). There
are two possible explanations for this; first, Mills et al. (2003) referred to passengers
in general as frequent flyers and no degree of experience was identified in their study,
and second, because, with more flying experience, passengers’ priorities may change
from food to timely arrival and schedule, as indicated in the interviews.
Additionally, the extent to which the in-flight meal was perceived to have met pref-
erences was found to be strong among those who were travelling with someone (p
< 0.001), rather than alone (p = 0.559). The effect of companions on food prefer-
ence was investigated by Young et al. (2009) who found that women observed eating
with a male companion preferred significantly lower calorie meal options, than those
observed eating alone or with another woman. The social influence on food choice
and preference has been extensively explored in the dietary literature and consumers
were generally found to adapt their food preference, choice, and intake to that of their
eating companions (Cruwys, Bevelander and Hermans, 2015). However, the social
facilitation of eating has been found to be moderated by many factors, for instance,
group size (Herman, Roth and Polivy, 2003; Vartanian, Herman and Polivy, 2007),
existence of other factor besides companions (playing games or watching television)
(Hetherington et al., 2006), familiarity with companions and attraction to them (Salvy
et al., 2007), and presence of an opposite sex (Salvy, Kieffer and Epstein, 2008). In
the aviation sector, however, the influences of travel companions and group size on
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in-flight meal preference and acceptance are yet to be investigated, highlighting a key
finding of this study. This result suggests that airlines should target customer groups
rather than individuals. However, further exploration of whether the effect of the travel
party depends on other factors such as seat class, experience, and travel purpose, is
required.
6. Expectations
In the modern airline industry, expectations of passengers are continuously changing
and the in-flight meal is among the highest expected airline services (Gilbert and Wong,
2003). Airline passengers have high expectations regarding the quality, variety, and
consistency of in-flight menus (Khan, 2010). Consistently, this research found that
participants who mentioned their pre-flight expectations linked them to food quality
and variety. The work of Mills and Clay (2001), on adding quick food service on-board,
indicated that passengers’ expectations of in-flight meals are highly determined by
their seat classes. This was pointed out in the interviews as OA7 said: “I didn’t expect
much because I know what I would be given in economy class”. This proved evident in
the MGA seat class as meals on-board met the expectation of economy class passengers
(p = 0.003) more than business class passengers (p = 0.071), perhaps due to high
expectations of business class passengers (An and Noh, 2009) or their small numbers
in this study (N = 71). One of the most crucial findings that emerged from the analysis
is that offering an as expected in-flight meal was the strongest predictor of Oman Air
passengers’ in-flight meal satisfaction and loyalty (Outer weight = 0.488, p <0.001),
especially in the form of recommending the airline to others. This finding suggests
Oman Air should use passengers’ feedback (comments and complaints) in order to
accurately understand their needs and expectations and cater to them. Zahari et al.
(2011) commented that if passengers believe that a particular airline is able to meet
their needs and expectations, their intention to re-book will be heightened.
7. Physical/ emotional states
The item “physical/ emotional states” refers to food and beverages’ ability to help
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passengers escape unpleasant feelings (e.g. hunger, thirst, tiredness, and fatigue) and
was initially observed in the qualitative phases, especially among Emirates passengers.
Food’s influence on passengers’ physical/ emotional states appeared to be the strongest
passenger requirement- related item in Emirates (Outer weight = 0.359, p = 0.007)
and its influence was significant in all groups of flight durations in this study (long-
haul flights only). Similar results were reported by Waterhouse et al. (2006) who
studied factors of in-flight meal intake on long-haul flights and found that 96% of
passengers accepted the meals offered mainly due to boredom during a prolonged
flying duration. Additionally, food that can enhance passengers physical/ emotional
states was found as the most significant predictor of in-flight meal satisfaction in
the passenger requirements construct (Outer weight = 0.350, p <0.001). In line,
Holthuysen et al. (2017) reported that flying generally has a substantial physical and
psychological impact on passengers, which can be reduced by offering a proper meal
that matches with the environment on-board an aircraft. However, the in-flight meal’s
ability to reduce unpleasant feelings was not evident among business class passengers
(p = 0.626). It is speculated that this result is due to the presence of factors other than
the in-flight meal that enhance the experience of premium class passengers on-board
Middle Eastern airlines, such as cabin and seat features (Laming and Mason, 2014; Li
et al., 2017).
Alcohol consumption on-board has been reported to refresh as well as induce sleep
(Albala, 2006), reduce anxiety and fear of flying and unexpected conditions in flight
(McIntosh, Power and Reed, 1996; McIntosh et al., 1998), and as a coping strategy
against travel stress (Jones and Lumbers, 2002). This was also evident in the study of
Georgiou, Johan and Jones (2010) who concluded that pre-flight and in-flight drinking
behaviours are not influenced by demographic factors only, but personal (anxiety
and fear of flying) and situational (travelling with family or travelling with friends)
factors. Inconsistent with these studies, beverages’ (including alcohol) ability to avert
unpleasant feelings was found non-significant in the present study (p = 0.307). This
inconsistency may be due to 74% of the study’s sample being Muslims who are,
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presumably, non-alcohol consumers. Beverages were not, therefore, as important
as food in escaping unpleasant feelings. To validate this assumption, a comparison
between Muslim and non-Muslim travellers was conducted, but yielded no difference.
Furthermore, the effect of religious needs on in-flight meal satisfaction reported in
interviews could not be validated in the quantitative analysis, indicating that passengers
of Emirates and Oman Air do not care much about the religious aspects of meal
preparation. This was rather a surprising result given that religion was considered a
reason for airline choice. Several questions remain unanswered at present and more
studies are recommended in this area.
8. Presentation
An and Noh (2009) examined the relationships between in-flight SQ, airline customer
satisfaction, and loyalty, and found that business class passengers expected good meal
presentation and appropriate temperature. They justified their findings as; business
class passengers were aware that their food was prepared on board and hence had higher
expectations of food quality. In the current study, interviews indicated that for some
passengers, presentation is crucial in terms of the appropriates of food temperature
and the containers they are presented or served on. Other interviewees referred to
tray settings and crew service when referring to presentation. As in previous studies,
presentation was found as an important SQ factor among business class passengers
(An and Noh, 2009). In contrast to their result, this study found presentation to be
significant among economy (p = 0.018) rather than business class passengers (p =
0.571). Even though An and Noh (2009) did not provide passengers’ nationalities as
part of their analysis, their study was conducted on two routes to South Korea. Thus,
it can be assumed that the majority of their respondents were Korean, and hence, the
above different result may be justified by nationality. As shown by Sultan and Simpson
(2000) and Basfirinci and Mitra (2015), the expectations and perceptions of airline
passengers can vary by nationality. Another important practical implication is that
airlines should consider their overall tray presentation and dish specification when
designing a tray set. Taking into consideration seat classes and cultural elements.
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Table 8.1 provides a summary of the significant predictors of in-flight meal satisfaction in
the different study groups. Next is the discussion of predictors of the outcome constructs (i.e.
image, overall flight satisfaction, and loyalty).
Table 8.1 Predictors of In-Flight Meal Satisfaction by Groups
Airline Company Seat Class Route
Predictors Complete Sample
Emirates OmanAir Business Economy Direct Non-Direct
Meal Service
√ √ √ √
Taste
√ √ √ √ √
Variety (food)
√ √
Safety/Health
√ √ √
Preferences
√ √ √ √ √ √
Expectations
√ √ √ √ √
Physical/emotional states
√ √ √ √ √ √
Presentation
√
Dietary requirements
√*
* Marginally Significant.
8.4 Predictors of Image, Flight Satisfaction, and Loyalty
Several important and statistically significant findings emerged from the study. In view of
the path coefficients obtained through the analysis, most proposed hypotheses were strongly
supported, and customer satisfaction with Emirates and Oman Air was influenced by all
dimensions of the proposed model, except for airport and aircraft factors. Also, airline image
was found to be significantly predicted by all factors except price (see Figure 8.1). This
section discusses the SQ factors relationships with the model target constructs, i.e. image,
flight satisfaction, and loyalty, and specifically the impact of in-flight meal satisfaction on
these constructs, as a result of addressing Research Objective 4.
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Research Objective 4
To determine the importance of in-flight meal satisfaction in predicting overall flight
satisfaction and loyalty in comparison to other SQ factors
8.4.1 Predictors of Image
Airline image has been defined as perceptions of an airline in passengers’ memories (Keller,
1993). It is a significant factor that can influence passengers’ SQ perceptions, satisfaction,
and future behaviour (Grönroos, 1984). As predictors of image, four out of five hypotheses
were accepted. The effects from aircraft (β = 0.267), meal satisfaction (β = 0.248), airport
(β = 0.218), and timing (β = 0.179) proved significant at the 1% level. The following is a
detailed discussion of their effects.
1. Aircraft
The effect of aircraft on image was similarly evident in the ASQ literature. For instance,
Forgas et al. (2010) maintained that aircraft type and installations, such as the seat and
space between seats, exercise influence on the airline’s social value or image. Their
results corroborate those observed by Liou and Chuang (2010) that SQ, including
comfort of seats, are major factors influencing the reputation of airlines. Other than
seat and physical in-flight environmental, factors such as air quality, temperature, and
sound factor were found essential in inducing a cognitive evaluation of image and
value (Mikulic´ and Prebežac, 2011; Han, 2013; Li et al., 2017). Moreover, in the
consumer behaviour literature, Ali, Omar and Amin (2013) found that a hotel’s physical
environment exerts a positive impact on image. Similarly, Ryu, Lee and Gon Kim
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(2012) found that the quality of a restaurant’s food, service, and physical environment
were significant determinants of restaurant image. This sequence, however, somewhat
differs from the current study, which found the physical environment where food is
served (aircraft), to be a more important precursor of image than food quality. This
combination of findings suggests that a better environment helps create a better image
in the mind of passengers (Ali, Omar and Amin, 2013).
2. Meal Satisfaction
The second predictor of image was meal satisfaction. Being the second significant
determinant, after aircraft, may be related to passengers’ encounters with in-flight meal
and service, which occupy a large amount of their time on board (An and Noh, 2009).
This result gives support to the claim of An and Noh (2009) and Zahari et al. (2011)
that in-flight meal/meal SQ is directly related to image, and Park, Robertson and Wu
(2009) who demonstrated a significant relationship between meal quality and image.
They, however, found meal service to have a non-significant effect on airline image in
earlier research (Park, Robertson and Wu, 2006). This finding contradicts Mikulic´ and
Prebežac (2011) who, in line with this study, found that air travellers’ experiences of
service-performance, comprising cabin crew performance and in-flight meals, are vital
to quality assessment and image generation.
3. Airport
From the inferential statistical tests, airport appeared to have a significant moderate
direct effect on image. This effect was substantially stronger in Emirates (β = 0.416,
p < 0.001), than Oman Air (β = 0.098, p = 0.118). This was reflected in the inter-
views where airport was highlighted as contributing to Emirates reputation due to the
features of Dubai Airport (which surpass those of Muscat Airport). It is possible that
these results reflect that during data collection, Oman Air was still operating from
the old Muscat terminal and only recently relocated to the new terminal (post data
collection) (Omanair, 2018b). Park (2007) also showed that passengers from Asiana
Airlines appraise the carrier image significantly higher than those from the Korean Air,
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suggesting that some passengers are more likely to pay attention to the image of an
airline as a choice determinant.
4. Timing
Timing affected image moderately in both airlines, and seat classes. Its effect, however,
was the strongest in business class (β = 0.262, p = 0.006) and non-significant in
non-direct routes (p = 0.131). It is a rather expected result, as business class passen-
gers place a high value on flight schedules, frequency, and punctuality compared to
passengers on non-direct flights (Mason, 2000; Fourie and Lubbe, 2006). This result
supports prior work that has found punctuality, flight schedule, and frequencies to be of
importance to the airline image. For instance, Okeudo and Chikwendu’s (2013) work
on effects of Arik Air Nigeria SQ on airline image and passenger loyalty proved that
there existed a strong statistical relationship between SQ, including convenient flight
schedule and non-stop flight, and airline image. Also, Jeeradist, Thawesaengskulthai
and Sangsuwan (2016) compared perceived image in three case studies and found that
in the first case, where the flight was delayed due to adverse weather conditions at the
destination airport, airline image was negatively influenced and suggested that extra
services should be provided to compensate passengers.
Furthermore, Basfirinci and Mitra (2015) distinguished between Turkish and USA
passengers SQ perceptions using SERVQUAL and the Kano model. They found that
respondents in the two countries differed significantly with regard to flight schedule
and frequency, which was found as an attractive factor for Turkish respondents, and
performance factor for USA respondents. Their result indicates that offering an
acceptable flight schedule with enough frequencies can attract Turkish passengers to
an airline, unlike USA passengers who consider enough frequencies as a requirement
that can cause dissatisfaction, if missing. While it is beyond the scope of the current
study to compare passengers from developed and developing countries, the influence of
culture on SQ perceptions proved evident on many occasions throughout the analysis.
Another study on how airline image is viewed by these two groups is recommended.
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5. Price
The hypothesised positive and significant direct effect of price on image was rejected
(β = 0.079, p = 0.067). A similar result was found by Mikulic´ and Prebežac (2011)
who concluded that ASQ dimensions have a much stronger impact on airline image
than price perceptions, which exerted a non-significant effect. These results contradict
with Park, Robertson and Wu (2006) who found price to have a positive effect on airline
image. The difference may be due to different samples’ cultures. This assumption
could not be verified quantitatively in the current study, as the sample did not include
either Australian or Croatians, who formed Park, Robertson and Wu’s (2006) sample.
The effect of nationality on Price → Image relationship is recommended as a research
avenue.
8.4.2 Predictors of Overall Flight Satisfaction and Loyalty
Meal satisfaction (β = 0.456, p < 0.001), image (β = 0.254, p < 0.001), price (β =
0.120, p = 0.007), and timing (β = 0.108, p = 0.014) showed positive direct effects on
flight satisfaction. On loyalty, image showed a substantial effect (β = 0.436), and flight
satisfaction (β = 0.336) and meal satisfaction (β = 0.157) showed moderate effects each at
1% significance level. The effects of these factors are discussed below.
1. Image and Flight Satisfaction
Image appeared as the key driver of loyalty and the second major predictor of flight
satisfaction, after meal satisfaction. As noted by Liou and Chuang (2010); Min and
Min (2015); and Wafik, Abou-Shouk and Hewedi (2017) image differentiates between
airlines and stimulates passengers’ decision making and future intention. Airline image
is assumed to influence passengers’ overall evaluation of an airline and to affect airline
choice when evaluating SQ attributes is difficult (Wallin Andreassen and Lindestad,
1998). Also, it has been claimed to attract repeat businesses and trial users, who have
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built their expectations based on the airline reputation and word of mouth, generally,
and in comparison to competitors (Park, Robertson and Wu, 2009).
However, in Hussain, Al Nasser and Hussain’s (2015) study of UAE based airlines,
image was found to have a significant impact on customers’ satisfaction, but not
on brand loyalty. In contrast, in the present results, the relationship between image
and loyalty was found to be consistently significant and specifically strong among
Emirates’ passengers. Together with respondents from Oman Air, Emirates respondents
emphasised the importance of airline image, in terms of service level and safety
reputation, to their airline choice. It is possible to justify the contradictory results by the
different sample characteristics of the two studies, especially passengers’ nationality.
While more than half (64%) of their respondents were Asian and European, and
17% only were GCC citizens, the latter formed 64% of the current study sample.
The aforementioned work of Basfirinci and Mitra (2015) is a good example of the
cultural effect on perceived reputation and image, which indicated that image can
affect satisfaction of US passengers and loyalty of Turkish passengers.
Airline’s safety record was suggested to be the most important dimension in passengers’
assessment of perceived SQ by Clemes et al. (2008) on customers satisfaction with
Air New Zealand and Qantas Airways. Their sample mainly represented economy
class passengers (91%), consistent with the current study sample (83% economy
passengers). The importance of airline safety has also been reported by Gilbert and
Wong (2003) and Natalisa and Subroto (2003). Gilbert and Wong (2003) identified the
service dimensions that matter most to airline passengers and found that passengers
were most concerned about safety and security. Furthermore, Natalisa and Subroto
(2003) similarly found flight safety to be the most impactful factor on the level of
customer satisfaction. Clemes et al. (2008) commented that airline safety appeared
more significantly in the studies published from 2003 onwards. A similar observation
was drawn from the post-2005 studies evaluated in Chapter 2. This highlights the
growing importance of safety and security in the wake of global terrorism. As a result,
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passengers’ perceptions of international air travel SQ have changed in this changing
environment, especially with the political unrest in the ME (Morakabati, 2013).
In this sense, MGA nationality was conducted, but, yielded no significant difference in
safety perception between Middle Eastern and other nationalities (p dif(Middle Eastern vs.
other nationals) = 0.607). This result challenges the argument of Tasci and Gartner (2007)
who stated that the perception of risk or threat in the ME is higher among the region’s
non-residents. However, it is an assumption that all other nationals are non-Middle
Eastern residents, and hence the result should be taken with caution. In sum, airlines
identification of how passengers’ choice behaviour is influenced by marketing variables
such as SQ, ticket price, and airline image, enables them to develop effective airline
management strategies (Park, Robertson and Wu, 2009). Therefore, Emirates and
Oman Air are encouraged to actively promote their SQ levels, convenient prices, and
positive image (including safety) through advertising.
Alongside the direct effect of image on flight satisfaction and loyalty, image was found
to partially mediate the effect of meal satisfaction on loyalty and meal satisfaction
and price on flight satisfaction. Moreover, it fully mediated the effect of airport
and aircraft on flight satisfaction and loyalty. In accordance with the present results,
Park, Robertson and Wu (2004) demonstrated that passenger satisfaction and airline
image were each found to have a direct effect on Korean Air passengers’ decision-
making process and that SQ perception had a positive effect on loyalty (referred to
as behavioural intentions) through service value, passengers satisfaction, and airline
image. The mediation effect of image and flight satisfaction on loyalty was also evident
in Park, Robertson and Wu’s (2006) work.
Flight satisfaction was similarly found to mediate the relationships to loyalty in the
UAE based airlines (Hussain, Al Nasser and Hussain, 2015). Also, Forgas et al. (2010)
attempted to identify the antecedents of passengers’ loyalty to 18 international carriers
and found that a high level of customer satisfaction is positively related to positive
future behavioural intention or loyalty. These findings suggest that satisfied passengers
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usually form a good image of an airline company and will choose the same airline in
the future, spread positive word of mouth, and recommend it to others. Thus, because
image has to be built over a long period of time, airline managers are advised to
continuously protect and improve their image, to benchmark it to leading competitors,
and distinguish themselves in the mind of passengers and thus motivate bookings
(Elgin and Nedunchezhian, 2012; Vlachos and Lin, 2014; Wafik, Abou-Shouk and
Hewedi, 2017).
2. Price
Although, price has generally been seen as a service value, rather than an SQ (Parasur-
aman, Zeithaml and Berry, 1988; Chang and Wildt, 1994), and hence it was advised
against including it in the list of investigated factors (Wu and Cheng, 2013), it has been
found to be as a strong determinant of satisfaction in a range of previous studies (e.g.
Park, Robertson and Wu, 2005; Park, Robertson and Wu, 2006; Park, 2007; Balcombe,
Fraser and Harris, 2009; Kee Mun and Ghazali, 2011; Wang, Lin and Tseng, 2011;
Zahari et al., 2011; Aydin and Yildirim, 2012). Moreover, price has also been found to
influence the relationship between flight satisfaction and customer behaviour (Cooil
et al., 2007).
In the present study, price contributed significantly to passengers’ satisfaction, es-
pecially on non-direct flights. A possible explanation for this is that the principal
target audience for non-direct flights is price-sensitive leisure travellers (Mason, 2000),
who form almost 82% of the current study sample. This corroborates the idea of
Chiou and Chen (2006) who suggested that air routes can be divided into cost-efficient,
cost-effective, and service-effective, based on their length, customer type, competitors,
and operating environment. Price-oriented passengers associate the low price with
lower quality, hence acceptable quality can supply favourable results against their
standards (Forgas et al., 2010). However, while this study found price and value for
money to be significantly satisfactory in general, their loadings were the lowest among
economy class passengers. This result indicates that economy passengers perceived
the prices as unreasonable and not to match the quality of service received. This result
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emphasises the importance of carriers re-considering their prices in comparison to the
quality of services, especially Oman Air, with the recent emergence of Salam Air, as
Oman-based low-cost carrier. In this notion, OA2 said that “. . . Oman Air’s prices are
truly exaggerated”.
This study’s findings of a Price → Flight Satisfaction relationship lend support to Park
(2007) and Delbari et al. (2016) who considered price as a primary determinant of
satisfaction. By comparison, Forgas et al. (2010) found that perceived SQ had a greater
impact on customer satisfaction than price in the international air market. Their result,
however, remained consistent with the current study as price was not found to be the
key driver of satisfaction and its effect, despite significant, was small. Furthermore,
Dowling and Uncles (1997) argued that if ticket price is the factor driving loyalty, then
passengers would be in-fact loyal to the price not to the airline. This could be the
case in the studies that found price to be the driver of airline choice (e.g. Carlsson
and Löfgren, 2006; Hess, Adler and Polak, 2007; Suzuki, 2007; Dolnicar et al., 2011;
Chang and Hung, 2013). Moreover, Kuo (2011) argued that competitors are relatively
efficient in responding to price changes. Therefore, it is suggested that relying on price
only as a competitive advantage is not sustainable, and a good in-flight SQ/level is also
needed in order to distinguish products (Chang and Yeh, 2002).
3. Timing
Convenient and flexible flight schedule and enough frequency were described, in the
qualitative phase, as the reason for airline choice. This was echoed in the quantitative
phase when passengers were asked about the reasons to book this particular airline
and direct flight was found as the main reason. In accordance, on-time departure and
arrival have been found to be related to passengers’ satisfaction in several studies (e.g.
Gilbert and Wong, 2003; Pakdil and Aydın, 2007; An and Noh, 2009; Chou et al.,
2011; and Liou et al., 2011a). Despite its significance, timing had the smallest effect on
satisfaction. Similar results were found by Clemes et al. (2008) who concluded that the
timeliness dimension was the least important in passenger assessment of perceived SQ.
Its effect, however, was stronger in Oman Air, economy class, and non-direct groups.
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This contradicts with the results of Ardakani et al. (2015) who compared Iran Air,
Mahan Air, and Emirates and showed that flight timeliness and convenient departure
and arrival schedule were important to passengers of Emirates. Despite their sample
was completely Iranian passengers, who are expected to share similar features with the
current study sample, their study concentrated in short-haul single flight route between
Iran and UAE. This difference can explain the discrepancy of results.
In the MGA trip purpose, timing significantly predicted the satisfaction of business
travellers but not their loyalty. This is rather an interesting finding as, consistent with the
literature, business travellers were expected to highly value time and convenience and to
be sensitive to schedule delay (Brueckner and Ricardo, 2018). This contradicts with the
research of De Jager, Van Zyl and Toriola (2012), which found timeliness of flights to be
a major predictor of loyalty, followed by cabin crew and food. A possible explanation
is probably related to the use of attitudinal measures of loyalty (e.g. intentions to re-
book, recommends and speak positively) instead of behavioural measures (e.g. number
of repeated business or actual re-booking behaviour) (Mechinda, Serirat and Gulid,
2009). Hence, the airline they fly with might not necessarily be the one they most like.
Moreover, Vlachos and Lin (2014) identified airline reputation as the top factor
driving business travellers’ loyalty for FSCs in China, followed by in-flight service,
and frequent flyer programme. However, punctuality and in-flight food/drinks were
related to overall satisfaction only and no evidence of the effect of price, schedule, and
flight frequency on loyalty was found. This is consistent with the current study, which
found image including airline reputation to strongly impact loyalty (0.588, p < 0.001),
and price (0.077, p = 0.112) and timing (0.115, p = 0.097) including schedule and
frequency to have no significant effect on business travellers’ loyalty. This is rather an
important finding with strategic implications that indicates that business travellers are
not ticket-price sensitive. Vlachos and Lin (2014) explained this, as employers mainly
pay for business travellers’ fares. The sample in the current study, however, excluded
passengers whose employers paid for their tickets, which indicates that price is not
important to business travellers whether their trip was self-funded or employer-funded.
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Recently, Li et al. (2017) attempted to evaluate in-flight SQ ratings of passengers from
three Chinese airlines and found that flight schedule and information was the most
important criteria, which indicates that passengers hope that their travel schedule will
work as planned and that they are kept informed of any delay. Flight delay is one
common complaint from netnography online reviewers, especially with the lack of
communication of Emirates and Oman Air with their passengers, in such situations.
This finding is consistent with that of Kim, Kim and Hyun (2016) who studied the
impact of airline’s service delays on emotional reactions and behaviour and reported
that a common complaint from passengers, which generated a strong negative impact
on their emotions, was flight delay. A further observation from the netnography that
the effect of the delay is bigger for those who travel with children. This was not
confirmed in the MGA travel party, which yielded no significant difference between
those travelling alone or accompanied by someone. On the contrary, Clemes et al.
(2008) found that single travellers, travelling alone, are more impatient than passengers
travelling as a couple, even during short stopovers and hence were less satisfied with
the timeliness dimension. Their study, however, did not show whether or not couples
were accompanied by children, and therefore, provides another research avenue on
the influence of the type of travel party on pre-flight SQ perception. From the results
combined, Emirates and Oman Air are recommended to invest in their SQ (including
route structure, flights’ timing, and frequency) as one way of differentiating themselves
from the regional low-cost carriers (Fly Dubai and Salam Air).
4. Aircraft
Aircraft (β = -0.029, p = 0.584) and Airport (β = 0.025, p = 0.604) (explained next)
were two other factors identified as important from netnography and semi-structured
interviews. However, their relationships with flight satisfaction consistently proved
non-significant across all groups in the quantitative study. Despite being consistent
with the study of Forgas et al. (2010), that obtained no relationship between airport
and satisfaction and Li et al. (2017), that found aircraft to present no significant effect,
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this finding is somewhat surprising given the emphasis that was placed on airport and
aircraft in the qualitative phases. A further investigation in this area is recommended.
Moreover, Vink and Van Mastrigt (2011) analysed more than ten thousands of passen-
ger opinions on aircraft interior comfort experience and discovered that passengers’
comfort in newer planes was significantly better than older ones. Similarly observed
from the interviews that aircraft modernity is identified among Emirates rather than
Oman Air passengers, which proved true in the MGA airline company, which showed
that modern aircraft significantly contributed only to Emirates passengers’ aircraft
satisfaction (pEmirates = 0.018, pOman Air = 0.150). These results are likely related to
the different fleet sizes and airplane models operated by the two airlines (see Chapter
1), and as OA3 mentioned “Oman Air’s bodies are semi-old, and toilets are very
annoying. . . I think the fleet size matters”. Generally, these results indicate that the
attention to design for comfort is an effective approach (Kuo, 2011). Therefore, air-
lines in general, and especially Oman Air, are highly recommended to invest in adding
modern airplanes to their fleet. Operating a modern fleet is assumed to enhance pas-
sengers’ experience of, seat comfort, entertainment variety and high-tech equipment,
and hence contribute to their overall flight satisfaction, especially on prolonged flights
(Verver et al., 2005; An and Noh, 2009; Kankaew and Kankaew (2013); Li et al., 2017;
Tsafarakis et al., 2018).
5. Airport
Airport non-significant contribution to overall flight satisfaction can be explained by
passengers’ dissatisfaction with airport-related services that were mentioned in the
qualitative phase. First, airport services (i.e. lounges) were associated with airline
choice and intention to re-fly with Oman Air in the future. Airport services were
identified as the main part of the pre-flight stage of passengers’ travel cycle, along with
reservation and ticket purchasing, check-in services, and security checks (Khatib, 1998;
Etemad-Sajadi and Bohrer, 2016;Wafik, Abou-Shouk and Hewedi, 2017). However,
Oman Air is in its early expansion stages and therefore is required to improve its
Muscat-based lounge, as well as, other lounge services abroad.
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Second, ground staff were found unprofessional in check-in and baggage handling and
airlines were reported to be distant from the ground services, as staff seemed unaware
of emergent situations. In line with these results, the MGA airline company showed that
baggage check-in and handling services were perceived efficient in Oman Air and
not in Emirates (p Oman Air = 0.004, p Emirates = 0.137). However, one Emirates
interviewee stated that “. . . smooth check-in and emergency procedures, are the main
reasons for airline choice” E3. Efficient check-in and boarding procedures, and flexible
and knowledgeable ground employees can enhance in-flight experiences and reduce
stress (Vink et al., 2012). Thus, airlines should ensure that their management and
human resource systems are successfully eliciting a positive service-oriented behaviour
starting from their check-in employees (Babbar and Koufteros, 2008).
Third, baggage allowance was listed as another reason to choose an airline in Oman
Air interviews. It, however, was not found as a strong contributor to the satisfaction
with Oman Air (p = 0.510). This was consistent with Namukasa (2013) whose
findings indicated that from among the measurable indicators of pre-flight SQ, baggage
allowance was the weakest contributor to passengers’ flight satisfaction, unlike prompt
response to emergency and price. This result, however, did not hold true for Emirates
passengers as baggage allowance was, to them, a significant contributor to flight
satisfaction (p = 0.032). Results, therefore, imply that improvement in the baggage
allowance policy can result in higher passenger satisfaction.
Interestingly, the results indicate that passengers placed more importance on what
airlines can offer in airports rather than the features of the airport itself. This is consis-
tent with Bulut, Duru and Huang (2018) who assessed the SQ of Kansai International
Airport in Japan and concluded that the satisfaction of passengers in terms of airport
services is a consequence of the airline company’s SQ position. They added that what
determines airlines’ utilisation of airport services are their contracts and strategic plans,
and hence, any change in their future plans will impact on airport services provided
to their customers. Therefore, Emirates and Oman Air are encouraged to understand
passengers needs at airports and embed them in their strategic plans.
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Lastly, a unique notion of loyalty “the national carrier loyalty” or “flag carrier
loyalty” was revealed, especially in the Oman Air sample, which mostly constituted
Omani nationals (55%). This was explored in the interview phase in both airlines
and was further evident in the statistical analysis, which showed that 60% of the
local respondents were very likely to select their national airline again. Interestingly,
national carrier loyalty was not just an effect of country-of-origin alone, but one’s felt
country-of-origin (Bruning, 1997). This was apparent among Omani respondents who
lived in the northern parts of Oman or in the UAE and related themselves more with the
Emiratis, hence they indicated their national loyalty to Emirates. These findings stress
the influence of socio-demographic factors and add to the growing body of evidence
that suggests that passengers’ choice motivation differs between national and foreign
carriers (Nejati, Nejati and Shafaei, 2009; Wen and Yeh, 2010; Dolnicar et al., 2011).
Therefore, greater efforts are needed to ensure proper comprehension and use of the
notion “national loyalty” in relation to attracting and retaining passengers.
8.5 Role of the In-Flight Meal
A major quest of this study was to establish whether and to what extent “in-flight meal
satisfaction” has an impact on “overall flight satisfaction” and “loyalty” of passengers on-
board AG-FSCs, addressing Research Objective 4 as discussed below.
Research Objective 4
To determine the importance of in-flight meal satisfaction in predicting overall flight
satisfaction and loyalty in comparison to other SQ factors
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8.5.1 Role of the In-flight Meal Satisfaction on Overall Flight Satisfac-
tion
As previously mentioned, in-flight meal satisfaction was consistently found to be associated
with overall flight satisfaction in all research phases. This association was confirmed in the
quantitative analysis, which showed a substantial direct effect of meal satisfaction on flight
satisfaction (β = 0.456, p < 0.001). MGA indicated that flight duration moderated this
association. This finding corroborates that of Zahari et al. (2011) who has also provided
evidence for the predictive contribution of in-flight meals to passengers level of satisfaction
and re-booking intention, especially on long-haul flights, along with other factors such as
punctuality, price, and safety.
In another interview, the influence of in-flight meal on flight satisfaction was conditioned
by the context where food was consumed, for instance, the cabin class. This was further
supported by the MGA, which showed the impact of the in-flight meal on overall flight
satisfaction to be stronger in the business class sample (β = 0.669) than economy class
(β = 0.291), both at 1% significance level. However, with a rather small business class
sample size (N = 71), caution must be applied when interpreting these results. An and
Noh (2009) also demonstrated that in-flight SQ recognition differed according to seat class
and that food-related items appeared more important in business class. They explained this
through the different demographic backgrounds (e.g. higher income and work positions) of
the business class passengers, compared with economy class passengers. The variation in the
perceived SQ of in-flight meals according to passengers’ demographics has also been reported
by Kwak and Park (1999) who found age and gender to highly influence customers’ in-flight
meal expectations and perceptions and, therefore, satisfaction. Also, Clemes et al. (2008)
hypothesised that passengers’ perceptions of international air travel SQ, including meals,
differ according to their socio-demographic characteristics. They, however, found that age,
gender, income, occupation, and marital status moderated the SQ dimensions’ relationships
with satisfaction, but the meal was found to be significant to all groups.
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In the current study, the demographic characteristic that moderated the above-mentioned
association was the nationality. MGA showed meal satisfaction to have a stronger effect on
flight satisfaction among those who consider Emirates or Oman Air their national carrier
(β = 0.668, p < 0.001). They specifically put most weight on being served according to their
food preference (Outer weight = 0.526, p < 0.01). This agrees with the recommendation
of Sultan and Simpson (2000); De Jager, Van Zyl and Toriola (2012); De Jager (2013); and
Basfirinci and Mitra (2015) who emphasised cultural influences and consequently suggested
airlines should consider local attributes in their catering planning. The influence of culture
on quality expectations and perceptions was equally recognised in food-related behaviour
models reviewed in Chapter 3 (e.g. models of Khan and Hackler, 1981; and Cardello, 1994).
Another revealed differentiator of the effect of meal satisfaction on flight satisfaction was
the trip purpose. Passengers on business trips were found to associate their overall flight
satisfaction with in-flight meal satisfaction more strongly (β = 0.810, p < 0.001) than those
on leisure trips (β = 0.362, p < 0.001). A possible explanation for this might be that business
travellers mainly fly business class, therefore, they are offered a premium in-flight meal
service (Fourie and Lubbe, 2006). Another explanation is that passengers on business trips
are assumed to often have the need to travel and hence their frequent travelling experiences
might reduce their overall flight beliefs and expectations (Clemes et al., 2008). This agrees
with Gilbert and Wong (2003) who found a significant difference in drivers of satisfaction
among passengers who travel for different purposes such as business, holiday, and visiting
friends and relatives. Specifically, they found that business travellers have low expectations
of food/beverages, holidaymakers have the highest expectations of it, and those visiting
friends and relatives have low expectations in all SQ dimension except individual attention
and food/beverage.
This assumption holds true in the qualitative analyses also as two Oman Air interviewees said
that their in-flight meal expectations reduced as they became frequent travellers and all they
care for now is punctual arrival to destinations. However, in the quantitative comparison fre-
quent flyers’ meal satisfaction effect on their flight satisfaction was less (β more flying experience
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= 0.355) than their non-frequent flyers counterparts (β less flying experience = 0.560), both at
1% significance level. However, with the small sample size of frequent travellers on business
trips (N = 40), caution must be applied when interpreting the results. Lastly, Pakdil and
Aydın (2007) found that passengers’ gap scores significantly differ by their educational
levels, the frequency of flying, and purposes. Their study, however, did not determine the
specific causal factors. In the current study and in relation to the specific in-flight meal items,
taste was found to be the strongest predictor of leisure and travellers’ satisfaction, smell
with business travellers, “being served as expectations” with less experienced travellers, and
physical/emotional states with high experienced travellers. While all these factors’ effects
were positive, the effect of smell was negative (β = -0.578, p < 0.021), indicating passengers’
dissatisfaction with in-flight meals’ smell. Therefore, airlines must pay careful attention to
the meal requirements of passengers with different travel purposes and experience.
Another moderator was the flight route: direct/non-direct. From the MGA it was apparent
that in-flight meal satisfaction predicts flight satisfaction much more strongly on direct routes
(β = 0.594, p < 0.001) than non-direct routes (β = 0.217, p < 0.001). This relationship
may partly be explained by the difference in the duration of direct and non-direct flights,
which might influence the importance meal has in comparison to other SQ factors. However,
further investigation in this area would be expedient. Finally, the importance of in-flight meal
satisfaction was also illustrated by its indirect positive effect on flight satisfaction through
image. The influence that in-flight meal satisfaction exerts on airline image was discussed
in subsection 8.4.1, and this combination of findings draws attention to the importance of
the in-flight meal in determining overall flight satisfaction. Hence, airline companies and
catering providers are urged to understand their passengers and their demands in order to
properly cater to them.
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8.5.2 Role of the In-flight Meal Satisfaction on Loyalty
It was hypothesised that in-flight meal satisfaction would have a direct and significant effect
on loyalty. This hypothesis was supported throughout all research phases. In the netnography
phase, in-flight meal satisfaction was found to be related to loyalty among Emirates and Oman
Air passengers. This relationship was further confirmed in the semi-structured interviews.
Nevertheless, the in-flight meal was not considered the prime reason to select an airline
in the quantitative phase when passengers were asked about what had contributed to their
decision to book Emirates or Oman Air for that particular occasion. Frequency analysis
showed direct flight followed by safety to be the main two reasons to select an airline and
food and beverage to be the least important among all factors. A finding consistent with
Soomro et al. (2012) who found e-ticketing and flight timeliness to be the most important
factors in choosing a carrier, Kurtulmus¸og˘lu, Can and Tolon (2016) who found ticket price,
punctuality, and booking convenience to determine passengers’ airline preference, and food
and beverage to have the least impact, and Clemes et al. (2008) who asked passengers of 18
international airlines about the most important factors when choosing an airline, found price,
safety/security, and SQ to be the most considered.
Meal satisfaction, however, was considered vital when deciding whether to re-book or not.
This was evident in several interviews and was confirmed in the quantitative analysis, which
showed a moderate direct effect of meal satisfaction on loyalty (β = 0.157, p = 0.001),
hence indicating that passengers who are satisfied with the in-flight meal are moderately
likely to re-book, recommend, and speak positively about the airline company. Similar results
were reported by An and Noh (2009) and Archana and Subha (2012) who found in-flight
meal to significantly affect loyalty, Zahari et al. (2011) who demonstrated that meal not only
predicts flight satisfaction on Malaysian Airlines, but slightly influences re-booking intention,
along with punctuality, price, and safety, and Lee and Ko (2016) who showed food, food
service, and sanitation to have significantly positive effects on loyalty.
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The effect of in-flight meal satisfaction on loyalty was not only explained by a direct
relationship, but also through mediation via flight satisfaction and image. This result mirrors
previous studies that underscored the mediating functions of flight satisfaction and image
between SQ dimensions and airline brand loyalty, including re-booking intention, advocacy
and word of mouth (e.g. Chumpitaz and Swaen, 2002; Park, Robertson and Wu, 2006; An
and Noh, 2009; Namukasa, 2013; Srivastava and Rai, 2013; Etemad-Sajadi and Bohrer, 2016;
and Rahim, 2016). Moreover, in measuring exogenous variables’ total effect on loyalty in the
current study’s model, in-flight meal satisfaction (0.440, p < 0.001) and particularly meal
(0.194, p < 0.001) appeared to contribute the most to loyalty prediction, followed by flight
timing (0.130, p < 0.001), and specifically flight schedule. On the other hand, price (0.082,
p = 0.006) and meal service (0.041, p = 0.038) appeared to contribute the least.
In the MGA, the relationship between in-flight meal satisfaction and loyalty was moderate for
Emirates (β = 0.322, p < 0.001) and insignificant for Oman Air (β = 0.092, p < 0.094). This
corroborates the findings of Wafik, Abou-Shouk and Hewedi (2017) who conducted a study on
Emirates Airlines and found that in-flight services including good quality food and beverages
had the greatest effect on passenger satisfaction and loyalty. However, no comparison could
be made in terms of Oman Air’s results due to the lack of benchmarking studies. In both
seat classes, the relationship was significant at 1% level, substantial in business class (β =
0.445) and moderate in economy class (β = 0.150). There are similarities between these
findings and those reported by An and Noh (2009) who investigated the determinants of
loyalty among prestige and economy class passengers and found that crew responsiveness
and empathy influenced re-booking the most in both classes, followed by quality of alcoholic
beverages in economy class. These results have significant implications for AG-FSCs and
the wider airline industry in terms of service strategy formulation, product development
(including the in-flight meal), pricing, communication, and service delivery.
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8.6 Contributions of the Study
Traditionally, airlines have relied on price to attract and retain customers (De Jager, Van Zyl
and Toriola, 2012). However, competition on price alone is a no-win situation in the long term
and the airline’s competitive marketing strategy should include delivering excellent services
(Chang and Yeh, 2002) that are customer-centric (Wu and Cheng, 2013; Deveci, Demirel
and Ahmetog˘lu, 20177) and internationally-minded (Deveci, Demirel and Ahmetog˘lu, 2017).
Therefore, in an intensively competitive environment, airlines need to develop a better
understanding of the expectations and priorities of their customers (Basfirinci and Mitra,
2015). Over the years, many studies have been dedicated to exploring SQ and its influence on
satisfaction and future behaviour (see Chapter 2), however, little attention has been given to
the area around in-flight meal attributes and their contribution to the prediction of passengers’
flight satisfaction and loyalty (Baek, Kim and Yang, 2008; Zahari et al., 2011; Lee and Ko,
2016). Considering the scarcity of studies on food service and food-related behaviour in this
unique context, this study is believed to contribute in several ways to the current literature of
consumer behaviour, airline marketing, and SQ, and lays the groundwork for future research
into the field. Its contributions are reflected in its theoretical, empirical, contextual, and
practical impacts.
8.6.1 Theoretical, Empirical, and Contextual Contributions
The aim and objectives posed at the outset of this study were to critically evaluate the
relationship between in-flight meal satisfaction, overall flight satisfaction, and loyalty by
developing and testing a conceptual model. In developing the model, a multidisciplinary
perspective was adopted in reviewing the literature in which ASQ and food-related models
were integrated to generate a complete understanding of the in-flight dining experience.
The in-depth systematic review of 68 recent peer-reviewed articles resulted in important
contributions to the knowledge of ASQMs. First, despite their popularity, mere adoption
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of the original SERVQUAL and SERVPERF scales is not ideal, and a certain level of
adjustment is required. This is because these models are broad and limited in measuring
specific features of different disciplines. Second, AIRQUAL model, as a first SQM in airlines,
lacks comprehensiveness and hence cannot be used as a reference to measure passenger
satisfaction of the complete air travel experience. It assumes that satisfaction is the end
product of ASQM and does not include loyalty. Therefore, the model requires further work
of validation.
Subsequently, a mixed-methods approach using a combination of netnography, semi-structured
interviews, and questionnaires was employed. This represents one of the very few mixed-
method studies in the field, achieving both within-methods and between-methods triangula-
tion (Saunders, Lewis and Thornhill, 2016), as opposed to mono-method approach (mainly
quantitative) used in previous researches. This approach allowed a high level of amalgama-
tion between quantitative and qualitative insights, to strengthen the study’s conclusions and
implications. Hence its contribution lies in its pluralistic and comprehensive understanding
of the perceived in-flight meal.
Furthermore, the use of netnography provided this study with a rich platform for data
collection and hence expanded the search for indicators and factors that were included in the
study’s model (Lacic, Kowald and Lex, 2016; Xiang et al., 2017). In the netnography phase,
the study contributes to airline digital marketing by showcasing the procedure of acquiring
a rich volume of freely-available customer comments and feedbacks. This approach did
not only allow for a comprehensive and easily accessible data collection, but it enabled the
capture of the unedited voice of the consumer (Taylor, 2000), and hence minimised potential
bias (Kozinets, 2002). However, to the best of the author’s knowledge, it is the first attempt
to use airline platforms to understand passenger behaviour, specifically in relation to food,
representing an important contribution of this study. To ensure comprehensiveness and to
tackle the challenges of conducting a free-of-error netnographic study, a semi-structured
interviews phase followed (Kozinets, 1998).
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Based on the extensive literature review and the findings from the qualitative phases, a model
of factors affecting in-flight meal satisfaction and overall flight satisfaction was developed.
The model incorporated three factors affecting in-flight meal satisfaction: meal, meal service,
and passenger requirements, and 6 factors affecting overall flight satisfaction: price, timing,
airport, aircraft, meal satisfaction, and image. The quantitative findings determined the path
links among these factors, in addition to loyalty, as a final outcome. Theoretically, and to
the best of the author’s knowledge, this is the first attempt made, in the air transport context,
to propose an integration of both food-related and other SQ-related factors to define the
in-flight meal satisfaction toward airline usage. The model is believed to outperform other
ASQ models in its predictive power and comprehensiveness.
For example, it outperforms SERVQUAL (Parasuraman, Zeithaml and Berry, 1988) and
AIRQUAL (Ekiz, Hussain and Bavik, 2006) via incorporating a more detailed set of di-
mensions to capture the SQ in a unique and little explored travel market “Gulf carriers”.
Furthermore, the model combined both ground and in-flight services, highlighting different
stages of the passenger’s travel journey, unlike most of the previous studies that concentrated
on one stage only (Wafik, Abou-Shouk and Hewedi, 2017), especially the in-flight stage since
passengers spend most of their time airborne (Chen and Chang, 2005). Hence, the current
study provides an overall understanding of the factors influencing passenger satisfaction
through different travel stages.
While SQ and customer satisfaction have been widely discussed in the air transport literature,
image has only previously been viewed as a mediator and little emphasis was put on it as a key
strategic factor in explaining future behaviour (Aydin and Pakdil, 2008; Hussain, Al Nasser
and Hussain, 2015; Calisir, Basak and Calisir, 2016). Also, given the dearth of previous
work in the area of in-flight meals, little attention has been given to the effect of its specific
attributes on passengers’ satisfaction and loyalty. Moreover, unlike other dimensions such as
taste, quantity, freshness, and variety, empirical studies in the context of the airline industry
have rarely investigated temperature and smell as distinct dimensions of food service. This
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study’s model, therefore, serves as a valuable theoretical base for future studies in in-flight
meal and passenger behaviour, especially in the AG-FSCs.
The developed model was tested using PLS-SEM, which has rarely been used in the ASQ
area of knowledge (e.g. Ali, Dey and Filieri, 2015; Basfirinci and Mitra, 2015; Hussain, Al
Nasser and Hussain, 2015; Hapsari, Clemes and Dean, 2016; Rajaguru, 2016). With the use
of PLS-SEM, this study did not only succeed in filling a void in the body of knowledge, but
also made another inimitable methodological contribution through its data analysis process.
It took a step further in testing the PLS-SEM measurement models in a way that it identified
reflective and formative constructs and separately tested their validity and reliability. This
method has largely been overlooked in previous studies despite its argued advantage in
yielding more accurate and valid results (Hair et al., 2017; Usakli and Kucukergin, 2018).
With this method, this study proposed another unique way of using different but related
statistical measurement techniques to simultaneously validate and assess a set of factors of
different natures, and hence offer an important empirical contribution to the literature of air
transport.
The study also contributes to theory by confirming the positive relationships between in-flight
meal satisfaction and overall flight satisfaction, and in-flight meal satisfaction and loyalty.
Moreover, overall flight satisfaction represented complimentary partial mediation of the
relationship between in-flight meal satisfaction and loyalty. This indicates that passengers’
level of loyalty (represented in re-booking intention, recommendation, and word of mouth)
is influenced both by the satisfaction of the in-flight meal and satisfaction of the flight.
While previous studies concentrated in one experience of passengers and hence one level of
satisfaction, this study incorporated passengers’ in-flight meal experience and overall flying
experience, and therefore, evaluated satisfaction in two different levels: meal satisfaction
effect on loyalty and flight satisfaction effect on loyalty, reflecting another contribution to
knowledge. Also, these confirmed relationships answer a major quest of this study and add to
the limited knowledge in in-flight meals area that the latter is significant to alter passengers
travel plans and influence their re-booking decision.
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For the first time in ASQ, this study explored a unique notion of loyalty: the national carrier
loyalty. While the notion has been indirectly touched on, the novel addition to it lies in its
division into country-of-origin and one’s felt country-of-origin. This was first highlighted in
the interview phase and confirmed in the statistical analysis as passengers related themselves
to the national carriers of countries other than those they are citizens of. This indicates
that passengers’ choice motivation differs not only between national and foreign carriers
(Nejati, Nejati and Shafaei, 2009; Wen and Yeh, 2010; Dolnicar et al., 2011), but also one’s
felt national and foreign carrier. In addition to the national carrier loyalty which is mainly
determined by the passenger’s nationality, other moderators newly emerged from this study
represent another theoretical contribution. These can be divided into passenger-related (e.g.
travel party and physiological and psychological states), and trip-related (e.g. routes or travel
patterns and aircraft load).
This study provides a reliable approach to assessing ASQ and measuring its association
with satisfaction and loyalty in a new context. This approach yielded favourable results and
established the model’s reliability and validity and its predictive power in estimating in-flight
meal satisfaction, overall flight satisfaction and loyalty of passengers of AG-FSCs. Besides
its theoretical contributions, this study has several implications for airline managers and
caterers as presented in the next section.
8.6.2 Practical Implications
The proposed model allows the analysis of in-flight SQ in general and in-flight meal satis-
faction specifically and can be adopted or adjusted by practitioners in managerial positions
in full-service carriers, and especially those located in the Gulf region. This research is the
first attempt to specifically investigate the SQ level of Oman Air and one of first that has
concentrated on Emirates. Thus, the present research can be considered as a reference for
decision-makers and future researchers. Airlines can benefit from the knowledge drawn
from this study to determine their competitive positioning, marketing strategies, and product
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development by enhancing the antecedents to increase satisfaction and the intentions to
re-book. This study, moreover, is believed to help AGCs, and airlines in general, to set
effective measures and quality standards and benchmarks to guarantee good quality. While
generic and specific recommendations were given throughout the chapter, below is a highlight
of them.
Wider implications
Generally, the in-flight meal was found to significantly predict passengers’ loyalty along
with image and flight satisfaction. To enhance the in-flight meal satisfaction, airlines could
concentrate on offering their passengers tasteful and varied meals (even in small portions),
that matches their preferences and safety/health expectations. They also need to train their
flight attendants to provide prompt and responsive meal service. To do so, and as mentioned
in the interviews analysis, airlines should understand their customers, listen to them, and
take their suggestions and complaints seriously (Park, Robertson and Wu, 2006). Improving
in-flight catering should be carefully conducted taken into considerations specific travelling
characterises beyond seat class and socio-demographics, e.g. route (travel patterns), flight
duration, trip purpose, and travel group. Specifically, airlines should put more attention into
the in-flight meal on longer flights, for business travellers, and airline-new customers.
Additionally, the image was found to enhance passenger satisfaction, increase their intention
to re-book and to recommend an airline company. Image was found to be a stronger predictor
than price, hence the inference for airlines is to concentrate on building a favourable and
attractive image as a means of differentiation from competitors and to improve re-booking
rate and word of mouth communications, instead of engaging in price wars (Park, Robertson
and Wu, 2006; Vlachos and Lin, 2014). This advice, however, should be taken with caution
as price, in some occasions, plays a crucial role in bringing and retaining passengers, e.g. on
economy class and non-direct flights, and hence implies the change in passengers priorities
in different settings. Taken together, a broad recommendation for airline management is to
carefully focus resources and enhance specific loyalty determinants in targeted groups and
329
Discussion and Conclusion
flight itineraries. Below are specific implications for Emirates and Oman Air.
Implications for Emirates
From the analysis, loyalty to Emirates was mainly determined by image and meal satisfaction.
Also, flight satisfaction was only predicted by in-flight meal satisfaction and image was
predicted mainly by the airport and in-flight meal satisfaction. These results emphasise the
importance of in-flight meal to Emirates passengers. Therefore, Emirates decision makers
are encouraged to particularly invest in their in-flight meal and airport offerings to enhance
satisfaction, image perception, and consequently, loyalty. Specifically, Emirates should
provide tasteful meals and variety of options, consider local attributes in their catering
planning, and invest more in training its on-board and on-ground staff. Examples of these
training are professional meal service and complaints and emergency situations’ handling.
Also, considering the argument of Vespermann, Wald and Gleich (2008) that the aviation
future is about a competition of systems, comprising airlines and their respective hub airport,
Emirates can use its airport centrality feature as a marketing tool to promote itself. It can also
take advantage of its hub-location to enhance its route structure (e.g. add more direct flights)
and increase flight frequencies; hence improve the flexibility of its departure and arrival
schedule. Furthermore, Emirates is encouraged to understand passengers needs at airports
and embed them in their strategic plans, e.g. lounges, check-in efficiency, and baggage
allowance. In general, Emirates is highly recommended to find other ways of differentiating
itself from the regional LCCs, especially with the fact that its passengers look for things
beyond the ticket price when deciding to fly Emirates (price was not found to be a significant
antecedent of flight satisfaction, image, and loyalty).
Implications for Oman Air
Loyalty to Oman Air was discovered to be predicted by flight satisfaction and image. No
direct effect of in-flight meal satisfaction on loyalty was found and its effect was completely
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mediated by flight satisfaction and image. Besides meal satisfaction, flight satisfaction was
predicted by price, and marginally, timing. The effect of timing on the image was greater
and the latter was affected by aircraft also. These results imply that Oman Air should
not only improve its in-flight meals but other factors: airport, aircraft, timing, and price.
Also, it is encouraged to actively promote its SQ levels, convenient prices, and positive
image (including safety) through advertising. Through the analysis, Muscat Airport did
not contribute to passengers’ satisfaction and loyalty, this was assumed to be related to the
limited facilities and services in the old terminal. However, with the new airport recently
opened, and to compete in the intense AG market, Oman Air is encouraged to promote itself
in association to its new airport and follow the hubbing strategies of other leading airlines in
the region, e.g. Emirates and Qatar Airways. To do so, it must expand its fleet and invest in
modern aircraft, expand its network, and improve schedule and frequency.
In relation to in-flight meals, Oman Air should provide tasteful meals that match passengers’
expectations and preferences, e.g. home-made taste and traditional Arabian dishes and
improve meal service via crew training. With the high importance placed on expectations
to determine in-flight meal satisfaction, passengers expect the airline to know their meal
preferences and requirements, and hence, Oman Air is recommended to keep updated on
the real-time expectations and preferences of its passengers. To do so, Oman Air should
use passengers’ feedback (comments and complaints) to accurately understand their needs
and expectations and cater to them. This study can be useful as a reference in terms of what
passengers require as well as in showcasing the specific airline platforms that Oman Air
analysts can use to acquire genuine and unedited passenger reviews. Another implication
to Oman Air is to vary its menu offerings in different routes based on destinations, flight
durations, seat classes, and passenger types. Generally, Oman Air should adjust their levels
of standardisation by working with local catering companies in order to design their service
elements to meet both international and local expectations and needs.
Lastly, 60% of the local respondents were very likely to select their national airline in the
future. Among those, however, are Omanis who lived in the northern parts of Oman or in
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the UAE and related themselves more with the Emiratis, hence they indicated their national
loyalty to Emirates. These people form 29% of the total Omani population as in February
2019 (NCSI, 2019). Therefore, greater efforts are needed from Oman Air to regain the loyalty
of this business market. For instance, to operate from Sohar International Airport that is
located in the northern part of Oman and currently operated by LCCs and Qatar Airways
only. Post the Gulf boycott, Sohar Airport is identified as the busiest hub of Qatar Airways,
after Hamad international Airport (National, 2019). Also, Oman Air can operate from the
secondary airports in the country or provide discounted fares or complimentary connecting
legs from Muscat International Airport to them.
8.7 Limitations and Future Research Directions
Despite the important contributions provided by this study and that every effort was made to
ensure rigorous research conduct, some limitations need to be noted. The critical reflection
of limitations forms an essential part of any research endeavour and this is structured into
three main areas: the qualitative inquiry, the quantitative inquiry, and time constraints. In
addressing these limitations, future research directions are suggested.
8.7.1 Scope and Limitations of the Qualitative Inquiry
Due to the need to explore airline passengers’ experience in a rarely studied context and
to ensure a comprehensive capture of the subject, a qualitative inquiry was chosen as part
of the research protocol. The qualitative approach of two stages allowed for clear and rich
examination of passengers’ reasons for satisfaction and dissatisfaction, which could not
be achieved using a quantitative approach alone (Wafik, Abou-Shouk and Hewedi, 2017).
However, as there is no consensual agreed conceptualisation of ASQ (Tiernan, Rhoades and
Waguespack, 2008), there may be other factors that have not been identified in the conceptual
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model of this study and are worth investigating. Additionally, one of the study’s contributions
is that it examined two stages of the passenger experience, pre-flight and on-board. It did not,
however, include the post-flight stage, which represents an important aspect of the airline
traveller’s journey (Namukasa, 2013; Etemad-Sajadi and Bohrer, 2016), providing some
avenues for future research.
To reinforce the qualitative inquiry, the notions of validity and reliability were considered and
implemented. However, as qualitative research is suggested to claim no generalisability to the
wider population beyond the studied sample (Saunders, Lewis and Thornhill, 2016), results
much be interpreted with caution. This perhaps can be viewed as the primary limitation
of the present study. The netnography phase relied on two websites only; Skytrax and
Airlineratings.com, being the most prominent and active airline review related platforms.
Data collected from them were content-analysed for exploratory purposes. Exploring other
websites may present different factors. Also, analysing the data through different kinds of
data mining applications can bring fruitful outcomes (Yakut, Turkoglu and Yakut, 2015).
The interview phase relied on a purposive snowball sample. This was because specific criteria
needed to be met in order to select an eligible respondent. This consequently resulted in a
relatively homogeneous national sample that was mainly limited to Emiratis and Omanis
within the age range of 22-30 years. Although the sample characteristics facilitated the
discovery of important aspects, such as national carrier loyalty, they highlight the concerns
that sample bias might have been present and that this perhaps limits the transferability of the
interview findings (Clemes et al., 2008). Further studies should attempt to include a more
diverse sample to make a comparative cultural analysis and enhance the generalisability of
findings to a wider population. Additionally, it would be interesting to explore passengers’
service expectations from a managerial perspective by recruiting caterers and managers into
the study (Chen and Chang, 2005). However, as managerial viewpoints were beyond the
scope of this study, samples constituted passengers only.
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8.7.2 Scope and Limitations of the Quantitative Inquiry
Due to limited resources, difficult accessibility to airlines’ datasets, and time constraints, the
quantitative phase of this study employed a convenience sampling method (De Jager, 2013).
Although respondents were intercepted at random and data were collected on different days
of the week, the final sample could not be considered a random probability sample, as not all
Emirates and Oman Air passengers had an equal chance of being selected (Saunders, Lewis
and Thornhill, 2016). Hence, results may not be generalisable to all long-haul economy and
business class passengers in Emirates and Oman Air. The influence of this limitation on
the study findings is minimised by the use of PLS-SEM, which is claimed to randomise the
sample via bootstrapping (Hair et al., 2017). Further studies can overcome this limitation by
using other more random sampling techniques.
In addition, data were collected at Muscat International Airport, which may limit the ability
to generalise the results to airlines in other countries or regions. Particularly in the pilot data
collection stage, some of the passengers were in a hurry and unable to concentrate due to
exhaustion. Future studies could be done in calmer settings or with passengers who are not
preoccupied with getting to their gates (Arif, Gupta and Williams, 2013), for example in the
lounges, cafés and restaurants, and waiting areas of arrival terminals. Also, data collection at
Muscat International Airport has resulted in a homogeneous questionnaire’s sample that was
mainly limited to Omanis. Age wise, almost half of the sample aged between 18-30 years
old. Both limit the generalisability of the questionnaire results. Therefore, future studies
could try to expand the study to include different geographical milieus and a better balance
of nationalities and age groups.
Future studies interested in the AG-FSCs should examine SQ in other international or do-
mestic airports in the region or other regions and countries to establish model applicability.
Despite these limitations, the author believes that the two airlines make an adequate repre-
sentation of the AG-FSCs. This is because the airline companies whose passengers were
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surveyed are two of the key players in the Gulf region, especially Emirates (IATA, 2017), as
indicated in Chapter 1.
Group-specific effects have been explicitly ignored in several marketing studies when per-
forming PLS path modelling, which can lead to biased results and misleading managerial con-
clusions (Sarstedt, Schwaiger and Ringle, 2009). Although cross-national or cross-cultural
differences can be related to observed heterogeneity in a population, other un-observed
heterogeneity can exist in a form of categorical moderators (Sarstedt, Henseler and Ringle,
2011). Several MGAs were conducted in this research in order to identify possible moderators
of relationships and the following are suggestions for potential group analyses.
First, as presented in the findings, SQ impacts passenger loyalty differently in economy and
business classes. Therefore, it can be assumed that first class passengers would also show
different behaviour from both the other classes. First class passengers were not included in
this study due to their small number to make a comparable group with other seat classes
and the difficulty of collecting data from them (An and Noh, 2009; Ahn, Kim and Hyun,
2015; Kim, Kim and Hyun, 2016). Future studies might explore the satisfaction and loyalty
determinants among first class passengers and compare it to other seat classes. Also, some
tests could not be performed because of the small sample sizes, for example, business
travellers on business class who were only 40 in the current study. Therefore, future studies
could re-arrange the sampling profile for equal percentages or sample sizes of seat classes.
Second, as previously mentioned, the comparison between local and foreign passengers’
loyalty was made but the influence of passengers’ cultural orientations could not be controlled
for in the current study. For example, what people expect, how they perceive, and evaluate a
service encounter may be culturally influenced (Sultan and Simpson, 2000; Weber, 2005;
Zhang, Beatty and Walsh, 2008). Also, the comparison could not be performed accurately
due to the very low number of passengers from nationalities other than Omani and Emirati,
and hence caution was applied when results were interpreted. Furthermore, the questionnaire
was in English and most of the respondents were from countries where English is not their
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first language (e.g. Germany, India, Oman, and the UAE). People from different cultural
backgrounds tend to respond differently to Likert-type scale questions, especially if they were
posed in a non-native language (Harzing, 2006). Therefore, a cross-cultural comparative
evaluation that examines the effect of country of origin as well as studies conducted in
respondents’ native languages, are suggested to enhance the applicability of the findings.
Third, the study grouped respondents’ flight routings into three groups: direct vs. non-direct
flights, in-bound vs. out-bound flights, and east-bound vs. west-bound flights. In its MGA,
the study succeeded in developing dedicated models for passengers’ behaviour in direct and
non-direct flights. However, it was limited in distinguishing between routes in terms of flight
destination due to small sample sizes representing each route. Comparative investigations
between routes could be useful to expand the findings of the current study.
Furthermore, as the influence of in-flight meal satisfaction on overall satisfaction and loyalty
is at the core of this study, the items used to measure the in-flight meal related constructs
outnumbered those in other constructs. An increase in a constructs’ number of items can
increase its total effect on endogenous constructs (Hair et al., 2017). To prevent any possible
bias, the study did not only measure the total effect, but also the effect size, and the direct and
indirect effects as well via mediation. Another way to do this is via the use of second-order
constructs testing, an advanced modelling method proposed by Hair et al. (2018). The
researcher intends to build on the study’s findings by evaluating the applicability of the
proposed test to the study’s data and recommend it as a future research approach.
Finally, the re-booking intention is one of multiple ways loyalty can manifest in, besides
recommendation and actual behaviour (Zeithaml, Berry and Parasuraman, 1996). While
this study uncovered the association between ASQ dimensions and loyalty using attitudinal
loyalty scale (in forms of the intentions to re-book, recommend, and speak positively about
an airline), it was limited in establishing actual re-booking and recommendation behaviour
among Emirates and Oman Air long-haul passengers. Therefore, further research is required
to address this gap.
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8.7.3 Scope and Limitations of the Time Constraints
Acknowledged as another limitation of this study is the overall time constraint. While a
three-year PhD programme allows for a sufficient and comprehensive enquiry of existing
knowledge, it limits the empirical analysis to a degree. First, the time available resulted in the
conduct of a cross-sectional rather than a longitudinal study, which could possibly draw richer
time-based information about the changing behaviour of passengers (Bowen and Wiersema,
1999; An and Noh, 2009; Cantarero et al., 2013). Nevertheless, the sequential mixed method
design of the study allowed for maximising its validity and reliability and level of integration.
Second, with more time available, further MGAs could have been conducted to deeply
evaluate passenger behaviour. These could include other airline companies, flight types, trip
purposes, experiences, and flight durations. Beyond these generic limitations and with the
extensive analysis undertaken, this study is believed to make an important contribution to the
growing body of knowledge on passenger behaviour on-board Gulf carriers and airlines in
general. Future research avenues could address the limitations of this study, build on and
further test its models and findings, and follow its explicitly explained analytical steps to
provide further insights.
8.7.4 Other Future Research Directions
The new knowledge developed in this study, as well as the study limitations, can inspire and
inform comprehensive future research directions. These directions are set out to encourage
scholars to expand and build upon the findings of this thesis. Beyond those derived from the
limitations, other generic research directions are provided below. These include:
• Employing a second generation PLS tool such as the Importance-Performance Map
Analysis (IPMA; also known as priority map analysis) to extend the standard path
coefficient estimates in a more practical approach (Ringle and Sarstedt, 2016). More
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specifically, the test is able to identify predecessors which have a relatively low
performance but high importance for the target constructs, which means it can identify
which SQ factor the airline being studied need to focus on or improve to increase
passengers’ satisfaction.
• Expanding ASQMs: by building on the critique provided in this study’s systematic
review. For instance, future research can validate and build on the AIRQUAL model
as a designated ASQ model (Ekiz, Hussain and Bavik, 2006). This can be done by
testing the model in a new airline industry (Alotaibi, 2015) and expanding the model
to include other ASQ factors than airport and other stages than pre-flight stage.
• Investigating other AG-FSCs: in the Middle East and specifically in the Arabian
Gulf area, such as Etihad and Qatar Airways. This can lead to a wider exploration
and comparison of the major players in the region besides Emirates. Also, another
avenue for future research are carriers in other geographical regions that have not been
sufficiently explored as indicated in the current study, such as Europe and Australasia.
• Exploring other business models: than FSC model, such as LCC model in order to
comprehend the effect of the current rapid emergence of the LCCs in the Gulf region
and its effect on passengers’ airlines’ preference and loyalty. Also, researchers can
go beyond the passenger-related models and investigate cargo and air freight models
in aiming to understand the competitive factors of carriers in the Middle East and the
Gulf.
• Incorporating managerial viewpoints: in order to understand managers’ perspectives
on passengers’ service expectations in terms of the in-flight meal and other products
and how do their views align with passengers’ actual preferences and requirements.
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8.8 Personal Reflections
The term reflexivity refers to the researcher’s awareness of their contribution and involvement
throughout the research process (Nightingale and Cromby, 1999). In this vein, being a
passenger who fits the study criteria of an eligible respondent, as well as coming from the
same geographical region as the chosen airlines, enabled me to understand the embedded
meanings in interviews when Arabic respondents were involved, and hence translate the
scripts accurately. Su and Parham (2002) assert that despite how easy grammar and syntax are
when languages are translated, translating idiomatic expressions, such as social and political
meanings, can be relatively difficult. The importance of the researcher being part of the study
culture and context has also been identified by Easterby-Smith and Malina (1999, p.84): the
problem for researchers from one culture conducting research on another culture is that “the
outsiders’ past experiences will not have equipped them to make sense of events in the same
way that insiders would”. That said, I was able to comprehensively understand the culture
of the research subject as suggested by Berg (2004) and the motives of people in choosing
airlines. It also facilitated the process of sample accessibility at Muscat International Airport.
In my journey as a researcher and through the experience of writing this doctoral thesis,
reflective thinking was a central practice to evaluate my strengths as well as weaknesses. I
have encountered several decision-making milestones including narrowing the scope of the
study into a focused, yet meaningful, one and set the study’s aim and objectives accordingly.
Perhaps the most challenging decision to make was whether to retain the initial idea of
conducting a sequential mixed-methods approach, bearing in mind the available time and
resources. Only by doing so, could a conceptually developed and empirically tested model
have been achieved, forming the predominant contribution of this study to the field of knowl-
edge and providing avenues for future research. Additionally, going through philosophical
paradigms, my knowledge, stance, beliefs, and values were constantly reviewed. The prag-
matic approach, eventually, was determined to be the most suitable to guide a mixed-methods
study.
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The data collection proved to be a fascinating experience, despite how demanding and
effortful it was. The netnography was completely new to me and helped me learn a lot
about the potential of internet research. Data collection brought complete joy along with the
anxiety of what, when, where, and how to collect the most suitable and representative data.
During the interview phase, my interviewing skills developed and sharpened. I have learnt
how to attentively listen and use appropriate probes to get deep into conversations, without
putting pressure on the respondents. I have also learned how to deal with such extensive data
and immerse myself in it, attempting to comprehend every possible meaning. During the
questionnaire phase, besides knowing how to conduct a rigorous and reliable quantitative
study, one of the most important things I have learned, which I consider a skill for life, was
how to deal with rejection. It was hard at the beginning to not take refusals to take part
personally, with time, however, I learned how to deal with it patiently.
Another challenging endeavour while carrying out this research was conference presentations.
They represent one of the most demanding but exciting tasks of the PhD process. Presenting
my work in front of the experts in my field, as well as the wider audience, was a privilege
to me. This was when I started to reflect much more on my research and sensed how
important it is to the outside community. Talking about my research over and over gave me
the unreplaceable opportunity to visualise its storyline clearly and explicitly.
Overall, I am glad that I have had the chance to be part of such a rewarding experience.
Through my PhD, I have improved and developed numerous academic and life skills which I
can now use in almost anything I desire. I am extremely happy that I was able to do a study
in such an interesting area and to contribute to the pool of knowledge in different ways and I
hope that this study will serve as a foundation for future research.
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8.9 Final Remarks
This doctoral thesis began when the Oman aviation industry had started to show some signs
of recovery with the approaching launch of a new airport and the reformation of Oman
Aviation Group (comprising Oman Air, Oman Airports, and Oman Aviation Services) (OAG,
2018). However, a clear understanding of the strengths and weaknesses of the airline service
in Oman, and how successful it is compared to Emirates, as one of the leading airlines in
the region and worldwide, was missing. This has inspired this study to invest all possible
resources and time to explore the true motives behind passengers’ airline choice and the
drivers of their satisfaction and retention.
Being the first study to deeply explore passengers’ behaviour toward Oman Air and Emirates
has been a challenging yet intriguing process. Exploring an advanced area of research (SQ) in
a cutting-edge industry (air transport) was demanding both intellectually and logistically. Due
to the dynamic and continuous changes in industry provision and passengers’ expectations
(Tsafarakis, Kokotas and Pantouvakis, 2018), this research was made a challenging endeavour
against time. The interest in exploring ASQ seems to have accelerated in the last few years,
especially in relation to the evaluation of models and the application of new methods and
analysis techniques. This resulted in a constant revision and re-assessment in order to
maintain up-to-date and novel research that encompassed several contributions at different
levels. The final contribution of this study (the conceptually developed and empirically tested
model) is hoped not to just fill the void in knowledge, but to highlight possible improvements
for Emirates, Oman Air and other airlines, and inspire future research avenues.
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Appendix A
Screening/ Selecting Tool
Review question: What service quality factors affect airline passenger satisfaction and
behavioural intentions? the models and methods of measurement.
Inclusion criteria (based on PICOS):
Population = Passengers flying long-haul with Full service carriers (FSC)
Intervention = Service quality factors
Comparator = Factors compared with each other
Outcomes = Positive or adverse effect of service quality factors on satisfaction
Study design = On- board long haul flight in a full service carrier
SERVICE QUALITY SELECTION TOOL
Reviewer name: Date:
Author name/ Study ID: Year:
Title: Journal:
Population Include Exclude
□ >18
□ Passengers
□ Economy &/or business
□ FFP*
□ <18
□ First class
Interventions Include Exclude
□ SQ model
□ SQ* factors
□ SQ measurement
□ No model
□ One factor only
□ No SQ measurement
Comparators Include Exclude
□ All factors □ No factors comparison
Outcomes Must include at least one: Exclude
□ Overall satisfaction
□ Loyalty
□ Positive W.O.M*
□ Rebooking
□ Positive feedback
□ Buying behaviour
□ None of satisfaction consequences
□ Choice because of brand and
reputation
□ Buying behaviour caused by other
reasons
Settings include Exclude
□ On-board
□ FSC*
□ Long- haul flight
□ Other than airlines
□ On- ground
□ LCC*
□ Short- haul flight
Study design include Exclude
□ All types
□ Post-2005
□ English language
□ None
□ Pre-2005
□ Other languages
Over all decision INCLUDED EXCLUDED
Notes
FPP = Frequent Flyer Program; SQ = Service Quality; WOM = Word of Mouth;
FSC = Full Service Carriers; LCC = Low Cost Carrier
Source: Adapted from Boland, Cherry and Dickson (2013)
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Appendix B
Systematic Review Identification of Studies Included
Source: Adapted from Boland, Cherry and Dickson (2013)
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Appendix E
Data Collection Schedule
Research Phase 0: Systematic Review Data Collection
No. Journal Articles Date of Data Collection Location
68 Full peer reviewed journal articles January – May 2016 Guildford – UK
Research Phase 1: Netnography Data Collection
No. Websites Date of Data Collection Location
1 Airlinequality.com February – March 2017 Guildford - UK
2 Airlineratings.com March – April 2017 Guildford - UK
Research Phase 2: Semi-Structured Interviews Data Collection
No. Interviewee Date of Data Collection Location
1 OA1 9 May 2017 Muscat – Oman
2 OA2 10 May 2017 Muscat – Oman
3 E1 11 May 2017 Sohar - Oman
4 E2 11 May 2017 Sohar - Oman
5 E3 12 May 2017 Sohar - Oman
6 E4 12 May 2017 Sohar - Oman
7 E5 12 May 2017 Sohar - Oman
8 OA3 12 May 2017 Sohar - Oman
9 E6 14 May 2017 Muscat - Oman
10 OA4 15 May 2017 Muscat - Oman
11 OA5 16 May 2017 Muscat - Oman
12 OA6 16 May 2017 Muscat - Oman
13 E7 20 May 2017 Muscat - Oman
14 E8 26 May 2017 Ibra - Oman
15 E9 26 May 2017 Ibra - Oman
16 E10 30 May 2017 Muscat - Oman
17 E11 9 June 2017 Dubai - UAE
18 E12 9 June 2017 Dubai - UAE
19 E13 9 June 2017 Dubai - UAE
20 E14 9 June 2017 Dubai - UAE
21 E15 9 June 2017 Dubai - UAE
22 OA7 14 June 2017 Muscat - Oman
23 E16 16 June 2017 Muscat - Oman
24 OA8 9 July 2017 Guildford - UK
Research Phase 3: Survey Questionnaires Data Collection
No. Respondents Date of Data Collection Location
171 Passengers of Emirates and Oman Air December 2017 Muscat International Airport
248 Passengers of Emirates and Oman Air January 2018 Muscat International Airport
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Arabic-English Back Translated Interview Document
 
University of Surrey – RIGO     Page 1 of 2 
 v.10  - 14 July 2015 
 
When completed: 1 for participant; 1 for researcher site file {; 1 (original) to be kept in medical notes}. 
[Logo collaborator] 
 
 
 
Consent Form {Passengers}  ةقفاوملا جذومن (باكر)  
The Role of In-flight Meal on Satisfaction and 
Loyalty: A Study of Arabian Gulf Full Service 
Carriers     
 
  اضرلا يف ناريطلا ةلحر للاخ ةمدقملا ةبجولا رود
اوءلاول :ةسارد  جيلخلا يف ةلماكتملا لقنلا تاكرشل
يبرعلا 
Please initial each box                             ىجريتاعبرملا لك ىلع قيلعتلا  
• I have read and understood the Information 
Sheet provided. I have been given a full 
explanation by the investigators of the nature, 
purpose, location and likely duration of the 
study, and of what I will be expected to do. 
  •ةمدقملا تامولعملا ةقرو تمهفو تأرق دقل . دقل ماق
 لوح لماك حراش ميدقتب سرادلا ةساردلا ةعيبط
اهنم ضرغلاو،  اهتماقإ ناكمدمواهت  امو ،ةلمتحملا
 عقوتي يذلاهلعف ينم. 
 
• I have been given the opportunity to ask 
questions on all aspects of the study and have 
understood the advice and information given as 
a result.    
  • بناوج عيمج لوح ةلئسأ حرطل ةصرفلا يل تحيتأ
 تمهفو ةساردلاحئاصنلا لك  ةجيتن ةمدقملا تامولعملاو
كلذل. 
• I agree to comply with the requirements of the 
study as outlined to me to the best of my 
abilities. 
  • تابلطتمب مازتللاا ىلع قفاوأ حضوم وه امك ةساردلا
ام لضفأب يننكمي. 
• I agree for my anonymised data to be used for 
this study. 
 
  • يتانايب مادختسا ىلع قفاوأ ةساردلا هذه يفعل اهنا ى
 نملوهجم ةيوه. 
• I give consent to interview to be audio 
recorded. 
 
  •قفاوأ  ىلع ليجست متي نا ةلباقملاايتوص. 
• I give consent to anonymous verbatim 
quotation being used in reports. 
 
  •قفاوأ  ىلعمادختسا سابتقلااتا لوهجم ةيتوصلا ة
لاةيوه. 
• I understand that all project data will be held 
for at least 6 years and all research data for at 
least 10 years in accordance with University 
policy and that my personal data is held and 
processed in the strictest confidence, and in 
accordance with the UK Data Protection Act 
(1998). 
 
  • كردأ نأعيمج تانايب  عورشملا متيسظافتحلاا اهب 
 نع لقت لا ةدمل6  نأو تاونسعيمج تانايب  ةدمل ثحبلا
10  اقفو لقلأا یلع تاونسةسايسل نأو ةعماجلاس ه متي
 ظافتحلاايتانايبب  ةيصخشلاواهمادختسا ربكأب  نم ردق
تانايبلا ةيامح نوناقل اقفوو ةقثلا يناطيربلا (1998.) 
• I agree for the researcher to contact me to 
check accuracy of interview transcription if 
required. 
 
  • نأ ىلع قفاوأ يعم ثحابلا لصاوتي ةحص نم دكأتلل
تاباجلإا .رملأا بلطت اذا 
• I agree for the researcher to contact me about 
future studies. 
 
  •نأ ىلع قفاوأ ثحابلا لصاوتي  يعم تاساردلا لوح
ةيلبقتسملا. 
• I understand that all data collected during the 
study, may be looked at for monitoring and 
auditing purposes by authorised individuals 
from University of Surrey, where it is relevant 
to my taking part in this research. I give 
permission for these individuals to have 
access to my records.  
  •كردأ  ،ةساردلا ءانثأ اهعمج مت يتلا تانايبلا عيمج نأ
 نكمي اهيلع علطي ناا ةعماج نم مهل حرصملا دارفلأ
 يرس ةلص تاذ اهنأ ثيح ،قيقدتلاو دصرلا ضارغلأ
بكراشميت ثحبلا اذه يف . ينإف هيلع نذلإا يطعأ
تلاجس ىلإ لوصولل دارفلأا ءلاؤهلي. 
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When completed: 1 for participant; 1 for researcher site file {; 1 (original) to be kept in medical notes}. 
• I understand that I am free to withdraw from 
the study at any time without needing to 
justify my decision, without prejudice and 
without my legal rights and 
studies/employment being affected.  
 
  •نأ كردأ  ةيرح يل يأ يف ةساردلا نم باحسنلاا
 يرارق ريربت ىلإ ةجاحلا نود تقو و ساسملا نود
بساردلاو ةينوناقلا يقوقحةي  /لمعلاةي. 
• I understand that I can request for my data to 
be withdrawn until end of interview data 
collection phase (1st July 2017) and that 
following my request all data already collected 
from me will be destroyed. 
  • كردأ هنأ ةياهن یتح يتانايب بحس بلط يننکمي
 تلاباقملا تانايب عمج ةلحرم(1  ويلوي2017 )نأوه 
 مت يتلا تانايبلا عيمج فلاتإ متيس يبلط یلع ءانب
اهعمج ينم. 
• I confirm that I have read and understood the 
above and freely consent to participating in 
this study.  I have been given adequate time to 
consider my participation. 
 
  • تأرق دق يننأب رقأ يتقفاوم يطعأو قبس ام تمهفو
ةساردلا هذه يف ةکراشملا یلع . تقولا تيطعأ دقل
يتكراشم يف رظنلل يفاكلا. 
Name of participant  
 
..................................................  
(BLOCK CAPITALS) 
 
Signed 
 
...................................................... 
 
Date  
 
......................................................  
 
 كراشملا مسا 
 
........... ........................................... 
(ةريبك فورح) 
 
عيقوتلا 
 
 ..... ................................................. 
 
لا خيرات 
 
..... ................................................. 
 
Name of researcher taking consent  
 
…….............................................. 
(BLOCK CAPITALS)   
  
Signed 
  
.................................................... 
 
Date 
 
………………………………………………..                                                         
 
 
  
 مساثحابلا 
 
........... ........................................... 
(ةريبك فورح) 
 
عيقوتلا 
 
 ..... ................................................. 
 
لا خيرات 
 
..... ................................................. 
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Interview Instrument
 1 
The following interview is a data collection instrument being used to develop an understanding 
of “Passengers review of their in-flight experience and the factors associated to their flying 
satisfaction and loyalty”.  
 
INTERVIEWEE DETAILS 
Interviewee name: ____________________ 
Nationality: __________________________ 
Occupation: __________________________ 
Highest level of education: _______________ 
Age: ______ years 
Gender:        Male         Female  
Email: ________________________________ 
 
INERVIEW DETAILS 
Location: _____________________________ 
Date/ Time: ____________________________ 
Interview no: ____________ Interview duration: __________ Interview code: ___________ 
Interview language:  Arabic       English 
_________________________________________________________________________ 
 
FLIGHT DETAILS  
Airline company:     Emirates     Oman Air 
Seat class: ____________ 
Flight date: ____________ 
Flight route: From _______________ to _____________ via ____________ 
Flight duration: _________ hours 
Trip purpose: __________ leisure       Business  
_________________________________________________________________________ 
 
INTERVIEW NOTES AND REFLECTIONS 
 
 
 
 
INTERVIEW BRIEF 
1. Purpose of the interview  
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 2 
This in-depth interview aims to explore the factors associated with in-flight meals satisfaction 
and its relationship with overall flying satisfaction and loyalty. 
 
You have been selected because you fit the criteria indicated in the information sheet. I will 
ask you questions about your recent flying experience, your airline choice and your opinions 
about airline meals and on-board dining. While the following questions provides a general 
guide, you should feel free to elaborate as relevant. 
 
2. Dissemination of the research 
This research is part of my PhD at University of Surrey. The findings will be used for research 
purposes only.  
 
3. Anonymity of the interviewee 
You will remain completely anonymous at the entire study duration and your name will be 
immediately substituted by a pseudonym. Personal and contact details are only collected for 
checking accuracy of interview transcription and if clarification is needed at a later stage. They 
will be treated as indicated in the information sheet.  
 
4. Length of interview 
The interview is anticipated to last for approximately one hour and can be interrupted at any 
point. 
 
5. Permission to record 
Do you agree that this interview will be audio recorded? 
(You can choose to control the recording device should you wish) 
 
6. Questions 
Do you have any questions before we commence the interview? 
_________________________________________________________________________ 
INTERVIEW CHECKLIST: 
1.  Preferred language 
2.  Thank for participation 
3.  Interview brief 
4.  Signing informed consent form 
5.  Interviewee and flight details 
6.  Start recording 
7.  Conduct interview 
8.  Interviewee questions 
9.  Thank for participation 
10.  End recording
_________________________________________________________________________ 
RESEARCH QUESTION ONE 
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 3 
What are the factors associated with in-flight meal satisfaction in long-haul flights? 
_________________________________________________________________________ 
 
Opening Statement 
1. Can you tell me about your most recent flying experience with Emirates/Oman Air? 
 
THEME ONE 
Airline Company 
 
2. Can you describe your flying pattern with Emirates/ Oman Air? 
 Rarely   Yearly  Monthly  Weekly  Others _______________ 
3. Are you a frequent flyer with Emirates/ Oman Air? 
4. Why did you choose to fly Emirates/ Oman Air? 
a. FOLLOW: In general, what makes you decide which airline to fly with? (THEME 
THREE) 
5. Why did you choose to fly Economy/ Business? 
6. What did you like about your flight? 
7. What did you not like about your flight? 
8. Did you book your ticket on your own?  Yes  No 
a. FOLLOW: Who booked it for you? 
b. FOLLOW: Can you explain why someone else booked it for you?  
 
THEME TWO 
Passenger  
 
9. Can you describe the size of group you have been travelling with? 
 Alone (1)  Couple (2)   Family (3+)    Friends (3+)     Tour group  
a. FOLLOW: How did your flight companion(s) affect(s) what you want from an 
airline?   
(Do you think that flying alone or with someone, affects your demands or your likes 
and dislikes of what airline offers?) 
 
 
 
THEME THREE 
Airport  
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 4 
10. I have noticed that you have/ have not mentioned airport as a reason for choosing 
an airline. Can you explain why you consider airport important/ not important to your 
airline choice? 
11. You have stated that you have flown direct/ in-direct to your destination. 
a. FOLLOW: Why have you chosen to fly this route? 
b. FOLLOW: How does the flight route affect your airline choice? 
 
THEME FOUR 
Food  
 
12. I have noticed that you have/ have not mentioned food as a reason for choosing an 
airline. Can you explain why you consider food important/ not important to your 
airline choice? 
a. FOLLOW: Do you remember the meal(s) you had on-board? 
                  what did you have? 
b. FOLLOW: Why have you chosen that meal? 
13. Can you tell me what you liked about it?  
14. Can you tell me what you did not like about it?  
15. What can an airline do to make food more appealing to you?  
 
(This part links to the following section to answer question two) 
 
_________________________________________________________________________ 
RESEARCH QUESTION TWO 
What is the effect of in-flight meal satisfaction on the overall flying satisfaction? 
_________________________________________________________________________ 
 
THEME FIVE 
Satisfaction 
 
16. From your experience, what does airline meal mean to you? 
a. FOLLOW: How does airline meal relates to your overall flying experience?  
(Has your inflight meal made you feel better/ or worse toward your flying experience? 
How?) 
17. What can you say about your overall flight satisfaction?  
a. FOLLOW: What made you satisfied/ dissatisfied? (can you think of any example) 
18. Can you tell me how you perceive the value of the money you paid for this trip?  
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 5 
(was the trip more than what you paid for? less than what you paid for? was the trip of 
an equal value of the price? and why?) 
_________________________________________________________________________ 
RESEARCH QUESTION THREE 
What is the relationship between in-flight meal satisfaction and loyalty? 
_________________________________________________________________________ 
 
THEME SIX 
Future Behaviour 
 
For your next flight…….. 
19. Can you tell me why you would consider/ consider not this airline?  
a. Follow: Have you ever booked/ avoided an airline for the food it serves? 
(Can food affect your choice of airline company? how?) 
20. How do you like things to be different for you? 
21. Imagine you have an ability to change one thing in your most recent flight with Emirates/ 
Oman Air, what would that be? (examples) 
 
Closing Statement  
 
22. Would you like to add anything else? 
23. Can I contact you again for questionnaire? 
24. Is there someone you would recommend for this interview? 
 
 
Thank you for your participation 
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Participant Information Sheet
University of Surrey - RIGO  Page 1 of 3 
Version 11 -  14 July 2015 
 
{Logo collaborator} 
 
 
 
 
Participant Information Sheet 
Semi- structured Interview 
Passengers 
 
 
THE ROLE OF IN-FLIGHT MEAL ON SATISFACTION AND LOYALTY: A STUDY 
OF ARABIAN GULF FULL-SERVICE CARRIERS     
 
 
Introduction 
 
I would like to invite you to take part in a research project. Before you decide you need 
to understand why the research is being done and what it will involve for you. Please 
take the time to read the following information carefully and ask questions about 
anything you do not understand. Talk to others about the study if you wish. 
 
What is the purpose of the study? 
 
This study aims to determine the factors associated with in-flight meal satisfaction on-
board Emirates and Oman Air long-haul leisure travel. It intends to explore the 
relationship between in-flight meal and overall flying satisfaction as well as loyalty. 
 
Why have I been invited to take part in the study? 
 
You have been invited to take part in this study because you meet all the following 
criteria: 
 You are a passenger; who 
 Is 18 years old or more; who 
 Flew on-board Emirates or Oman Air; 
 In the last 12 months; for 
 Six hours or more; in 
 Business or economy class; and 
 Have been served a complimentary meal. 
 
About 20 participants of different nationalities located in Oman and U.A.E. will take 
part in this study. 
 
Do I have to take part? 
 
No, you do not have to participate. There will be no adverse consequences in terms of 
your legal rights and your employment status / education, if you decide not to 
participate or withdraw at a later stage. You can withdraw your participation at any time. 
You can request for your data to be withdrawn until end of interview data collection 
phase (1st July 2017) without giving a reason and without prejudice. 
 
If you withdraw from the study this will mean that both identifiable and anonymised 
data will be destroyed. No further data would be collected or any other research 
procedures would be carried out on or in relation to you.  
 
 
What will my involvement require? 
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If you agree to take part, we will then ask you to sign a consent form, and will be given 
this information sheet to keep and a copy of your signed consent form. The research 
will last two months but your involvement would only be for a maximum of one hour. 
During this time, you will be asked to answer a few questions related to your recent 
flight experience.  
 
What will I have to do? 
 
The researcher will ask you few questions related to your most recent flying experience 
with Emirates/ Oman Air.  
 
What will happen to data that I provide? 
 
Your personal data such as name, contact details, will remain highly confidential 
throughout the research process. They will not be shared or published in anyway. The 
research data will remain anonymous and cannot be traced back to you. They are 
stored securely for at least 10 years following their last access and project data (related 
to the administration of the project, e.g. your consent form) for at least 6 years in line 
with the University of Surrey policies. Personal data will be handled in accordance with 
the UK Data Protection Act (1998). 
 
What are the possible disadvantages or risks of taking part? 
 
No possible disadvantages are identified  
 
What are the possible benefits of taking part? 
 
Your participation will contribute to the success of this research which in its turn is 
intended to reflect upon current airline companies practices and provide 
recommendations. 
 
What if there is a problem? 
 
Any complaint or concern about any aspect of the way you have been dealt with during 
the course of the study will be addressed; please contact Houda Al Balushi, Principal 
Researcher on h.albalushi@surrey.ac.uk in the first instance, or my Supervisors Anita 
Eves on a.eves@surrey.ac.uk and Zheng Lei on zheng.lei@surrey.ac.uk.  
 
  
Will my taking part in the study be kept confidential? 
 
 
Yes. Your details will be held in complete confidence and we will follow ethical and 
legal practice in relation to all study procedures. Personal data [name, contact details, 
audio recordings] will be handled in accordance with the UK Data Protection Act 1998 
so that unauthorised individuals will not have access to them. 
 
In order to check that this research is carried out in line with the law and good research 
practice, monitoring and auditing can be carried out by independent authorised 
individuals. Data collected during the study, may be looked at by authorised individuals 
from the University of Surrey, where it is relevant to your taking part in this research. 
All will have a duty of confidentiality to you as a participant and we will do our best to 
meet this duty.  
 
The data you provide will be anonymised and your personal data will be stored 
securely separately from those anonymised data. You will not be identified in any 
reports and publications resulting from this research and those reading them will not 
know who has contributed to it / with your permission we would like to use anonymous 
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verbatim quotations in reports and audio record interviews. I am asking for your email 
address to allow me to check the accuracy of the data I collect from you, but it will be 
held separately from your personal information and used only for the purpose given 
above.  
 
 
Full contact details of researcher and supervisors 
 
Researcher: Houda Al Balushi 
Email:          h.albalushi@surrey.ac.uk 
 
Supervisor 1: Anita Eves 
Phone:           01483 68 6337  
Email:            a.eves@surrey.ac.uk 
 
Supervisor 2: Zheng Lei 
Phone:           01483 68 6379  
Email:            zheng.lei@surrey.ac.uk  
 
 
Who is organising and funding the research? 
 
This research is organised by the University of Surrey and funded by the government 
of Oman. The funder is interested in looking at flying satisfaction and loyalty in Gulf 
Arabian Carriers.  
 
 
Thank you for taking the time to read this Information Sheet. 
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When completed: 1 for participant; 1 for researcher site file {; 1 (original) to be kept in medical notes}. 
 
 
Consent Form {Passengers} 
 
 
The Role of In-flight Meal on Satisfaction and Loyalty: A Study of Arabian Gulf Full Service Carriers     
 
  Please initial each box                           
 
• I have read and understood the Information Sheet provided. I have been given a full explanation by the 
investigators of the nature, purpose, location and likely duration of the study, and of what I will be expected 
to do.   
 
• I have been given the opportunity to ask questions on all aspects of the study and have understood the advice 
and information given as a result.                                                                                                             
 
• I agree to comply with the requirements of the study as outlined to me to the best of my abilities.  
 
• I agree for my anonymised data to be used for this study. 
 
• I give consent to interview to be audio recorded. 
 
• I give consent to anonymous verbatim quotation being used in reports. 
 
• I understand that all project data will be held for at least 6 years and all research data for at least 10 years in 
accordance with University policy and that my personal data is held and processed in the strictest confidence, 
and in accordance with the UK Data Protection Act (1998). 
 
• I agree for the researcher to contact me to check accuracy of interview transcription.  
 
• I understand that all data collected during the study, may be looked at for monitoring and auditing purposes 
by authorised individuals from University of Surrey, where it is relevant to my taking part in this research. I 
give permission for these individuals to have access to my records.  
 
• I understand that I am free to withdraw from the study at any time without needing to justify my decision, 
without prejudice and without my legal rights and studies/employment being affected.  
 
• I understand that I can request for my data to be withdrawn until end of interview data collection phase (1st 
July 2017) and that following my request all data already collected from me will be destroyed. 
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INTERVIEW CODE: E14 9/6/2017
Interview Details
Interview 20
Interview code E14
Name Anonymous
Pseudonym Mazin
Date 9/6/2017
Location Dubai Mall- Dubai
Time 23:30 – 23:50
Duration 23m27s
Houda: Mazin, Economy flight with Emirates in May 2016 from Dallas to Dubai. First of all,
we’d like to welcome you Mazin in this interview and we really appreciate the time and effort
you are putting for the success of this research. Thank you very much. Mazin: Pleasure.
1. Can you tell me about your most recent flying experience with Emirates?
Mazin: Uh, it was really good I guess, uh, so what I like about the flight here right?
Houda: Yes.
Mazin: I don’t know, first time I flew with Emirates like two times, one to Australia
and one to, from Dallas to Dubai one time. I feel like they build like a connection
with customer, that’s the first time. So, when I arrived to the gate. I usually fly from
Lexington Kentucky to Dallas and then from Dallas to Dubai, so when I arrived to the
gate to give my boarding pass that I’m going to Dubai, I felt like they built like straight
connection with me, like where’re you from? I was like I’m from Oman, and he was
like, yeah, I got some friend like co-worker from Oman and I felt like just comfortable
after that conversation, so that, that’s something to remember, you know.
Houda: Of course, that’s good.
2. Can you describe your flying pattern with Emirates?
□Rarely ✓□Yearly □Monthly □Weekly □ Others....
Mazin: Uh, I fly for like once a year.
Houda: Once a year.
Mazin: Yeah, for like visiting my family back from US to here UAE, yeah. So, I flew
with Emirates like twice. Yep.
Houda: Twice, in your whole life, entire life?
Mazin: My entire life, just in my whole like 5 years in the States I flew one time with,
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uh, Fly Emirates.
Houda: Perfect.
Mazin: yeah.
3. Are you a frequent flyer with Emirates?
Mazin: I was yeah, but I didn’t, because yeah I didn’t fly Emirates that much so I
didn’t like collect that much points, you know.
Houda: Yeah, I understand.
4. Why did you choose to fly Emirates?
Mazin: So, usually I just go online and check all the, uh, prices and that time Emirates
was really in a decent price comparing to Etihad, it’s like that’s two airways usually I
like to compare, you know. So, I want my flight to be straight from US to UAE, so I
always look for Fly Emirates or Etihad so at that time it was like price, yeah price for
sure.
(a) FOLLOW: In general, what makes you decide which airline to fly with?
Mazin: Um, first of all, the overall duration of the flight like what’s the shortest
you know because all the flights from US to Middle East are too long so I usually
check that overall times like layovers as well, so that’s first thing. And then
second the price for sure, ok I wanna save the most.
5. Why did you choose to fly Economy/ Business?
Mazin: Economy right.
Houda: For the price matter?
Mazin: For sure, I’m a student.
6. What did you like about your flight?
Mazin: My flight, um, (short silence). For my US flight, they actually, like they offered
me the, the exit seat and I didn’t actually didn’t ask for it and they just gave it to me,
that was the biggest positive thing about the flight, honestly. Because usually like in
other airways you have to pay for it sometime, but I was offered, I didn’t ask for it.
And second thing they came twice to check on me that usually don’t happen like in a
long flight, you know. I didn’t know who, who was it exactly might the flight manager,
somebody. But they came to check not like the flight attendants, you know.
Houda: Ok, someone else?
Mazin: Yeah, someone else, that was like super good. Yeah. So, that something I liked,
food was pretty good (stressed the words pretty good) too, yeah. I enjoyed my food,
snacks as well. That’s a good thing about Fly Emirates.
7. What did you not like about your flight?
Mazin: My flight, um. Actually, honestly the whole like seat thing changed my whole
like perception of the flight, because usually I have like no room to put my legs.
Houda: To stretch your legs.
Mazin: Yeah. So, that’s a big thing for me like in Economy, you know. for like more
than ten hours flight you will care like so much about that, so that changed my whole
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perception of the whole flight. That’s one thing that’s what I like about that flight,
apparently. And one time, can I talk about different flight here?
Houda: Yeah, of course, yeah.
Mazin: When I flew with them the first time ever I was going to Australia, Melbourne
and I was under 18 and they, there’s like this advantage if you are like under certain
age they take care of you, and they took care like of me for the whole thing, form they,
my family they like just left me there. . .
Houda: So, you were flying alone?
Mazin: Yeah, I was flying alone and they took care of me for like the whole flight.
And I even like have to, they made me like meet the captain and they moved me like
from economy to first class at the end like for the like, the last 3 hours of the flight.
Houda: That’s sweet of them.
Mazin: Yeah, very sweet.
Houda: That’s good, yeah.
8. Did you book your ticket on your own? ✓□Yes □No
Mazin: The one that like from..
Houda: Dallas to..
Mazin: Um, me.
Houda: It was yourself?
Mazin: Yeah, myself.
Houda: Perfect.
(a) FOLLOW: Who booked it for you?
(b) FOLLOW: Can you explain why someone else booked it for you?
9. Can you describe the size of group you have been travelling with?
✓□Alone (1) □Couple (2) □ Family (3+) □Friends (3+) □ Tour group
Mazin: I was alone.
Houda: You were alone.
Mazin: Yeah, all flight.
(a) FOLLOW: How did your flight companion(s) affect(s) what you want from
an airline?
(Do you think that flying alone or with someone, affects your demands or
your likes and dislikes of what airline offers?)
Houda: For example, if we put the same scenario Dallas to Dubai, but there was
someone else with you, would that make a difference for you?
Mazin: Yeah.
Houda: In terms of what you want.
Mazin: Um, maybe like seat preferences. Like we’ll make sure like we sit next
to each other, that’s one thing. And that will make flight better sometimes you
know to have like a friend or like some family, especially in long flight you know,
it kills sometimes, I guess.
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Houda: Of course, that’s good.
Mazin: Yeah.
10. I have noticed that you have/ have not mentioned airport as a reason for choosing
an airline. Can you explain why you consider airport important/ not important
to your airline choice?
Mazin: Oooh (surprised face), no it’s, I forgot that honestly, oh. Airport is big thing for
me because I, as I told you like I was always comparing like Etihad and Fly Emirates
so Airport wise I always love to fly in Abu Dhabi Airport, because of the size of the
airport, you know. If you Fly Emirates it’s a huge airport and for me like I’m flying to
US and all airports over there are so huge, so I will spend more time walking, looking
for my gate. I am not saying like the airport is not like organised enough, but it’s like
longer walks to gates and stuff like that. What I like that’s kinda disadvantage for me,
actually, like if I’m calculating like the distance form Dubai Airport to my home it’s
much closer than Abu Dhabi but I like Abu Dhabi Airport.
Houda: Because it’s quicker.
Mazin: It’s quicker, more flexible, it’s just easy steps to get from the Gate to outside,
outside to the Gate, that’s a thing too.
Houda: Yeah, yeah, perfect. So, a flight from Dallas to Dubai like continuously,
directly without a transit it is quite very long duration..
Mazin: It is.
Houda: Why did you choose this direct route for yourself?
11. You have stated that you have flown direct/ in-direct to your destination.
(a) FOLLOW: Why have you chosen to fly this route?
Mazin: Was price actually, bad situation, yep. I usually like try to fly form
Chicago because where I’m, I was going to school like in Lexington Kentucky,
we don’t have international Airport so I will always have to choose like different
Airport. Actually, Dallas is like two hours and 30 minutes from my town and
Chicago is like one hour so I always prefer to fly from Chicago but I was just the
price, if I find like a big difference between these two tickets and usually I always
like fly on season like big seasons like students’ season like before Ramadan..
Houda: Summer.
Mazin: Summer, Christmas break. So, prices are always crazy expensive.
Houda: I understand, it is. Don’t you think like a transit in Heathrow for example
would help you in terms of price and in terms of like having sometime to stretch
your legs and you know.
(b) FOLLOW: How does the flight route affect your airline choice?
Mazin: Actually, I tried both. But I preferred like a straight, like direct flight. I
won’t like to just change it of course and go through all security and sometimes
they just tiring you know, especially you going into US and they have like this
huge process to get in.
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12. I have noticed that you have/ have not mentioned food as a reason for choosing
an airline. Can you explain why you consider food important/ not important to
your airline choice?
Mazin: Food, yeah, right. So, I like, out of 10 food would be like 6 maybe. Like, if I
compare like food like to airport, airport is more important for me than food, for sure.
Long flight duration that’s more important than food. I’ll give food like 6 out of 10
like average importance to me and I would give Fly Emirates 8 out of 10, especially
snacks, yep.
(a) FOLLOW: Do you remember the meal(s) you had on-board? what did you
have?
Mazin: Um, I don’t know was rice, some type of Indian dish I guess, and it was
good, I remember that.
Houda: It was good, you like it?
Mazin: Aha.
(b) FOLLOW: Why have you chosen that meal?
Mazin: I don’t know, I will go like always go with traditional food, I miss that
always (laughter).
13. Can you tell me what you liked about it?
14. Can you tell me what you did not like about it?
Mazin: Fly Emirates, like the flight or the food?
Houda: The food.
Mazin: Food. the time like they take to give you the food and then take it.
Houda: To clear it up?
Mazin: To clear it up, for sure.
Houda: So, it stays there for a long time.
Mazin: It stays there for a long time, so that’s uncomfortable, you know.
Houda: Yeah, I understand that.
15. What can an airline do to make food more appealing to you?
Mazin: Um, (long silence). I don’t know, um, maybe have like more local dishes like
on flight.
Houda: That’s a good one.
Mazin: Yeah, and just clear like, I Know that’s there are a lot of passengers, it’s
economy we’re talking about, yeah. But, still the time that they give you the food, I
feel like if they can just reduce that time, that would be super nice for sure, because
you know wannna go back to sleep, you wanna stretch your leg, you wanna do other
stuff.
Houda: You are stuck kind of?
Mazin: Ahaa.
16. From your experience, what does airline meal mean to you?
Mazin: Airline meal.
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Houda: When I say airline meal, inflight dining, eating on board.
Mazin: Well, I feel like that’s, that’s part of the experience, it can, can be like entertain-
ment like during like a long flight, you know, because you have like, like all my flights
I’ve like travelling like more than 10 hours, you know.
Houda: Yeah.
Mazin: So, food is just something you wait for, you know. It just give you like..
Houda: Sense of change.
Mazin: Yeah, you wait for the food, you get it, and then they take it, take kill sometime
in the, uh, flight as well, you know.
Houda: Yeah.
(a) FOLLOW: How does airline meal relates to your overall flying experience?
(Has your inflight meal made you feel better/ or worse toward your flying
experience? How?)
Mazin: Yeah, I guess like every time I had to buy some airways, people always
ask me about like how was the food, do you like the food there? (laughter). So,
uh, I guess it’s pretty decent thing for me like I would consider, but I feel like it’s
alright at the end like I wouldn’t like care too much, if I have like one meal, one
good meal out of three, that’s good (insisted in the word good) for me, you know.
I wouldn’t like be interested to kill like like every meal.
17. What can you say about your overall flight satisfaction?
(a) FOLLOW: What made you satisfied/ dissatisfied? (can you think of any
example)
Mazin: Fly Emirates, (long silence), out of 10 can we?
Houda: Aha, aha,
Mazin: I would give it 8 or no, to be honest 7?
Houda: 7?
Mazin: 7.
Houda: Why did they lose 3 points?
Mazin: Three points, uh, airport for me was really big deal especially after I like
flew like in other airport like Abu Dhabi, sorry I always go back to compare like
this both.
Houda: That’s alright.
Houda: Um, airport like that flexibility to reach where you want. I don’t want
flight always like from huge airports, I was like interceptive, airport look nice,
everything look nice, but I’m just so sick of like huge airports, you know. I wanna
just go strai.., I wanna like reach my gate or like finish all my process of giving
like my boarding pass just as fast (stressed the word fast) as it could be. That’s
one thing. Another thing, after they, why I didn’t fly Emirates like more frequent,
you know. The, after they opened the pre-clearance at Abu Dhabi, that was like a
huge (stressed the word huge) advantage to Etihad now, for real. Because, you
know, when you reach, let’s say I’m travelling Fly Emirates from Dubai to Dallas,
this such a big problem when you get their because it’s not just Fly Emirates,
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there are like other airways getting like in the airport at the same time and going
through the emigration, pre-clearance. It takes sometime like 2 to 3 hours, you
know, and you already had 12 to 14 hours let’s say, it’s a long flight and you
wanna just go straight to your and now, and then I have to transfer to another
flight, you know. And sometimes I will have a layover and I have like to catch up
with another flight, so let’s say like 3 hours till my next flight, and I have to go
through the immigration, pre-clearance.
Houda: You missed it.
Mazin: I miss that flight. then I have to wait for another 2 hours 3 hours to get to
another flight.
Houda: So, flying through Abu Dhabi Airport saves you a lot of time?
Mazin: Ooh, a lot of time, because when you get to the States you are ready like
ready to go to your local flight.
Houda: Um, that’s good.
Mazin: That’s huge advantage, really. And that’s so (stressed the word so) easy
the in Abu Dhabi the pre-clearance, so organised, not a lot of people honestly,
comparing to whatever, in the US, nothing. And even officers, everything is way,
way, way easier to finish from here and go straight to your local like flight in the
state so that’s, that was another thing to consider.
Houda: That’s good.
18. Can you tell me how you perceive the value of the money you paid for this trip?
(was the trip more than what you paid for? less than what you paid for? was the
trip of an equal value of the price? and why?)
Mazin: Um, well I guess money is really worth it, yeah. Fly Emirates for sure, the
level, the entertainment in the airplane, I flew like one time like from Ireland with
American airline to US and we didn’t have like even screens like in the airplane, like
for 7, 8 hours that’s too much.
Houda: That is across the Atlantic.
Mazin: So, entertainment is a big thing in a long flight, for sure, you know. Wifi as
well, I called these entertainment stuff for long flight I would appreciate that for sure.
Food wise, was good, entertainment. Even flight attendants, there’re like very decent
you know, in a way. I always like in a flight, when you call like a flight attendant, how
long they take to get you what you want or they were like very decent, short amount.
For your next flight. . . . . . .
19. Can you tell me why you would consider/ consider not this airline?
Mazin: Fly Emirates?
Houda: Yes, will you fly with Emirates again?
Mazin: I will, but I don’t know like in the last 5 years, I’ve been flying with Etihad
more so I became more loyal to them, you know. It’s just the whole like trip you know,
even the music they put like when you get inside the plane, it’s just something, you
know. Not just, I got used to it, I got used to it so that was another thing and Emirates
they I think they opened like their Chicago destination, just a year or two ago so that
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was another thing I didn’t fly Emirates as well because Chicago is like the closest
international airport to me, so Emirates wasn’t there that time I was flying. I Think
they just opened very recent in Chicago, so that was another thing that made me always
fly Etihad over Emirates, you know. and I got, I became more loyal to them I guess, I
got used to it.
(a) Follow: Have you ever booked/ avoided an airline for the food it serves?
(Can food affect your choice of airline company? how?)
Mazin: Uh, not that much. No, no, no.
Houda: When you say entertainment is important for you..
Mazin: I would guess like entertainment is more important than food for sure,
yeah.
20. How do you like things to be different for you?
Mazin: With Emirates?
Houda: Yes, to make it feel better or more satisfied.
Mazin: What they have like to change? Or like..
Houda: Yes, in general or in other words, if we go back in time.
21. Imagine you have an ability to change one thing in your most recent flight with
Emirates, what would that be? (examples)
Mazin: I feel like, when I flew back the Wifi wasn’t available but now they have like
Wifi in every airplane I guess to the US and it’s free.
Houda: For the whole duration?
Mazin: Is it free in Fly Emirates? I’m not sure.
Houda: I think it’s free for certain time and then they charge you for it.
Mazin: Really, Etihad it’s not free at all. That would be a good thing (laughter). Yeah,
I would say Wifi for free for the whole trip. Entertainment is a big deal for me I guess,
yeah. Especially if you don’t sleep very well in the airplane.
22. Would you like to add anything else?
Mazin: Um, uh, (long silence) I guess, that will be it.
23. Can I contact you again for questionnaire?
Mazin: For sure, you got it for sure.
24. Is there someone you would recommend for this interview?
Houda: Thank you very much, thank you for the time and for the answers and for elaborating
in your answers and I wish you all the best in your studies and your flights to the Unites
States. Mazin: Thank you.
Houda: Thank you very much.
End of the interview
418
Appendix K
Sample Interview Transcript (Oman Air)
INTERVIEW CODE: OA6 16/5/2017
Interview Details
Interview 12
Interview code OA6
Name Anonymous
Pseudonym David
Date 16/5/2017
Location Boushar- Muscat
Time 18:30 – 19:03
Duration 27m24s
Houda: This is David, uh, Oman Air, Economy Class, September 2016, from Heathrow to
Muscat. First, we would like to welcome you Mr. David and we thank you for taking the
time to be part of this study.
David: You are welcome, thank you for interviewing me.
1. 1. Can you tell me about your most recent flying experience with Oman Air?
David: Uh, yeah. It happened from, um, from Heathrow to Oman. It’s a, um, direct
flight and it was one of the, one of the advantage of Oman Air at that, at that, time. It
was, um, the only direct flight goes, uh, from Muscat and Heathrow and vice versa. So,
yeah it was for, it was to attend a conference in Dubai. But I thought to have a short
visit to Oman, to visit my family. So, do you want me to go through the advantages
and disadvantages of that flight? Houda: Its ok, this is fine. David: Alright.
2. Can you describe your flying pattern with Oman Air?
□Rarely □Yearly □Monthly □Weekly □ Others....
3. Are you a frequent flyer with Oman Air?
David: Um, yeah in the past 4-5 years, because of my, because of our studies abroad
yeah, we’ve been a, we’ve been frequent flyers me with my family with Oman Air.
But, we didn’t, we didn’t get the chance to, to have the Sindbad cards. So, we’ve been
flying a lot with Oman Air but without taking the privilege of, uh, of the Sindbad, this
is Sindbad card, yeah.
Houda: Perfect, so yeah?
David: So yeah, yeah, it’s a frequent fly, I would, yeah, class myself as a frequent flyer
but not having the privilege of, the, the one that is given to those holding, uh, Sindbad
cards.
Houda: Prefect, so for this flight in particular,
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4. Why did you choose to fly Oman Air? David: I, I might, uh, mentioned it, uh, earlier,
so one of the biggest advantage was for Oman Air, uh, it was the only direct flight
goes from Heathrow to Muscat. And, uh travelling, uh, having your small family
accompanying you, is, it’s much easier than just stopping or even touching down in
any, in any, of the airports between, between, uh, between Heathrow and Muscat. So
that for me that was, the only, the only advantage of taking Oman Air. Though, it’s,
um, it’s a bit of on the high expensive flights compared to other, other flights.
Houda: Yeah, yeah, perfect. So, if we ask the same question in general. Is the direct
route the main reason for you to choose an airline company from another or do you
have other reasons that you put in mind when you book a ticket?
(a) FOLLOW: In general, what makes you decide which airline to fly with?
David: Uh, I would say so, so direct routes is the main reason of choosing,
uh, choosing a particular, particular flight. Another reason might be of, of, uh,
luggage allowances. Oman Air providing much luggage allowances compared
to most of other, other, other flights that, that, usually have, that usually having
that frequent routes from UK to Muscat, for example, British Airways usually
providing less than 23 or less no more than 23KG per, per person but Oman Air
can go up to 35KG per person.
5. Why did you choose to fly Economy/ Business?
David: um, it, it kind of fit our, uh, our budget. Uh, the flight period is not that long,
so, uh, economy class fits, uh, fits our requirement the best, yeah. Plus, usually in
Oman Air you might talk, you might talk about this later in the interview, but Oman
Air maybe is one of the, one of the flights that, uh, having, that’s having a very wide
range of uh, between economy and, uh, business, so you might end up paying more
than, uh, more than twice the ticket you’re paying for the economy if you want to
upgrade yourself to, to business and most, most people don’t, don’t like paying twice
the money (laughter), for only a period of, uh, for a period of 7 hours.
Houda: Of course, that makes sense.
6. What did you like about your flight?
David: Uh, timing, I would say so. They were so good in the timing and the privilege
they’ve been provided, um, during the check in and, uh, I would say the, the seating
and the leg, uh, the leg, uh what they call it, the leg uh,
Houda: Room.
David: The leg room, yeah, so it’s quite good. Other than this we might talk about it
later.
7. What did you not like about your flight?
David: Ok, so that’s, that’s the most important topic of the interview (laughter). What
did I, what did not I, what did, uh, not I like is food in particular and that might be
very common with Oman Air, they don’t invest much in food, I don’t know why. So,
and sometimes it happens with the recent flight we took, uh, that the food quantity
wasn’t, wasn’t enough for all the passengers basically. Even the, even the snacks, the
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snacks was, were not, were not quit enough for all passenger. I remember I didn’t get
the chance to have a snack, one of the passengers as well just got mad because of not
having a snack at that, at that trip. Another, another point is the, the attitude or I would
say the behaviour of the crew members or the, the flight attendants. Usually they don’t,
they don’t serve you as, they don’t serve you out of their hearts basically, so, so it
seems that they’ve been, they’ve been forced to serve you. So, you cannot see a smile
in the attendants when they come to serve you. Sometimes it takes long for them to
come if you push, if you push the button that, the calling button. Um, yeah, other than
this nothing, nothing in particular. Entertainment type, um, it wasn’t, it wasn’t updated
because I have travelled in several flights so if I compare it again several flights like
Emirates and British Airways, uh, you wouldn’t have that variety of entertainment to
entertain yourself during the flight period.
Houda: So, when you say that food was not enough, uh, and the quantity is not like
matching with the passengers’ number, do you mean like they ran out of food or they
ran out of options?
David: Um, they ran out of options for the main, uh, for the meal and they ran out of
food for the snacks, yeah. So, literally they ran out of food. But to be, to be fair with
Oman Air, it happens, it happens once in the, in the, um, in my, in my last five years
and I travel I would say 5 to 6 times with Oman Air during that period of 5 years. So,
this is not frequent issue but if it happens, uh, people, people yeah or Oman Air needs
to, to, to put that bit of more emphasis in this particular point.
Houda: Of course.
8. Did you book your ticket on your own? ✓□Yes □No
(a) FOLLOW: Who booked it for you?
(b) FOLLOW: Can you explain why someone else booked it for you?
David: Yes, I booked it on my own.
9. Can you describe the size of group you have been travelling with?
✓□Alone (1) □Couple (2) □ Family (3+) □Friends (3+) □ Tour group
David: Uh, usually I’ve, yeah, I travel most of the time with my small family, so family
of two adults with two kids.
Houda: for this trip as well?
David: For this trip no, I’ve travelled on my own.
(a) FOLLOW: How did your flight companion(s) affect(s) what you want from
an airline?
(Do you think that flying alone or with someone, affects your demands or
your likes and dislikes of what airline offers?)
David: Yeah. It does actually yeah. If I travel on my own I wouldn’t pay too much
attention to all these, uh, small things even if on the food, on the attitude, I, I wouldn’t
care. It’s not, it’s not my appetite basically, to, to have too much food (laughter) on
airplane. But if you have your own, your own family, so yeah, the measure would be a
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bit high and you expect to have a very high standard or at least, um, at least I would
say attitude or, um (speaking in Arabic)
Houda: Um, like, I don’t know (laughter).
David: (laughter), so, you expect,
Houda: Treatment.
David: Treatment yeah, you expect to be, to be treated, treated at the same level that
you paid the money for. Yeah, and usually it’s not the case, unfortunately, with Oman
Air.
Houda: Unfortunately.
David: Yeah.
10. I have noticed that you have/ have not mentioned airport as a reason for choosing
an airline. Can you explain why you consider airport important/ not important
to your airline choice?
David: Yeah, I would, I would say so yeah. If I travel, if I, if I travel with, uh, my
family I would, I would take into consideration, so I don’t want to, I don’t want to
have, I would for a flight that takes me direct into, into, into the destination, other than
taking flight that, uh, stops me in several airports. It will, it will help a lot of choosing,
choosing a flight and I might, I might give it, I mean the airport or the route in this
case a high measure compared to other, to other elements but if I travel on my own I
wouldn’t mind to, uh, looking into how much, so how much it will cost me if I take
a route that takes me to different destination before reaching the final one, or taking
the direct route. So, to be just a trade of looking to the cost and which one will be to
the lower cost with the, with that, I would say with the middle, with the mid-range of
hassle.
11. You have stated that you have flown direct/ in-direct to your destination.
(a) FOLLOW: Why have you chosen to fly this route?
(b) FOLLOW: How does the flight route affect your airline choice?
12. I have noticed that you have/ have not mentioned food as a reason for choosing
an airline. Can you explain why you consider food important/ not important to
your airline choice?
David: I would say so yeah if I’m travelling with my family. And, uh, because of
Muslims, we are Muslims so will, will, will consider an airline that provide us with
halal labelled food and we might even eliminate any airlines that doesn’t serve halal
labelled, labelled food. But yeah, the quality of the food, um, it’s, uh, it’s one of the
main elements if I am travelling with my family. If I am travelling on my own, I
wouldn’t, I wouldn’t give it too much, uh, too much, uh of, of a measure and I might, I
might give, uh, more weight on the, on the attitudes and treatments during the flight
basically.
Houda: Of the crew?
David: Of the crew, yeah.
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(a) FOLLOW: Do you remember the meal(s) you had on-board?
what did you have?
David: Yeah. Um, it’s a bit difficult question, I need to (laughter).
Houda: It’s fine if you don’t remember, it’s just like,
David: Yeah, I think it was, uh, it was a chicken curry.
Houda: Wow!
David: Yeah.
(b) FOLLOW: Why have you chosen that meal?
David: I think they’re having. They were having, two only, two types at that
particular flight. So, they were having either mea.., chicken with rice or, uh, I
think if I remember correctly spaghetti with, uh, with some vegetarian. It was a
veggie, a veggie spaghetti and just to feel, to feel satisfied with myself and the
amount of money I paid of course I went for the, for the heavier one (laughter).
13. Can you tell me what you liked about it?
David: Uh, I did yeah, I did not, it was, it wasn’t that hot and usually I don’t like the
food if it’s not that really hot, but yeah, I remember I didn’t, I didn’t, eat the curry, I
just took the chicken pieces out of the curry and I ate them with the, with the bread
even not, not with the rice. But the rice was provided in that, in that meal, yeah.
Houda: Do you mean hot like in temperature wise or in spices wise?
David: Uh, in temperature wise.
14. Can you tell me what you did not like about it?
David: Um.
Houda: Like why you ate just the chicken and not the curry, for example?
David: Yeah. It’s because it’s me yeah. So, I am not a type of person that like putting
too much curry in the rice.
Houda: So, it’s a personal preference.
David: Its personal, I would say so yeah. It’s a personal preference, um, again it wasn’t,
it wasn’t that hot temperature wise, so it wasn’t even warm at that, at that particular
flight, so yeah.
15. What can an airline do to make food more appealing to you?
David: I think they, they need to come with more varieties or more options rather than
two. They need to introduce, um, I would say chicken, I would say fish and uh, lamb
because most of the airlines don’t, don’t introduce those type of, of meat, yeah, into,
into their, into their food menu. And it needs to be, it needs to be I would say recently
cooked or recently prepared yeah, so temperature wise it needs to be a bit, a bit hot.
16. From your experience, what does airline meal mean to you?
Houda: when we say food on board, eating on board, what comes to your mind?
David: Oh, that’s really difficult question (laughter).
Houda: Do you want me to say it in a different way?
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David: Yes please, yeah.
Houda: If we say, if you are eating on board and if you are eating in a restaurant, what
difference in these two settings?
David: Ok, I wouldn’t expect too much of, uh, food types on the, on the, on the plate,
yeah. I can, uh, I can understand we limited in size we limited in room basically. But,
I would expect to have a nice piece of salad, not, doesn’t, doesn’t necessarily to be lots
in quantity, and, um, and um, a nice or even a small quantity of chocolate or sweets.
So, in, in another term I would expect the main course from, yeah from uh, from, uh
starters, to the, to the going to the main meal and then the deserts at the end, but, in a,
in that small quantity that fits the room you are, when you are on-board, yeah, if you
compare it to a restaurant. Houda: So, are you saying that the quantity or the portion
size is not important for yourself?
David: Yes.
Houda: Ok.
(a) FOLLOW: How does airline meal relates to your overall flying experience?
(Has your inflight meal made you feel better/ or worse toward your flying
experience? How?)
David: How do you like me to answer that question (laughter), on my own or
with the family? because yeah, the answer will be, will be a bit, will be slightly
different. On my own, I wouldn’t care much because I am not that person that
foodie person yeah, basically yeah. But with family, I would, I would, I would
give it a, I would give it a very, a very big care or heavy, heavy weight. So, you
are travelling with someone and, uh, sometimes I’m travel with the family that
they travelled because of me. She wanted to attend an occasion that, uh, that
means so important to me, so I would care if the food that they was, satisfied
their needs in the airline.
17. What can you say about your overall flight satisfaction?
David: Um, I was slightly dissatisfied yeah but in the, yeah I will, uh, I will rank it
below average but not an extent that I will not choose it in the next time, yeah. If, if
it, if it, if it becomes be in a, in a competitive, uh, way, competitive cost compared to
other airlines.
(a) FOLLOW: What made you satisfied/ dissatisfied? (can you think of any
example)
David: Um, again crew members attitude and treatment, more than even the food.
Houda: That makes a difference of course.
18. Can you tell me how you perceive the value of the money you paid for this trip?
(was the trip more than what you paid for? less than what you paid for? was the
trip of an equal value of the price? and why?)
David: Yeah. Um, relatively lower than the value of the, the value we received on the
trip or the treatment we received on the trip. In general, if you compare it to other
flights, I would, yeah, I would rank it as very low.
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Houda: Yeah, so you think the money you paid is higher than the value? David:
Absolutely, yeah. So, yeah.
For your next flight . . .
19. Can you tell me why you would consider/ consider not this airline?
Houda: Would you anyway consider this airline?
David: I might consider, um, um again if, um, if the route, if the flight, if the flight
route is quite, um, quite I would say its direct from one, from one destination I’m
traveling from to the, to my destination, but definitely I would look into other options.
Because if you look at now the market, that some flights are quite competitive with
Oman Air in particular and they’re taking you directly from Muscat to, to UK, if you
are taking that route is the main destination route, yeah.
(a) Follow: Have you ever booked/ avoided an airline for the food it serves?
(Can food affect your choice of airline company? how?)
David: No.
Houda: No, so food cannot affect your choice of airline?
David: Absolutely, yeah.
20. How do you like things to be different for you?
David: Uh, in terms of . . . .?
Houda: In terms of like “How would you like things to be different to make you more
satisfied and more happy about your next trip”?
David: Ok, (short silence).
Houda: Should I say it in another way?
David: Yeah.
Houda: What can airline do in the future, if you are about to fly with Oman Air again,
what can they do to make you feel better?
David: Ok. Um, one way of, uh, one way can, can airline does to just satisfy their,
um, their customers is to have, uh, kind of an application where they, where they show
all the entertainments, uh, on the flight that you are going on and, uh, the food menu
and they are, they are in the world some airlines, does, do this, do the, do this thing.
So, I am not aware yet of Oman Air, they are doing, they are done the, this type of,
uh, this type of an application, yeah, for their, for their customers at least they can,
they can know what they expect, they can prepare their-selves, even they are having or
they, they are running out of choices other than going on this, on that, on that airline.
At least, they, they, they will be aw1. How do you like things to be different for you?
David: Uh, in terms of . . . .?
Houda: In terms of like “How would you like things to be different to make you more
satisfied and more happy about your next trip”?
David: Ok, (short silence).
Houda: Should I say it in another way?
David: Yeah.
Houda: What can airline do in the future, if you are about to fly with Oman Air again,
what can they do to make you feel better?
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David: Ok. Um, one way of, uh, one way can, can airline does to just satisfy their, um,
their customers is to have, uh, kind of an application where they, where they show all
the entertainments, uh, on the flight that you are going on and, uh, the food menu and
they are, they are in the world some airlines, does, do this, do the, do this thing. So, I
am not aware yet of Oman Air, they are doing, they are done the, this type of, uh, this
type of an application, yeah, for their, for their customers at least they can, they can
know what they expect, they can prepare their-selves, even they are having or they, they
are running out of choices other than going on this, on that, on that airline. At least,
they, they, they will be aware of what they are expecting on-board, on, on-board. So,
one thing, that, that one thing airline can airline does to improve their facility. Another
thing is about, um, I would say about, about feedback, uh, or asking for feedback.
Most of the airlines nowadays you give them your mobile number even you ticking the
box that you are not having or you giving the consent for contacting you for any reason.
So, it will be nice of the airline to, to contact the customers for, for their feedbacks. are
of what they are expecting on-board, on, on-board. So, one thing, that, that one thing
airline can airline does to improve their facility. Another thing is about, um, I would
say about, about feedback, uh, or asking for feedback. Most of the airlines nowadays
you give them your mobile number even you ticking the box that you are not having
or you giving the consent for contacting you for any reason. So, it will be nice of the
airline to, to contact the customers for, for their feedbacks.
21. Imagine you have an ability to change one thing in your most recent flight with
Oman Air, what would that be? (examples)
David: Crew members (laughter). I would change the full crew basically. On my
recent flight yeah, it wasn’t, it wasn’t that pleasant, yeah. But, yeah to be, to be fair
with Oman Air it happens only once, yeah, I can say that, yeah.
22. Would you like to add anything else?
David: Uh, not in particular but, uh, despite maybe we have spoken too much about the
disadvantages and the dislike on, on the, the flight, yeah. But one of the main and big
advantage I would say of Oman Air that treatment and the, and the tolerance that you
can get during the check in, basically yeah. So, that completely on the other side if you
compare it with the treatment, attitude and the service you getting on-board. Usually,
you getting welcomed so nicely. So, even the amount of tolerance you, you wouldn’t
expect compared to other, other airlines, even, even in terms of weight allowances. I
remember one day in our last trip we were exceeding the weight allowances by more
than 20KG and they allowed us to get, to get on board so that counts on them, yeah
basically.
Houda: Of course, So, on ground services are really good?
David: Indeed. Indeed. And, uh, I would say most of, most of, most of us like the
Oman Air because of this, this, uh, particular point. So, they, they kind of more tolerant
on the, on the weight allowances compared to other airlines.
Houda: Does that have anything to do with you being Omani or student studying
aboard or?
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David: Maybe most prob.., not, nothing to do being student studying abroad. It might
be something to do being Omanis or maybe, uh, it’s, it’s the policy of them, yeah. On
the other hand, I would say maybe to, maybe to accommodate more weight. Usually
their flights not that busy, yeah. And another, another, another point I would like to add,
they need to, they need to have some kind of offers, even last minute offers, because if
you, if you compare it to other airlines you see that if they not getting to that full in
the business class or even in the premium economy class, they offer you to up.., they
offer you to upgrade you to that, to that class with very decent or very reasonable, uh,
amount of money. But, with Oman Air, they’ve been so strict on that so they don’t even
like to offer their customers an upgrade even if that class, that grade class is almost
empty.
Houda: thank you so much for your time and for the answers and for the effort and for
participation in this research.
23. Can I contact you again for questionnaire?
David: Um, (nodded his acceptance).
24. Is there someone you would recommend for this interview?
Houda: Thank you very much.
David: You are most welcome, thank you.
Houda: Thank you, bye bye.
End of the interview
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   QUESTIONNAIRE 
Hello, my name is Houda Al Balushi, a postgraduate researcher carrying out research on your most recent experience with inflight 
meal on-board Arabian gulf carriers. This research is a major requirement for the award of a Doctor of Philosophy (Ph.D.) degree 
at the University of Surrey, UK. If you are happy to be part of this study, please answer the following questions. There are no right 
or wrong answers; in each case just indicate which answer best reflects your opinion. I can guarantee that the information you will 
provide will be anonymised, handled in confidence, and used for its intended purpose only. Filling the questionnaire will take no 
longer than 10 minutes of your time. If you face any difficulties in responding to the questionnaire, please do not hesitate to ask. 
Email: h.albalushi@surrey.ac.uk  
 
Section A: General questions 
 
1 Have you flown with Emirates or Oman Air in the last 12 months? Yes No, end of questionnaire 
Thinking about your most recent trip, please tick (√) one response for each statement 
2 The flight was with Emirates Oman Air 
3 Which seat class you were flying in? Economy Business First, end of questionnaire 
4 What was the main purpose of your trip? Leisure Business, self-paid  
Business, employer paid for my ticket, end of 
questionnaire 
5 How long your flight was for (including transit if applicable)? 6 hours or more, (specify) ……………hours 
Less than 6 hours, end of questionnaire 
 
1. Section B: This section looks at your perceptions of inflight meal on-board Emirates/ Oman Air  
 
Please indicate below how much you agree with the following statements concerning your most recent meal experience on-
board Emirates/Oman Air- from a scale of 1 to 5 where 1=strongly disagree; 2=disagree; 3-neither agree nor disagree, 
4=agree, 5=strongly agree. Please tick (√) one response for each statement 
 
 In my recent trip with this airline, I found that 1 2 3 4 5 
Food service 
1 Meals were served to me promptly      
2 Crew responded to my food requests/complaints promptly      
3 Crew responded to my beverage requests/complaints promptly      
4 My ability to choose from the meals choices available was not limited      
Food 
1 I enjoyed most of the Arabian gulf meals served in this airline      
2 The meal on-board was prepared with care      
3 Meals were served at appropriate temperature      
4 The food served in this airline was fresh      
5 The quality of food ingredients was good      
6 The food presentation on the tray was attractive      
7 My appetite was stimulated with the good aromas of the meals served      
8 The food served in this airline was tasty      
9 The food portion was sufficient in this airline      
10 There was a good variety of food items served in this airline      
11 There was a good variety of beverages served in this airline      
Passenger 
1 The food I was offered met my dietary regimen      
2 The food I was offered was healthy      
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3 The food I was offered met my preferences      
4 The meal on-board was as expected      
5 Food on-board helped me escape unpleasant feelings (e.g. physical and emotional discomfort)      
6 Beverages on-board helped me escape unpleasant feelings (e.g. physical and emotional 
discomfort) 
     
7 The number of passengers on-board disturbed my meal enjoyment       
8 The food I was offered was in harmony with my religious views      
 
2. Section C: This section looks at your perceptions of other flight products on-board Emirates/ Oman Air  
 
Please tick (√) one response for each statement from a scale of 1 to 5 where 1=strongly disagree; 2=disagree; 3-neither 
agree nor disagree, 4=agree, 5=strongly agree 
 
 In my recent trip with this airline, I found that 1 2 3 4 5 
Entertainment  
1 A good variety of programmes (e.g. movies, television programmes and games) was provided      
2 A good variety of music (e.g. classical, Jazz, popular music) was provides      
3 This airline has Up-to-date inflight entertainment equipment (e.g. wide screens)      
Aircraft 
1 The aircraft looked modern and new      
2 The physical facilities of the aircraft were good      
3 The aircraft seat was comfortable      
Airport size 
1 The size of the airport was convenient to me      
2 The quality of airport’s services was good (e.g. food, shopping and other activities)      
3 The airport was equipped with clear indicators and signs regarding the various facilities and 
services (e.g. terminals, gates, restrooms, restaurants, prayer rooms) 
     
4 The baggage allowance of this airline was satisfactory      
5 Baggage check in and handling services were efficient      
Airport location 
1 The geographical location of the airport was ideal       
Timing 
1 The flight departed and arrived on-time       
2 This airline has convenient flight schedule and enough frequencies      
Monetary value  
1 Compared to its competitors in the same route, this airline’s ticket price was reasonable      
2 I see value for the money I paid       
Image 
1 I am pleased with the safety record of this airline      
2 I believe that this airline has a better image than its competitors      
3 In my opinion, this airline has a good image in the minds of passengers      
 
3. Section D: This section looks at your satisfaction and intention toward this airline 
 
Please tick (√) one response for each statement from a scale of 1 to 5 where 1=strongly disagree; 2=disagree; 3-neither 
agree nor disagree, 4=agree, 5=strongly agree 
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 In my recent trip with this airline, 1 2 3 4 5 
Satisfaction 
1 Overall, I am satisfied with my inflight meal experience      
2 I am pleased with the inflight meal I have received      
3 Overall, I am satisfied with this airline      
4 I think I did the right thing when I decided to use this airline      
Loyalty 
1 I would select this airline again if I am going to fly another time      
2 I will try my best to avoid this airline in the future      
3 I would recommend others to fly with this airline      
4 I would say positive things about this airline      
 
4. Section E: This section looks at the main reasons that made you book this airline in your most recent trip 
 
Statement: This has contributed to my decision to book this airline for this occasion.  
On a scale from 1=strongly disagree to 5=strongly agree to what extent do you agree the statement above is true for each of 
the reasons below? 
 
  1 2 3 4 5 
1 Loyalty programme      
2 Punctuality      
3 Flight schedule      
4 Direct flight      
5 Price      
6 Food and beverage      
7 Seat comfort      
8 Safety      
9 Service quality      
10 Past experience       
 
5. Section F: This section looks at your travel habits 
Please choose your preferred answer by ticking (√) as apply 
 
A. Was this your first flight with this airline? Yes No 
A1. If no, how many times a year do you use this airline for the 
purpose you mentioned in Section A Question 4? 
At least once a month 
At least once every three months 
At least once every six months 
Once a year 
Once in more than a year 
B. How many times a year do you travel by air for the purpose you 
mentioned in Section A Question 4? 
At least once a month 
At least once every three months 
At least once every six months 
Once a year 
Once in more than a year 
C.  Who was travelling with you?  
(tick all that apply) 
By oneself Partner Friends 
Children Work colleagues 
Other (specify), ………………………….. 
E. From flight origin to destination, was your flight direct? Yes No 
F. What was the route of your flight? From ………. to ……..…….. via ……………. 
G. Were you travelling to your Normal home  Travel destination 
H. Are you a member of this airline’s loyalty programme? Yes No 
I. How much you paid for the ticket (US$)? …………………………. 
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6. Section G: This section is about you 
Please choose your preferred answer by ticking (√) as apply 
 
A. What is your age (in full years)? 18 -30 years 31 – 40 years 41 – 50 years 
51 – 60 years 61 years and over 
B. What is your gender? Male Female Other 
C. What is your highest level of education? High school or below University/college 
Postgraduate Other (specify), ……………… 
D. What is your occupation? ……………………………………………………….. 
E. What mainly do you do in your job? ………………………………………………………. 
F. What is your religion? Atheism Buddhism Christianity Hinduism Islam 
Other (specify), ……………………. 
G. What is your nationality? ………………………………………………………… 
I. About how much is your annual household income 
(family income) after tax (in US$)? 
Below 50,000 50,000- 99,999 100,000 – 149,999 
150,000 – 199,999 200,000 and over 
 
 
7. Comments 
 
 
 
 
THANK YOU FOR YOUR PARTICIPATION 
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Note: Contact details are shaded out for data protection purposes
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QUESTIONNAIRE 
	
Hello, my name is Houda Al Balushi, a postgraduate researcher carrying out research on your most recent 
experience with inflight meal on-board Arabian gulf carriers. This research is a major requirement for the 
award of a Doctor of Philosophy (Ph.D.) degree at the University of Surrey, UK. If you are happy to be part 
of this study, please answer the following questions. There are no right or wrong answers; in each case just 
indicate which answer best reflects your opinion. I can guarantee that the information you will provide will 
be anonymised, handled in confidence, and used for its intended purpose only. Filling the questionnaire will 
take no longer than 10 minutes of your time. If you face any difficulties in responding to the questionnaire, 
please do not hesitate to ask. Email: h.albalushi@surrey.ac.uk  
	
Section	A:	General	questions	
 
1 Have you flown with Emirates or Oman Air in the last 
12 months? 
Yes  
No, end of questionnaire, thank you 
Thinking about your most recent trip, please tick (√) one response for each statement. 
2 The flight was with Emirates Oman Air 
3 Which seat class you were flying in? Economy Business  
First, end of questionnaire, thank you 
4 What was the main purpose of your trip? Leisure Business, self-paid  
Business, employer paid for my ticket, end 
of questionnaire, thank you 
5 How long your flight was for (including transit if 
applicable)? 
6 hours or more, (specify) …………hours 
Less than 6 hours, end of questionnaire, 
thank you 
	
1.	Section	B:	This	section	looks	at	your	perceptions	of	inflight	meal	on-board	Emirates/	Oman	Air		
	
Please indicate below how much you agree with the following statements concerning your most recent 
meal experience on-board Emirates/Oman Air- from a scale of 1 to 5 where 1=strongly disagree; 
2=disagree; 3-neither agree nor disagree, 4=agree, 5=strongly agree. Please tick (√) one response for 
each statement 
 
 In my recent trip with this airline, I found that 1 2 3 4 5 
Food service 
1 Meals were served to me promptly      
2 Crew responded to my food requests/complaints promptly      
3 Crew responded to my beverage requests/complaints promptly      
4 My ability to choose from the meals choices available was not limited      
Food 
1 I enjoyed most of the Arabian gulf meals served in this airline      
2 The meal on-board was prepared with care      
3 Meals were served at appropriate temperature      
4 The food served in this airline was fresh      
5 The quality of food ingredients was good      
6 The food presentation on the tray was attractive      
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7 My appetite was stimulated with the good aromas of the meals served      
8 The food served in this airline was tasty      
9 The food portion was sufficient in this airline      
10 There was a good variety of food items served in this airline      
11 There was a good variety of beverages served in this airline      
Passenger 
1 The food I was offered met my dietary regimen      
2 The food I was offered was healthy      
3 The food I was offered met my preferences      
4 The meal on-board was as expected      
5 Food on-board helped me escape unpleasant feelings (e.g. physical and 
emotional discomfort) 
     
6 Beverages on-board helped me escape unpleasant feelings (e.g. physical and 
emotional discomfort) 
     
7 The food I was offered was in harmony with my religious views      
 
2.	Section	C:	This	section	looks	at	your	perceptions	of	other	flight	products	on-board	Emirates/	Oman	Air		
	
Please tick (√) one response for each statement from a scale of 1 to 5 where 1=strongly disagree; 
2=disagree; 3-neither agree nor disagree, 4=agree, 5=strongly agree 
 
 In my recent trip with this airline, I found that 1 2 3 4 5 
Entertainment  
1 A good variety of programmes (e.g. movies, television programmes and games) 
was provided 
     
2 A good variety of music (e.g. classical, Jazz, popular music) was provides      
3 This airline has Up-to-date inflight entertainment equipment (e.g. wide screens)      
Aircraft 
1 The aircraft looked modern and new      
2 The physical facilities of the aircraft were good      
3 The aircraft seat was comfortable      
Airport 
1 The size of the airport was convenient to me      
2 The quality of airport’s services was good (e.g. food, shopping and other 
activities) 
     
3 The airport was equipped with clear indicators and signs regarding the various 
facilities and services (e.g. terminals, gates, restrooms, restaurants, prayer 
rooms) 
     
4 The baggage allowance of this airline was satisfactory      
5 Baggage check in and handling services were efficient      
Timing 
1 The flight departed and arrived on-time       
2 This airline has convenient flight schedule and enough frequencies      
Monetary value  
1 Compared to its competitors in the same route, this airline’s ticket price was 
reasonable 
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2 I see value for the money I paid       
Image 
1 I am pleased with the safety record of this airline      
2 I believe that this airline has a better image than its competitors      
3 In my opinion, this airline has a good image in the minds of passengers      
 
	
3.	Section	D:	This	section	looks	at	your	satisfaction	and	intention	toward	this	airline	
	
Please tick (√) one response for each statement from a scale of 1 to 5 where 1=strongly disagree; 
2=disagree; 3-neither agree nor disagree, 4=agree, 5=strongly agree 
 
 
 In my recent trip with this airline, 1 2 3 4 5 
Satisfaction 
1 Overall, I am satisfied with my inflight meal experience      
2 I am pleased with the inflight meal I have received      
3 Overall, I am satisfied with this airline      
4 I think I did the right thing when I decided to use this airline      
Loyalty 
1 I would select this airline again if I am going to fly another time      
2 I would recommend others to fly with this airline      
3 I would say positive things about this airline      
 
4. Section E: This section looks at the main reasons that made you book this airline in your most 
recent trip 
 
Statement: This has contributed to my decision to book this airline for this occasion.  
On a scale from 1=strongly disagree to 5=strongly agree to what extent do you agree the statement 
above is true for each of the reasons below? 
 
  1 2 3 4 5 
1 Loyalty programme      
2 Punctuality      
3 Flight schedule      
4 Direct flight      
5 Price      
6 Food and beverage      
7 Seat comfort      
8 Safety      
9 Service quality      
10	 Past experience  	 	 	 	 	
	
5.	Section	F:	This	section	looks	at	your	travel	habits	
Please	choose	your	preferred	answer	by	ticking	(√)	as	apply	
 
A. How many times a year do you use this airline for 
the purpose you mentioned in Section A. Question 
4? 
This was my first time  
At least once a month 
At least once every three months  
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At least once every six months  
Once a year 
Once in more than a year 
B. How many times a year do you travel by air for the 
purpose you mentioned in Section A. Question 4? 
This was my first time  
At least once a month 
At least once every three months 
At least once every six months  
Once a year 
Once in more than a year 
C.  Who was travelling with you?  
(tick all that apply) 
By oneself Partner Friends Children 
Work colleagues Other family member(s)  
Other (specify), ……………... 
D. From flight origin to destination, was your flight 
direct? 
Yes No 
E. What was the route of your flight? From………………..…...to .................….  
passing by (transit).……………………… 
F. Were you travelling to your Normal home  Travel destination 
G. Are you a member of this airline’s loyalty 
programme? 
Yes No 
H. How much you paid for the ticket (in US$)? …………………………. 
   
6. Section G: This section is about you 
Please choose your preferred answer by ticking (√) as apply 
 
A. What is your age (in full years)? 18 -30 years 31 – 40 years 41 – 50 years 
51 – 60 years 61 years and over 
B. What is your gender? Male Female Other 
C. What is your highest level of education? High school or below University/college 
Postgraduate Other (specify), ……………… 
D. What is your occupation? ……………………………………………………….. 
E. What mainly do you do in your job? ………………………………………………………. 
F. What is your religion? Atheism Buddhism Christianity 
Hinduism Islam Other (specify), 
……………………. 
G. What is your nationality? ………………………………………………………… 
H. About how much is your annual household income 
(family income) after tax (in US$)? 
Below 50,000 50,000- 99,999 100,000 – 
149,999 150,000 – 199,999 200,000 and 
over 
 
7. Comments 
 
 
 
 
 
 
 
THANK YOU FOR YOUR PARTICIPATION 
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SAFE: Self-Assessment Form Ethics
1	/	1
Self-Assessment	Form:	Ethics	(SAFE)
100%	complete
Receipt	number:
Submission	time:
Thank	you
Completion	receipt
160708-160702-22459490
2017-04-17	11:24:44	BST
Thank	you	for	completing	the	Self-Assessment	Form:	Ethics.	According	to	the	answers
you	have	provided	your	study	does	not	meet	the	criteria	for	ethical	review,	and	a
submission	to	the	University	Ethics	Committee	is	not	required.
Note:	Your	responses	should	be	downloaded	and	kept	with	your	study
documentation.
If	you	have	any	questions	please	feel	free	to	contact	us	via	ethics@surrey.ac.uk.
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Self-Assessment Form: Ethics (SAFE) 
 
 
Response ID Completion date 
160708-160702-22459490 17 Apr 2017, 11:24 (BST) 
1 Project title The Role of In-flight Meal 
on Satisfaction 
2 Chief Investigator: Houda Al Balushi 
2.a Email address: h.albalushi@surrey.ac.uk 
3 Level of research PhD 
3.b If this is a PhD study please provide the name of your 
supervisor/s 
Dr. Anita Eves and Dr. 
Zheng Lei 
4 Does the study require review by an NHS Research Ethics 
Committee? 
No 
5 Does the study involve the inducement of MORE than 
minimal stress to the participant? 
No 
6 Does the study involve children under 16 years or other 
vulnerable groups such as those 16 and over who may feel 
under pressure to take part due to their connection with 
the researcher? 
No 
7 Does the study involve prisoners or young offenders? No 
8 Does the study involve the new collection or donation of 
human tissue, as defined by the Human Tissue Act, from a 
living person or the recently deceased according to the 
Human Tissue Authority? 
No 
9 Does the study involve any of the following ... No 
10 Are you planning to access records of and/or collect 
personal confidential data, concerning identifiable 
individuals as defined by the UK Data Protection Act 
1998? 
No 
11 Are you linking or sharing personal data or confidential 
information beyond the initial consent given (including 
linked data gathered outside of the UK)? 
No 
12 Will you collect or access audio/video recordings, 
photographs or quotations within which participants may 
be identifiable and with the intention to disseminate those 
beyond the research team? 
No 
13 Does the study require participants to take part in the 
study without their knowledge and/or consent at the time? 
No 
14 
 
 
Does the study involve deception other than withholding 
information about the aims of the research until the 
debriefing? 
No 
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15 Do you plan to offer incentives which may unduly influence 
participants’ decision to participate? 
No 
16 Does the study involve activities where the safety/wellbeing 
of the researcher may be in question? 
No 
17 Do you think that any other significant ethical concerns 
may arise, or does your external funding body or sponsor 
require ethical review to be undertaken? 
No 
18 Could the behavioural/physiological intervention possibly 
lead to discovery of ill health or concerns about wellbeing 
in a participant incidentally even if the intervention in 
itself causes no more than minimal stress is to the research 
participant? 
No 
19 Are you investigating existing working or professional 
practices among participants, identifiable to yourself as the 
researcher at your own place of work (this may be the 
University of Surrey or another organisation where you, 
your supervisor or coinvestigator work)? 
No 
20 Is the research proposal to be carried out by persons 
unconnected with the University, but wishing to use staff 
and/or students as participants? 
No 
21 I, the undersigned, confirm that I have read the Ethics 
Handbook for Teaching and Research and the Code on 
Good Research Practice. I understand that the project may 
be monitored and audited by the University of Surrey to 
ensure that it is carried out in accordance with good 
practice, legal and ethical requirements and any other 
guidelines. I understand that the protocol and any 
associated documents such as information sheets and 
consent forms should have version numbers and dates. If I 
make any significant changes to my protocol I understand 
that I should complete the self-assessment again. I am also 
aware that any knowingly wrong answer to any of the 
questions below and any research misconduct reported 
may lead to disciplinary measures after investigation. In 
case of dissertation projects or theses, the provision of 
knowingly incorrect information or proven research 
misconduct may affect academic progression. 
I agree 
21.a Name Houda Al Balushi 
21.b Date self-assessment 
form is submitted 
17/04/2017 
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Full List of Respondents’ Nationalities and Occupations
Occupation Frequency Percent
Administration and coordination 25 6.0
Advocacy and law 13 3.1
Auditing and finance 15 3.6
Banking 13 3.1
Education 50 11.9
Engineering 55 13.1
Entrepreneurship 19 4.5
Fashion 1 0.2
Management 28 6.7
Manufacturing 1 0.2
Medicine 30 7.2
Military 8 1.9
No employment 22 5.3
Public relations 2 0.5
Retirement 3 0.7
Sales and marketing 9 2.1
Service 4 1.0
Social work 1 0.2
Student 49 11.7
Technician 19 4.5
Travel and Tourism 14 3.3
Translation 1 0.2
Undefined 37 8.8
Total 419 100
Note: Grouped as per respondents’ description of their jobs when surveyed.
Geographical region Frequency Percent
Northern Africa 11 2.6
Northern America 3 0.7
Eastern Asia 2 0.5
South-eastern Asia 23 5.5
Southern Asia 33 7.9
Western Asia 284 67.8
Eastern Europe 2 0.5
Northern Europe 11 2.6
Southern Europe 8 1.9
Western Europe 38 9.1
Undefined 4 1.0
Total 419 100
Note: Classified as per UNSTATS (2018)
Nationality Frequency Percent
Algerian 1 0.2
American 2 0.5
Bahraini 1 0.2
British 11 2.6
Canadian 1 0.2
Chinese 1 0.2
Cypriot 4 1.0
Czech 1 0.2
Dutch 2 0.5
Egyptian 6 1.4
Emirati 41 9.8
Filipino 21 5.0
French 8 1.9
German 21 5.0
Indian 23 5.5
Indonesian 1 0.2
Iranian 2 0.5
Iraqi 2 0.5
Israeli 1 0.2
Italian 4 1.0
Jordanian 6 1.4
Lebanese 2 0.5
Malaysian 1 0.2
Omani 222 53.0
Pakistani 6 1.4
Palestinian 2 0.5
Portuguese 2 0.5
Romanian 1 0.2
Saudi 3 0.7
Spanish 2 0.5
Sri Lankan 2 0.5
Sudanese 1 0.2
Swiss 7 1.7
Taiwanese 1 0.2
Tunisian 3 0.7
Undefined 4 1.0
Total 419 100
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Reflective and Formative Measurement Models’ Evaluation
R.1 By Airline Company
Reflective Constructs Indicators
Convergent Validity Internal Consistency Reliability
Loadings a IndicatorReliability AVE
Composite
Reliability
Cronbach’s
Alpha
Discriminant Validity
Latent Variable Indicator
>0.70 >0.50 >0.50 >0.60 >0.70
HTMT confidence
interval does not
include 1
Meal Satisfaction Sat_1 0.961(0.974) 0.923(0.948)Sat_2 0.957(0.974) 0.916(0.948) 0.919(0.949) 0.958(0.974) 0.912(0.946) Yes
Flight Satisfaction Sat_3 0.941(0.940) 0.885(0.883)Sat_4 0.941(0.945) 0.885(0.893) 0.885(0.888) 0.939(0.941) 0.870(0.874) Yes
Loyalty
Loy_1 0.922(0.916) 0.850(0.839)
Loy_2 0.940(0.934) 0.886(0.872)
Loy_3 0.896(0.914) 0.802(0.835)
0.845(0.849) 0.942(0.944) 0.908(0.911) Yes
Image
Image_1 0.901(0.823) 0.812(0.677)
Image_2 0.899(0.888) 0.808(0.788)
Image_3 0.908(0.923) 0.824(0.851)
0.815(0.773) 0.930(0.910) 0.886(0.852) Yes
Price Price_1 0.927(0.918) 0.859(0.842)Price_2 0.863(0.951) 0.744(0.904) 0.802(0.873) 0.890(0.932) 0.757(0.857) Yes
Meal Service
Serv_1 0.890(0.870) 0.791(0.756)
Serv_2 0.870(0.896) 0.757(0.802)
Serv_3 0.844(0.841) 0.712(0.707)
0.753(0.755) 0.902(0.902) 0.839(0.838) Yes
a All outer loadings are significant at 1% level, Oman Air measures are in parentheses.
Formative Constructs Indicators
Emirates Oman Air
Formative Constructs Formative Indicators Outer Weights
(Outer Loadings)a p-Value
VIF
Value
Outer Weights
(Outer Loadings) p-Value VIF Value
Aircraft
Craft_1 -0.150 (0.745) 0.375 3.620 0.446 (0.800) 0.000 2.628
Craft_2 0.446 (0.843) 0.006 3.511 -0.020 (0.696) 0.874 2.678
Craft_3 0.128 (0.745) 0.320 1.906 0.057 (0.701) 0.601 2.165
Craft_4 0.386 (0.840) 0.018 2.474 0.208 (0.842) 0.108 2.987
Craft_5 0.134 (0.839) 0.516 3.441 0.180 (0.821) 0.150 2.804
Craft_6 0.252 (0.806) 0.034 2.107 0.370 (0.795) 0.004 2.044
Passenger Requirements
Pers_1 0.306 (0.859) 0.059 2.548 -0.024 (0.626) 0.762 1.928
Pers_2 0.240 (0.787) 0.073 2.073 0.144 (0.706) 0.131 2.134
Pers_3 0.300 (0.859) 0.075 2.389 0.313 (0.877) 0.002 2.911
Pers_4 0.043 (0.719) 0.737 2.057 0.488 (0.905) 0.000 2.178
Pers_5 0.359 (0.801) 0.007 2.357 0.337 (0.742) 0.001 2.340
Pers_6 -0.062 (0.585) 0.624 2.077 -0.115 (0.566) 0.204 2.189
Pers_7 0.020 (0.460) 0.869 1.455 0.025 (0.481) 0.716 1.375
Airport
Port_1 0.128 (0.728) 0.225 1.848 0.302 (0.769) 0.044 1.690
Port_2 0.471 (0.920) 0.000 2.508 0.225 (0.755) 0.115 1.797
Port_3 0.160 (0.806) 0.217 2.253 0.316 (0.757) 0.039 1.508
Port_4 0.257 (0.809) 0.032 2.123 0.084 (0.595) 0.510 1.613
Port_5 0.174 (0.784) 0.137 2.055 0.396 (0.781) 0.004 1.765
Timing Timing_1 0.374 (0.873) 0.019 2.044 0.397 (0.800) 0.002 1.451Timing_2 0.698 (0.965) 0.000 2.044 0.723 (0.944) 0.000 1.451
Meal
Meal_1 0.078 (0.751) 0.495 2.492 0.189 (0.838) 0.071 2.649
Meal_2 0.207 (0.821) 0.169 3.235 0.078 (0.807) 0.526 3.080
Meal_3 -0.129 (0.625) 0.262 2.663 0.078 (0.568) 0.403 1.871
Meal_4 0.093 (0.686) 0.391 2.359 -0.051 (0.689) 0.666 3.143
Meal_5 0.052 (0.831) 0.712 4.018 0.212 (0.853) 0.074 3.715
Meal_6 0.062 (0.679) 0.541 2.211 0.128 (0.730) 0.145 2.088
Meal_7 0.023 (0.676) 0.827 2.047 0.085 (0.809) 0.378 2.621
Meal_8 0.559 (0.955) 0.000 3.655 0.345 (0.875) 0.004 2.771
Meal_9 0.019 (0.670) 0.837 2.139 -0.037 (0.618) 0.741 2.276
Meal_10 0.100 (0.810) 0.327 2.777 0.168 (0.720) 0.107 2.408
Meal_11 0.091 (0.665) 0.398 2.156 0.045 (0.591) 0.632 2.147
a All outer loadings are significant at 1% level.
R.2 By Seat Class
Reflective Constructs Indicators
Convergent Validity Internal Consistency Reliability
Loadings a IndicatorReliability AVE
Composite
Reliability
Cronbach’s
Alpha
Discriminant Validity
Latent Variable Indicator
>0.70 >0.50 >0.50 >0.60 >0.70
HTMT confidence
interval does not
include 1
Meal Satisfaction Sat_1 0.962(0.969) 0.925(0.938)Sat_2 0.959(0.968) 0.919(0.937) 0.922(0.938) 0.960(0.968) 0.916(0.934) Yes
Flight Satisfaction Sat_3 0.960(0.932) 0.921(0.868)Sat_4 0.964(0.935) 0.929(0.874) 0.925(0.872) 0.961(0.932) 0.919(0.854) Yes
Loyalty
Loy_1 0.876(0.928) 0.767(0.861)
Loy_2 0.941(0.936) 0.885(0.876)
Loy_3 0.910(0.906) 0.828(0.820)
0.827(0.852) 0.935(0.945) 0.895(0.913) Yes
Image
Image_1 0.818(0.858) 0.669(0.736)
Image_2 0.946(0.876) 0.894(0.767)
Image_3 0.943(0.911) 0.889(0.829)
0.818(0.777) 0.931(0.913) 0.890(0.856) Yes
Price Price_1 0.955(0.878) 0.912(0.770)Price_2 0.963(0.939) 0.927(0.881) 0.920(0.827) 0.958(0.905) 0.913(0.796) Yes
Meal Service
Serv_1 0.938(0.866) 0.879(0.749)
Serv_2 0.947(0.869) 0.896(0.755)
Serv_3 0.917(0.831) 0.840(0.690)
0.872(0.732) 0.954(0.891) 0.927(0.818) Yes
a All outer loadings are significant at 1% level, economy class measures are in parentheses.
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Formative Constructs Indicators
Business Economy
Formative Constructs Formative Indicators Outer Weights
(Outer Loadings)a p-Value
VIF
Value
Outer Weights
(Outer Loadings) p-Value VIF Value
Aircraft
Craft_1 0.640 (0.781) 0.031 4.732 0.164 (0.754) 0.091 2.637
Craft_2 -0.375 (0.617) 0.192 4.065 0.222 (0.796) 0.026 2.823
Craft_3 0.048 (0.792) 0.870 3.499 0.093 (0.710) 0.344 1.869
Craft_4 0.494 (0.901) 0.050 3.558 0.274 (0.828) 0.023 2.596
Craft_5 0.379 (0.897) 0.336 4.742 0.153 (0.817) 0.213 2.791
Craft_6 -0.117 (0.783) 0.692 4.192 0.342 (0.8.22) 0.000 1.872
Passenger Requirements
Pers_1 0.289 (0.768) 0.188 3.054 0.078 (0.714) 0.353 1.985
Pers_2 -0.555 (0.501) 0.054 2.984 0.256 (0.782) 0.002 1.949
Pers_3 0.606 (0.840) 0.036 4.616 0.330 (0.868) 0.001 2.382
Pers_4 0.387 (0.861) 0.071 3.043 0.250 (0.806) 0.003 1.970
Pers_5 -0.133 (0.712) 0.626 3.354 0.385 (0.773) 0.000 2.202
Pers_6 0.134 (0.715) 0.570 2.970 -0.095 (0.537) 0.211 1.979
Pers_7 0.300 (0.711) 0.146 2.052 0.026 (0.414) 0.708 1.301
Airport
Port_1 0.057 (0.675) 0.727 2.116 0.270 (0.756) 0.010 1.726
Port_2 0.215 (0.807) 0.274 2.858 0.359 (0.834) 0.001 1.933
Port_3 0.740 (0.966) 0.000 2.092 0.135 (0.709) 0.279 1.709
Port_4 0.233 (0.751) 0.331 2.740 0.152 (0.669) 0.090 1.632
Port_5 -0.147 (0.686) 0.530 3.030 0.376 (0.794) 0.000 1.720
Timing Timing_1 -0.136 (0.725) 0.643 2.561 0.443 (0.834) 0.000 1.504Timing_2 1.102 (0.996) 0.000 2.561 0.676 (0.932) 0.000 1.504
Meal
Meal_1 0.145 (0.783) 0.534 2.328 0.098 (0.792) 0.232 2.540
Meal_2 0.002 (0.855) 0.996 4.400 0.106 (0.790) 0.272 2.989
Meal_3 -0.136 (0.573) 0.582 3.041 0.004 (0.589) 0.952 1.854
Meal_4 0.225 (0.663) 0.332 3.201 0.013 (0.686) 0.888 2.554
Meal_5 0.256 (0.839) 0.324 3.614 0.107 (0.835) 0.258 3.628
Meal_6 -0.118 (0.615) 0.571 3.061 0.148 (0.728) 0.018 1.964
Meal_7 0.467 (0.908) 0.063 4.721 0.042 (0.702) 0.554 1.934
Meal_8 0.317 (0.847) 0.221 3.422 0.442 (0.916) 0.000 2.668
Meal_9 -0.340 (0.518) 0.122 3.234 0.060 (0.659) 0.386 1.921
Meal_10 0.061 (0.751) 0.831 4.051 0.169 (0.761) 0.025 2.256
Meal_11 0.159 (0.687) 0.570 3.553 0.049 (0.602) 0.494 1.911
a All outer loadings are significant at 1% level.
R.3 By Route
Reflective Constructs Indicators
Convergent Validity Internal Consistency Reliability
Loadings a IndicatorReliability AVE
Composite
Reliability
Cronbach’s
Alpha
Discriminant Validity
Latent Variable Indicator
>0.70 >0.50 >0.50 >0.60 >0.70
HTMT confidence
interval does not
include 1
Meal Satisfaction Sat_1 0.962(0.977) 0.925(0.954)Sat_2 0.962(0.974) 0.925(0.948) 0.926(0.951) 0.961(0.975) 0.920(0.949) Yes
Flight Satisfaction Sat_3 0.946(0.929) 0.894(0.863)Sat_4 0.942(0.944) 0.887(0.891) 0.891(0.876) 0.942(0.934) 0.878(0.859) Yes
Loyalty
Loy_1 0.906(0.940) 0.820(0.883)
Loy_2 0.924(0.956) 0.853(0.913)
Loy_3 0.886(0.944) 0.784(0.891)
0.819(0.896) 0.932(0.963) 0.890(0.942) Yes
Image
Image_1 0.830(0.881) 0.688(0.776)
Image_2 0.896(0.883) 0.802(0.779)
Image_3 0.910(0.928) 0.828(0.861)
0.773(0.806) 0.911(0.926) 0.853(0.880) Yes
Price Price_1 0.922(0.835) 0.850(0.697)Price_2 0.936(0.950) 0.876(0.902) 0.863(0.800) 0.926(0.888) 0.841(0.766) Yes
Meal Service
Serv_1 0.874(0.886) 0.763(0.784)
Serv_2 0.879(0.901) 0.772(0.811)
Serv_3 0.840(0.836) 0.705(0.698)
0.747(0.765) 0.899(0.907) 0.833(0.847) Yes
a All outer loadings are significant at 1% level, non-direct route measures are in parentheses.
Formative Constructs Indicators
Direct Non-Direct
Formative Constructs Formative Indicators Outer Weights
(Outer Loadings)a p-Value
VIF
Value
Outer Weights
(Outer Loadings) p-Value VIF Value
Aircraft
Craft_1 0.234(0.775) 0.066 2.616 0.153(0.746) 0.333 3.103
Craft_2 0.087(0.743) 0.495 2.817 0.286(0.806) 0.068 3.131
Craft_3 0.161(0.738) 0.147 1.874 0.014(0.705) 0.916 2.312
Craft_4 0.439(0.895) 0.001 2.508 0.064(0.763) 0.662 3.168
Craft_5 0.137(0.832) 0.354 2.765 0.243(0.831) 0.147 3.741
Craft_6 0.167(0.767) 0.120 2.058 0.455(0.868) 0.001 1.954
Passenger Requirements
Pers_1 0.159(0.754) 0.202 2.296 0.017(0.691) 0.851 1.985
Pers_2 0.021(0.676) 0.854 2.008 0.342(0.826) 0.001 2.142
Pers_3 0.294(0.866) 0.025 2.716 0.340(0.873) 0.012 2.477
Pers_4 0.238(0.810) 0.032 2.137 0.354(0.853) 0.001 2.017
Pers_5 0.484(0.867) 0.000 2.576 0.228(0.653) 0.021 2.041
Pers_6 -0.085(0.685) 0.477 2.437 -0.054(0.433) 0.547 1.743
Pers_7 0.103(0.554) 0.267 1.492 -0.052(0.365) 0.548 1.252
Airport
Port_1 0.198(0.706) 0.132 1.638 0.127(0.787) 0.224 2.251
Port_2 0.171(0.786) 0.197 2.060 0.504(0.895) 0.000 2.100
Port_3 0.440(0.871) 0.002 1.864 0.143(0.670) 0.213 1.618
Port_4 0.269(0.762) 0.026 1.771 0.024(0.594) 0.817 1.855
Port_5 0.190(0.726) 0.140 1.748 0.410(0.828) 0.001 2.337
Timing Timing_1 0.400(0.859) 0.003 1.799 0.348(0.764) 0.020 1.417Timing_2 0.688(0.954) 0.000 1.799 0.768(0.956) 0.000 1.417
Meal
Meal_1 0.089(0.777) 0.381 2.475 0.182(0.831) 0.135 2.756
Meal_2 0.172(0.807) 0.180 2.827 0.083(0.827) 0.551 4.020
Meal_3 -0.052(0.534) 0.621 2.006 0.021(0.665) 0.836 2.190
Meal_4 -0.019(0.656) 0.855 2.379 0.079(0.733) 0.614 3.688
Meal_5 0.214(0.846) 0.099 3.791 0.091(0.841) 0.517 3.782
Meal_6 0.086(0.688) 0.357 2.179 0.119(0.744) 0.199 2.055
Meal_7 0.041(0.708) 0.672 2.068 0.116 (0.813) 0.304 2.934
Meal_8 0.477(0.918) 0.000 2.496 0.260(0.910) 0.144 4.497
Meal_9 0.029(0.684) 0.753 2.264 -0.023(0.582) 0.845 2.250
Meal_10 0.149(0.762) 0.121 2.307 0.090(0.763) 0.451 3.351
Meal_11 -0.016(0.532) 0.865 1.890 0.210(0.751) 0.059 3.022
a All outer loadings are significant at 1% level.
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